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Abstract. Digital technology has many implications for development in various fields, 
including finance. Banks and financial industries continue to compete and deliver new 
banking experiences through digital-only banks. Although the development of digital-only 
banks shows a growing trend, digital-only banks face major challenges, especially facing 
traditional banks that also provide digital services. Recent research shows that nearly half of 
the prospective customers are not interested in using digital-only bank services. 
Understanding that this study is a useful reference, digital-only banks can use this research to 
enhance their understanding and knowledge of attracting more users from different 
generations, which could positively impact digital banking. This study analyzed factors 
influencing intentions to adopt digital banking apps in Indonesia across generational cohorts. 
An online survey was conducted with 112 respondents aged 17 and older in multiple 
Indonesian cities. Using UTAUT2, cues to action, and habit as key constructs, WarpPLS 8.0 
was employed to analyze the Structural Equation Model (SEM). The results showed cues to 
action and habit significantly influenced adoption intentions, while effort expectancy, social 
influence, and firm reputation had no effect. Cues to action had the most substantial impact. 
Moderation analysis further revealed that habit was more salient for younger digital native 
generations. This study is among the first to examine the cues to action on intentions to use in 
a digital-only banking context, and the findings imply that informative, promotional strategies 
and leveraging online shopping habits can effectively boost digital banking acceptance. 

Keywords: UTAUT2, Intention to Use · Cues to Action, Habit, Digital-only Banks. 
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1. Introduction 
The Indonesian banking industry is currently undergoing rapid change and development due to 
technological advances. Technological developments drive digitization in almost every area of life, 
including banking. The digitization of banking has increased the trend to set up digital-only banks in 
Indonesia. Undoubtedly, the advent of digital-only banks in the era of Industry 4.0 will introduce novel 
challenges (Amiri et al., 2023).  

Digital-only banks bring many advantages to banks and customers. Digital-only banks provide 
convenience and fast service for customers. Another advantage of banks' digital transformation is 
commercial banks' profitability and efficiency. (Zhu & Jin, 2023b). Banks' digital transformation also 
improved commercial banks' operational capabilities (Zhu & Jin, 2023a). Although the operating cost-
to-income ratio is now high because of investment in technology infrastructure in the first year, resulting 
in lower efficiency (Rahman & Yudhistira, 2022), digital-only banks tend to be more efficient than 
traditional banks in the long run. 

From the customer side, digital banks have advantages that make it easier for customers to make 
transactions easily without requiring much effort (Musyaffi et al., 2022). Bank customers now have 
various digital banking choices (Asif et al., 2023), such as mobile banking, digital-only banking, e-
wallets, and online banking. 

Digital financial services still need to be more popular than conventional services (Dihni, 2022). 
The report noted that of the 10 thousand respondents surveyed, as many as 73.5% have used financial 
services in the form of automated teller machines (ATMs). Meanwhile, those who use new digital 
wallets are 65.4%, and users of other digital financial services are even lower, such as mobile banking 
users, who are only 13.3%, and internet banking users 7.7%. 

Indonesians use Mobile Banking instead of e-wallets and Digital Banking (Populix, 2022). It is 
based on the results of Populix research: 64% of respondents who have banking and financial services 
on their mobile phones, as many as 91%, said they have a mobile banking application, 84% have an e-
wallet, and only 33% have a digital banking application.  

Meanwhile, in the 2021 Fintech Report, 57.2% were interested in using digital bank services, and 
42.8% said they were not interested (DSInnovate, 2021). The problem faced by digital banks is the 
reluctance of the public to use digital bank services. At the top of the list of reasons for reluctance to 
use digital bank services in the report, respondents do not feel the need to use digital bank services, and 
security issues are doubted by some people who are still skeptical about using fully digital services 
(DSInnovate, 2021), see Fig. 1. 

 
Fig. 1: Reasons for Reluctance to Use Digital Bank Services, Source: (DSInnovate, 2021) 

  
Therefore, this study aims to determine the factors affecting intention to use digital-only banking 

apps in Indonesia and examine differences in adoption drivers across generations. 
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The paper about digital-only banks by Saif et al. (2022) shows that Convenience, Economic 
Efficiency, Number of Services, Trust, Perceived value, and Environmental concern determine the 
intention to adopt a digital-only bank in Malaysia. In addition, prior research focused on customer 
experience using digital-only banking among Gen Y and Gen Z (Windasari et al., 2022). 

The rest of the paper is structured: Section 2 reviews the related literature and hypotheses 
development. Section 3 presents the research model and discusses the empirical study to measure 
respondents' intent to use digital-only bank apps. The analysis's findings, conclusions, and results are 
discussed in the last section. 

2. Literature Review 

2.1. Digital-only Banking 
Referring to the provisions of the Financial Services Authority, the digital-only bank is an Indonesian 
legal entity bank that offers and conducts business primarily through electronic means, with only the 
head office serving as its other physical location (OJK, 2021). 

Digital-only banks can operate in Indonesia through:  
• Establishment of a new Indonesian Legal Entity Bank as a Digital Bank or  
• The transformation from Indonesian Legal Entity Bank (existing) to Digital Bank. 
Digital-only banks have been used as an alternative to virtual banks, banking services, digital 

banking services, or online banking services, causing difficulties in distinguishing them from the digital 
services offered by traditional banks. Digital-only banks are bank business models that offer and 
conduct business primarily through electronic channels. 

Digital adoption in Indonesia has increased significantly over the past few years. Banking customers 
are now expecting more digital products and services from banking institutions. In recent years, several 
large banks in Indonesia have created their digital banks in various ways, such as digital units, forming 
subsidiaries, or even acquiring existing banks to transform them into digital banks (DSInnovate, 2021).  

It is not only happening to incumbents (BCA and BRI); currently, Bank Mandiri has Livin' as its 
digital brand. 

Digital-only banks that exist and are already operating in Indonesia are Aladin, Allo Bank, blu by 
BCA Digital, Digibank, Jenius, Jago, LINE Bank, Motion, Neobank, New Livin', Raya, SeaBank, and 
TMRW (DSInnovate, 2021). 

2.2. Unified Theory of Acceptance and Use of Technology 
The Unified Theory of Acceptance and Use of Technology (UTAUT) determines user acceptance of an 
information system. UTAUT is a theory developed by Venkatesh et al. (2003). According to experts, 
the UTAUT model offers a more comprehensive understanding of technology adoption than other 
related models (Kumar et al., 2023). 

UTAUT theory has four main constructions: performance expectancy, effort expectancy, social 
influence, and facilitating conditions.  

Later, this UTAUT theory was developed into UTAUT2. UTAUT2 adds hedonic motivation, price 
value, and habit to adapt it to the context of consumer technology use (Venkatesh et al., 2012). 

2.3. Hypotheses Development - Effort Expectancy 
Effort expectancy is one of the main constructs in UTAUT theory. Effort expectations are the ease of 
system use (Venkatesh et al., 2003). Venkatesh et al. argue that an easy-to-use application service will 
encourage individual customers to be optimistic about and use the application (Venkatesh et al., 2012).  

Research on the adoption of community service applications by Yuniarty et al. argues that 
interacting with easy-to-understand online applications is very important for users, and the convenience 
that users feel in utilizing applications has a considerable impact on their behavioral intentions to utilize 
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those applications (Yuniarty et al., 2023). 
Customers who believe that bank apps are easy to use will adopt them because they seek 

convenience to help with their daily lives (Pham et al., 2022). Effort expectations are a significant 
positive predictor of behavioral intentions (Hilal & Varela-Neira, 2022). In contrast, A study on the 
acceptance of e-wallets in the fintech era in Jordan revealed no significant relationship between effort 
expectancy and intention to use (Hammouri et al., 2023). 

So, this study wants to clarify that effort expectancy may have a close connection with the intention 
to use digital-only bank applications, and the following hypothesis is proposed: 

H1: Effort expectancy positively affects the intention to use digital-only bank applications. 

2.4. Hypotheses Development - Social Influence 
Social influence is the extent to which a person believes that others are significant and that they should 
use a new system (Venkatesh et al., 2003). Social influence refers to how the existing social 
environment affects an individual (Kumar et al., 2023). Recommendations and views of others can have 
some influence on a person's decisions and actions.  

Research on the adoption of contact tracing applications with social influence variables shows that 
social influences such as colleagues, family, and peers significantly affect the adoption of these 
applications (Chopdar, 2022). Likewise, research on the use of web applications for daily needs also 
shows that the desire for web applications used by users is positively affected by social influences 
(Popova & Zagulova, 2022). 

The research results on mobile banking adoption show that social influence is positively related to 
behavioral intentions (Al Tarawneh et al., 2023). Research on the adoption of social media banking 
conducted by Kumar et al. (2023) and Boontarig & Srisawatsakul also shows that social influence is a 
significant influence factor on the desire to adopt social media banking (Boontarig & Srisawatsakul, 
2023). 

In contrast, another study on digital banking adoption revealed no significant relationship between 
the adoption of digital banking and social influence (Nepal & Nepal, 2023). There is still uncertainty 
about the relationship between social influence and the adoption of digital banking. 

Thus, this study wants to clarify the relationship between social influence and the intention to use 
digital-only bank applications. Therefore, the following hypothesis has been proposed:  

H2: Social Influence positively affects the intention to use digital-only bank applications.  

2.5. Hypotheses Development - Cues to Action 
Cues to action are a facet of individual thinking in the Health Belief Model (HBM) theory. This theory 
is widely used in research on health-related behavior. Cues to action are stimuli that trigger the decision-
making process to accept or change behavior; cues can come from internal or external sources. 

Research on adult hesitancy to take the COVID-19 vaccine by Husted et al. (2023) uses cues to 
action, such as cues from disseminating information containing calls for vaccines and cues from known 
people, and results show that cues to action influence intent to do.  

In terms of application adoption, Gumasing et al. (2022) research on the intention to use the 
application using cues to action factors proved that the cue to action was significantly related to the 
intention to adopt the application. 

Unlike the previous opinion, the cues to action factor used by Alharbi et al. (2022) does not 
influence the intention to adopt the application. 

Nevertheless, researchers have yet to find any research on banking app adoption that examines the 
relationship between cues to action factors and intent to adopt banking apps. Therefore, possible cues 
to action factors influence the intention to use digital-only bank applications. 

H3: Cues to action positively affect the intention to use digital-only bank applications. 
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2.6. Hypotheses Development - Firm Reputation 
Firm reputation is crucial since, before using the product, customers must have faith in the company 
(Windasari et al., 2022).  

Companies with a good reputation are often more favored and, therefore, more likely to be trusted 
by consumers. In line with this, many studies have proven that consumers trust a good reputation. A 
good reputation has a positive relationship with consumer trust, indirectly affecting the intention to 
adopt mobile money (Osakwe et al., 2022).  

Similar results are evidenced in research conducted by Windasari et al. (2022) on digital banking, 
where bank reputation significantly influences the intention to use digital banking.  

Thus, it can be assumed that company reputation will likely influence the intention to use digital-
only bank applications if respondents trust digital bank companies, including those related to data 
security. Therefore, the following hypothesis has been proposed:  

H4: Firm reputation positively affects the intention to use digital-only bank applications. 

2.7. Hypotheses Development - Habit 
Habit is defined by Limayem, cited in Venkatesh et al. (2012), as the extent to which people tend to 
perform behaviors automatically because of learning. In social norms, habits are measured as part of an 
individual's drive to follow behavior. Opinion Ajzen & Madden, cited in  Septiana et al. (2020)  said 
that habits can build perceptions that reflect the results of previous experiences. Thus, habits are formed 
from knowledge, resulting from experience over time and can be an impetus for behavior. 

Research on the use of e-commerce shows that habits are the most important predictor of the desire 
to use e-commerce (Higueras-Castillo et al., 2023), and research on the adoption of mobile banking by 
Septiana et al. (2020) reinforces that habits have a significant positive effect on mobile banking adoption. 
It indicates the possible influence of habits on the intention to use digital-only bank applications. Thus, 
the following hypothesis is proposed: 

H5: Habit positively affects the intention to use digital-only bank applications. 

2.8. Hypotheses Development - Age Generation 
There are classifications of names and years of birth for representatives of a given generation. Examples 
of classifications of generations are Boomers, Generation X, Generation Y, or Millennials, and 
Generation Z. Every generation has its characteristics and attitudes. 

Boomers have two different characteristics, meaning their values, attitudes, and behavioral patterns 
in markets change; some change from "traditional senior" to "modern high end." Generation X grew up 
with both parents in the workforce and was described as experiencing social insecurity, a rapidly 
changing environment, and a lack of solid traditions. 

Generation Y, or Millennials, is characterized by confidence, belief in personal values and 
knowledge, change requirements, the will to develop, and excellent knowledge of the Internet and new 
technology. 

Generation Z is a group of people who are highly educated, tech-savvy, innovative, and creative. It 
is the first generation born in a digital world to live their lives online. 

Differences in characteristics and attitudes between generations form the basis for checking how 
they affect factors and the intention to use digital-only bank applications. Thus, the following hypothesis 
is proposed: 

H6: Age generation moderates the relationship between effort expectancy and intention to use 
digital-only bank applications. 

H7: Age generation moderates the relationship between social influence and intention to use digital-
only bank applications. 

H8: Age generation moderates the relationship between cues to action and intention to use digital-
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only bank applications. 
H9: Age generation moderates the relationship between a firm reputation and intention to use 

digital-only bank applications. 
H10: Age generation moderates the relationship between habit and intention to use digital-only 

bank applications. 

3. Research Methods 

3.1. Model Building 
Referencing the ideas from the prior section, the researchers developed a research-building model to 
determine the causes of the intention to use digital-only bank applications.  

 

Fig. 2: Conceptual Framework 

3.2. Data Source 
In this research, there are two data sources: primary data and secondary data. The primary data were 
collected by distributing an online questionnaire. The sample in this study was made up of individuals 
aged 17 and older. To be a respondent to the survey, individuals must meet the criteria to open a digital 
bank account in Indonesia. This research has 112 respondents, which were obtained in June 2023. About 
112 data points were deemed qualified, and any outliers were removed from the final dataset. Of the 
participants, 32.1% are female, 70.54% are undergraduate graduates, 49.1% are Gen X (43-58 years in 
2023), 36.6% are Gen Y (27-42 years in 2023), 11.6 % are Gen Z (17-26 years in 2023), 2.7% gen 
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boomers (aged 59 and older in 2023), and 58% at Jakarta city. 
 Secondary data for this research was collected from journals, books, and articles. The data 

sampling method used in this research is simple random sampling, partial least squares SEM (Structural 
Equation Modeling), and the authors use WarpPLS 8.0 to test the hypotheses. 

3.3. Analysis Design 
The author considered multivariate statistical analysis in this research and used Structural Equation 
Modeling (SEM) and partial least squares (PLS) analysis to examine the relationship between variables. 
The authors evaluated the accuracy of their proposed research model with the SEM-PLS technique, 
which is based on the combination of dependence and interdependence to examine the link among 
multiple variables.  

The survey was divided into two sections: demographic information and measurement items. There 
are 19 measurement items, as demonstrated in Table 1, which were graded on a 5-point Likert scale 
ranging from strongly disagree = 1 to agree = 5 strongly. 

The authors employed WarpPLS 8.0 as a statistical tool to test the hypotheses.  

Table 1: Construct Measures with Sources 

Construct Item Question References 

Effort Expectancy 

(EE) 

EE1 It is easy to learn to use digital-only bank 
apps 

(Higueras-Castillo 
et al., 2023) EE2 It is clear and understandable when 

interacting with digital-only bank apps. 

EE3 Easy-to-use digital-only bank apps 

Social Influence (SI) 

SI1 People think that I should use a digital-only 
bank app (Higueras-Castillo 

et al., 2023) 
SI2 People I trust think that I should use a 

digital-only app 

SI3 People around me using digital-only apps (Chopdar, 2022) 

Cues to Action (CA) 

CA1 Would you consider using a digital-only app 
if you are well-informed (Mohammed et al., 

2022) 
CA2 Knowing that many people are already 

using digital-only apps 

CA3 Get attractive special promotions Researcher 
Development 

CA4 Tempted by promos or discounts that 
require using digital-only apps 

(Mahmudiono et 
al., 2022) 

Firm Reputation (FR) 

FR1 Companies that support digital-only banks 
have a good reputation (Windasari et al., 

2022) FR2 The name of the company that supports the 
digital-only bank is well-known 

FR3 Trust in digital-only bank companies (Farooq et al., 
2021)  

Habit (HB) 
HB1 Online shopping is a habit (Higueras-Castillo 

et al., 2023)  

HB2 Don't like queuing at the bank Researcher 
Development 
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HB3 Using a digital-only bank app will become a 
habit 

(Chou & Hsu, 
2016; 
Schretzlmaier et 
al., 2022; Wang et 
al., 2022) 

Intention to Use (IU) 

IU1 Immediately use a digital-only bank app 

(Higueras-Castillo 
et al., 2023) 

IU2 Try to use a digital-only bank app in my 
daily life 

IU3 Plan to use a digital-only app regularly. 

 

4. Result and Discussion 
Multiple linear regression was utilized to analyze the data in this study. For the measurement model, 
researchers used the findings of cross-loading, Composite Reliability (CR), Cronbach Alpha (CA), and 
Average Variance Extracted (AVE) for reflective variables. Researchers use the variance inflation 
factor (VIF) and statistical significance for the formative variable. According to (Hair et al., 2019, 2020, 
2021), the value of Cross-Loading should be greater than .708, Composite Reliability (CR) should be 
greater than .7, Cronbach’s Alpha (CA) should be greater than .7, and Average Variance Extracted 
(AVE) should be greater than .5. To measure formative variable, the variance inflation factor (VIF) 
should below 5, and statistical significance is P < .05 (Amora, 2023). 

Table 2: Results for the Measurement Model 

Variables Indicator Indicator 
Loadings 

VIF P-value Composite 
Reliability 

Cronbach’s 
alpha 

AVE 

Effort Expectancy 
(EE) (reflective)   

EE1  .936    
 .956  .931 .879  EE2  .950    

EE3  .927    

Social Influence (SI) 
(reflective)   

SI1  .906    
 .927 .881 .808  SI2  .931    

SI3  .859    

Cues to Action 
(CA) (formative) 

CA1  -  2.320   < .001 

-  -  
CA2  -  2.303   < .001 

CA3  -  3.037   < .001 

CA4  -  2.512   < .001 

Firm Reputation (FR) 
(reflective)   

FR1  .920    
 .929 .886 .814  FR2  .905    

FR3  .882    
Habit 
(HB) (reflective)   HB1  .781     .836 .706 .630  
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HB2  .774    

HB3  .824    

Intention to Use 
(IU) (reflective)  

IU1  .932    

 .966 .947 .905  IU2  .971    

IU3  .951    

 

From Table 2, the values of the loading factor of each reflective construct indicator range from .774 
to .971 and meet specific standards greater than .708, which means 15 indicators are acceptable.  

The composite reliability (CR) values that are shown in the table above are above level .7 and range 
between .836 and .966, which is acceptable. The Cronbach‘s alpha (CA) values in Table 2 show that all 
reflective constructs are above .7, and their values range between .706 and .947, which is acceptable. 

The Average Variance Extracted (AVE) in Table 2 shows that all reflective constructs have values 
greater than .5 and range from .630 to .905. That means the Average Variance Extracted (AVE) is 
accepted. 

The Cues to Action variable is a formative construct; from Table 2, the variance inflation factor 
(VIF) values for all CA indicators are below 5, and the statistical significance P < .001, which is 
accepted. 

After confirming the validity and reliability of the indicators, the process continues to test the 
hypothesis and run SEM analysis on WarpPLS with PLS Regression as the outer model analysis 
algorithm, Warp3 as the inner model analysis algorithm, and the resampling method Stable3 using 112 
samples. Using guides from Amora and Kock, The hypothesis will be significant if the path coefficient 
is less than .05 (Amora, 2023; Kock, 2022). 

Table 3: Outcomes of the Path Analysis 

Path Beta P-Value Result 
Effort Expectancy → Intention to Use .069 .23 Non-Significant 

Social Influence → Intention to Use .117 .10 Non-Significant 

Cues to Action → Intention to Use .553 <.01 Significant 

Firm Reputation → Intention to Use .108 .12 Non-Significant 

Habit → Intention to Use .268 <.01 Significant 

Age Generation * Effort Expectancy → Intention to Use -.013 .45 Non-Significant 

Age Generation * Social Influence → Intention to Use .003 .49 Non-Significant 

Age Generation * Cues to Action → Intention to Use .081 .19 Non-Significant 

Age Generation * Firm Reputation → Intention to Use -.085 .18 Non-Significant 

Age Generation * Habit → Intention to Use .200 .01 Significant 
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Fig. 3: Result of SEM Analysis using WarpPLS 8.0. Key: IU: Intention to Use digital-only bank apps; EE: 
Effort Expectancy; SI: Social Influence; CA: Cues to Action; FR: Firm Reputation; HB: Habit; AG: Age 

Generation 

 

Table 4: Summary of Findings and Hypotheses Result 

Hypotheses Relationship Result 
H1 Effort Expectancy → Intention to Use Not Supported 

H2 Social Influence → Intention to Use Not Supported 

H3 Cues to Action → Intention to Use Supported 

H4 Firm Reputation → Intention to Use Not Supported 

H5 Habit → Intention to Use Supported 

H6 Age Generation * Effort Expectancy → Intention to Use Not Supported 

H7 Age Generation * Social Influence → Intention to Use Not Supported 

H8 Age Generation * Cues to Action → Intention to Use Not Supported 

H9 Age Generation * Firm Reputation → Intention to Use Not Supported 

H10 Age Generation * Habit → Intention to Use Supported 
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Referring to the hypotheses proposed in the study, researchers find that effort expectancy, social 
influence, cues to action, firm reputation, and habit positively affect the intention to use digital-only 
bank apps. However, only cues to action and habit have a significant influence (see Table 3). Therefore, 
hypotheses H3 and H5 are supported (see Table 4). In contrast, the coefficient values for effort 
expectancy, social influence, and firm reputation are not significant, and thus, our hypotheses H1, H2, 
and H4 are not supported. 

Furthermore, researchers find that age generation only significantly moderates the relationship 
between habit and intention to use digital-only bank applications. Therefore, hypothesis H10 is 
supported and H6, H7, H8, H9 are not supported.  

These results demonstrate that cues to action had the strongest impact on the prospective customers’ 
intention to adopt digital-only bank apps; this provides a new research direction, and habit also had a 
strong impact, which supports the existing literature on the adoption of mobile banking and technology 
acceptance contexts (Higueras-Castillo et al., 2023; Septiana et al., 2020). 

Prospective customers would be encouraged to use digital-only bank apps. If they could be 
stimulated to take action, with experience in online shopping habits, sufficient information, and a dislike 
of queues at traditional banks, they would switch to digital-only bank apps.  

Gen Boomers need help understanding, using, and interacting with digital-only bank apps. App 
utilization is difficult for Gen Boomers. They are less willing to move to digital-only bank apps since 
they need to have online shopping habits. Meanwhile, Gen Z is the most open and active user of digital-
only bank apps. They are accustomed to using technology because they were raised online. In addition 
to their online shopping habits, they are also easily influenced, and if stimulated, they will move to 
utilize digital banking services. 

Gen X and Gen Y also are refined understanding, using, and interacting with digital-only bank apps. 
They will use digital bank apps if they get sufficient information; many people around them use digital-
only bank apps, so they feel it is time to switch to digital bank apps. 

5. Conclusions 

5.1. Theoretical Implications 
The rise of digital banking has disrupted the banking sector. Although many traditional bank customers 
feel they must refrain from using digital-only bank services, opportunities in this sector are expected to 
increase annually. The fact that all services are provided through online platforms for digital-only banks 
makes traditional bank customers doubt their services. 

Therefore, this study aimed to determine the intention to use digital-only bank apps, especially in 
Indonesia. 

The results of this study have theoretical implications:  
• Cues to Action significantly impact intentions to use digital-only bank apps; that means 

customers or prospective customers would be encouraged to use digital-only bank apps if they 
could be stimulated to take action, such as by being well-informed.  

• Digital banks should develop targeted promotional strategies providing clear cues to motivate 
app usage among distinct generational segments.  

• Habit has a significant impact on intentions to use digital-only bank apps; that means customers 
or prospective customers would be encouraged to use digital-only bank apps as they are addicted 
to the experience of online shopping habits and dislike some services from traditional banks, 
like queues at traditional banks.  

• Messaging leveraging online shopping habits may resonate more with digital native cohorts. 
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5.2. Practical Implication 
Companies in the digital-only banking sector can use the results of this research to convince customers 
to use their services, such as digital-only bank apps. By enhancing their services with stimuli for Cues 
to Action and Habit, digital-only banks could increase the number of people who intend to use their 
apps. 

Based on the results of this study, digital-only banks can set up a booth or station with promotional 
agents close to a well-known crowded business store to provide potential consumers with perfect 
information. Digital banks should be close to potential customers, stimuli cues to Action for potential 
customers. Thus, it is expected that prospective customers will use digital bank applications. 

Digital-only banks can also use these research findings to improve their ideas and knowledge on 
how to gain more digital-only bank app users in the 4.0 era. 

5.3. Limitations and Recommendations for Future Research 
This study has limitations. Although the study started with exploratory research to obtain the factors 
and validate them through surveys in Indonesia, not all cities in Indonesia have respondents willing to 
participate in this survey. Therefore, future research should include all cities in Indonesia in its 
investigations. 

Limitations of the small sample size from select Indonesian cities restrict generalizability. Future 
research could survey a more extensive, nationally representative sample to validate findings. 

Another limitation is that actual customer behavior towards digital-only banks in Indonesia may 
change over time. The widespread adoption of digital-only banks could impact and change customer 
behavior. Therefore, a future investigation is required to determine whether adoption's effects vary over 
time to maintain the long-term viability of digital-only banks in Indonesia. 

Another possible area of future research is examining security issues and perceived risks and 
measuring customer engagement to retain customers' continued use. 
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