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Mutual fund is one of the most popular investment programs, especially among small investors. Currently, many mobile-based
applications are available, facilitating the buying and selling of mutual funds. This number of choices creates competition
between application developers, pressuring them to find ways to maintain user loyalty by increasing user retention rates.
However, only a few studies have currently discussed user retention in mutual fund investment applications. Furthermore,
previous studies never examined the quality factor of the application but instead focused more on other factors outside the
application. This study analyzed the factors influencing user retention on mutual fund investment applications in Indonesia
from the application’s quality and usability aspects. This study was based on the expectation-confirmation model (ECM) as the
underlying theory. Data were collected using a survey questionnaire resulting in 414 responses, which were then processed and
analyzed using the covariance-based structural equation modeling (CB-SEM) technique. The results of this study indicate that
three variables can directly affect user retention in mutual fund investment applications: satisfaction, perceived usefulness, and
perceived enjoyment. The satisfaction variable had the most significant influence of these three variables. Several factors
influenced satisfaction: perceived usefulness, enjoyment, ease of use, trust, confirmation, prompt response, and security.

1. Introduction

An investment is buying assets whose value is expected to
increase over time and provide a return for the buyer. In
the financial context, an investment may refer to purchasing
securities, real estate, and other valuables whose value can
continue to grow so that the buyer will get a profit or capital
gains [1]. Currently, there are many investment options
available. The mutual fund is one type of investment suitable
for beginners or young investors. By investing in mutual
funds, investors do not need technical skills to actively man-
age their assets as the investment manager of each fund con-
ducts it. Mutual fund investments can be made conveniently
online on mobile applications that provide features for buy-
ing and selling mutual funds. Several mutual fund mobile
applications in Indonesia are available in the market, such
as Bibit, Bareksa, and Tanamduit. Each of these applications
tries to compete by offering unique features in addition to
the standard features for buying and selling mutual funds.

For instance, Bibit has a robo advisor feature that can pro-
vide recommendations for the type and allocation of mutual
funds based on the user’s level of risk tolerance. These appli-
cations actively compete to gain the market share of an
increasing number of new investors, especially during the
current COVID-19 pandemic.

Based on data from the Indonesian Central Securities
Depository (KSEI), as of the end of 2021, the number of
mutual fund investors increased 78.38 percent year-over-
year to 3.1 million single investor identification (SID). In addi-
tion, the choice of mutual fund investment mobile applica-
tions currently available is also increasingly diverse. This
increase in the number of investors certainly encourages
developers of mutual fund investment applications to con-
tinue improving the quality of the services they provide so that
users feel comfortable using the applications. Coupled with the
increasing number of competitors, it encourages application
developers to findways so that their applications providemore
value compared to other similar applications. To win the
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competition, mutual fund application developers aim to
increase user retention of their applications.

User retention is reflected in continued intention to use a
mobile application [2], which contributes to establishing a
sustainable relationship between the seller and the buyer
[3]. In the context of a mutual fund investment application,
the seller here is represented by the application developer
and the buyer is the user of the mutual fund investment
application. Like other investment instruments, mutual fund
investments can have long-term goals. Therefore, user reten-
tion is essential so that users who use mutual fund invest-
ment applications can continue using the application for
an extended period until their financial goals are successfully
achieved.

Users have specific considerations in choosing applica-
tions for online investment, including mutual fund invest-
ment applications. A recent survey reported that 86.6% of
Indonesians prefer to invest on applications or platforms that
have been registered with The Financial Services Authority
(OJK) compared to unregistered ones [4]. Furthermore,
respondents cited several qualities when considering an
investment platform, including having many convenient fea-
tures (57.9%), quick processing time (53.1%), having a simple
interface (49.8%), and offering many payment options
(48.3%). These considerations highlight the importance of
internal factors to the mutual fund application, such as appli-
cation qualities and usability.

Previous research on user retention or continued inten-
tion to use has been done on various mobile applications
such as messaging applications [5], mobile payment applica-
tions [6], mobile learning applications [7], and electronic
health applications [8, 9]. However, research on user reten-
tion in the context of mutual fund investment applications
is scarce. One study related to user retention on mutual fund
applications was a study of the famous Chinese mutual fund
application Yu’e Bao, conducted by Liu, Zhang, Mao, Xue,
and Lin [10]. However, in their study, most of the factors
examined were external to the mutual fund application, such
as perceived usefulness, habit, and satisfaction.

In the context of Indonesia, we did not find any research
that discussed user retention or continued usage intention
on mutual fund investment applications. Research on
mutual funds in Indonesia discussed other aspects of mutual
fund products, such as financial performance [11] and the
adoption of online mutual funds application [12]. Consider-
ing all these gaps, this study provides a unique perspective
by examining factors that influence user retention or contin-
uance intention to use mutual fund applications in Indone-
sia, both from external and internal elements. Specifically,
using the expectation-confirmation model as a theoretical
basis, this study examines how internal or application factors
such as quality, usability, and external factors such as satis-
faction and trust influence users’ intention to continue using
mutual fund applications.

2. Theoretical Background

This section will discuss the theoretical foundation for this
research. The discussion includes several concepts related

to mutual fund application, user retention, the expectation-
confirmation model (ECM), and hypothesis development.

2.1. Mutual Fund Investment Application and Continuance
Intention to Use. Mutual funds are one of the investment
options currently available for investors, especially those
who do not have significant capital, time, and ability to cal-
culate the investment risk. This is because when investors
invest in mutual funds, the funds invested will be managed
by the investment manager. There are four types of mutual
fund products to choose from: stocks, money markets,
bonds, and mixed funds [13].

One way for investors to invest in mutual fund prod-
ucts is through a mobile application, commonly known
as a mutual fund investment application. In general, the
mutual fund investment application is a platform with
the feature of buying and selling mutual fund products
so that users can invest in mutual funds online. Examples
of mutual fund investment applications currently available
in Indonesia are Ajaib, Bibit, Bareksa, IPOTFUND, BukaR-
eksa, and Tanamduit.

In addition to having the main feature for buying and
selling mutual fund products, each mutual fund investment
application also has additional features that can make it eas-
ier for users to invest. These other features include Bibit’s
robo-advisor function, IPOTFUND’s tools for technical and
fundamental analyses, and the news and investor community
features offered by Bareksa. These differentiating features are
designed to keep users investing through the application.

User retention, which is a concept that can be reflected
in continuance intention to use [2], is a core dimension of
customer relationship management (CRM) [3]. There is a
general assumption that there is a strong relationship
between user retention and company profits. The longer
the user uses a company’s product, the more loyal and valu-
able the user is [14]. User retention is one of the goals of
establishing a marketing relationship. User retention is nec-
essary because it greatly affects the competition and survival
of a company.

User retention can be measured through positive word
of mouth and repeated usage or purchases [3]. Apart from
these two measures, user retention can also be observed
based on the condition of the user churn or defection level,
namely, users who have left or not reused the company’s
products [3]. A high level of user retention indicates low user
churn in the company and vice versa [15]. Thus, in this
study, user retention refers to the level at which users of a
mutual fund investment application use the application
repeatedly for a long time that can be represented by users’
continuance intention to use.

User retention or continuance intention to use has been
studied through various theoretical lenses. One theory used
to study this phenomenon is the expectation-confirmation
model (ECM). ECM is a cognitive model that describes the
dynamic cognitive processes that individuals go through
when making decisions regarding the sustainability of the
use of information technology [16, 17]. ECM is an adapta-
tion of the expectation-confirmation theory (ECT). It posits
that the expectations and performance perceived by the
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customer will positively impact post-purchase satisfaction
and can influence the customer’s intention to return and
continue using or purchasing [18]. Operationally, continu-
ing intention to use an application or information system
is determined by satisfaction and perceived usefulness, while
satisfaction is determined by confirmation of initial expecta-
tions and perceived usefulness [19].

2.2. An Expectation-Confirmation Model of Continuance
Intention to Use. This study focuses on finding out what fac-
tors influence user continuance intention to use mutual fund
investment applications in Indonesia. Based on the ECM’s
concept of continuance intention to use [5, 16], we propose
a model of factors influencing the intention to continue
using a mutual fund investment application. To better suit
the context of the mutual fund investment application, we
modified the existing ECM. The following subsections
describe each of the constructs that make up the proposed
model, as depicted in Figure 1.

2.2.1. Satisfaction. Satisfaction reflects the cumulative feeling
that develops between interactions made by users of an
information system [20]. These feelings are reflected in
users’ positive, indifferent, and negative perceptions of the
information systems they use [21]. Dissatisfied users will
easily switch to other information systems. Conversely, satis-
fied users will choose to continue using the information sys-
tem they are currently using [5].

Several previous studies have shown how satisfaction
positively impacts user sustainability in using applications
[5, 20]. Research conducted by Gao, Waechter, and Bai
[20] shows how satisfaction significantly influences users’
sustainability in using mobile purchase services. Meanwhile,
Oghuma, Libaque-Saenz, Wong, and Chang [5] research
shows that satisfied mobile instant messaging users will con-
tinue using the mobile instant messaging service in the
future. Based on these considerations, we hypothesize that
satisfaction can positively influence continuance intention
to use mutual fund investment applications.

H1: Satisfaction has a significant effect on continuance
intention to use.

2.2.2. Perceived Usefulness. Perceived usefulness is the user’s
view of the benefits obtained from using an information sys-
tem [5]. Perceived usefulness reflects the extrinsic motiva-
tion that underlies the intention to use information
systems in the form of user beliefs that technology will
improve the performance of a task. This belief can positively
impact users’ attitudes and intentions towards technol-
ogy [17].

In previous studies, perceived usefulness has consistently
influenced users’ intentions to use information systems [5].
Research conducted by Jumaan, Hashim, and Al-Ghazali
[17] also shows how perceived usefulness significantly influ-
ences user satisfaction and user intentions to continue using
the internet on mobile devices. The more benefits the user
feels when using an information system or application, the
higher the level of satisfaction and the possibility of the user
to continue using the information system or application.

H2: Perceived usefulness has a significant effect on
satisfaction.

H3: Perceived usefulness has a significant effect on con-
tinuance intention to use.

2.2.3. Perceived Enjoyment. Perceived enjoyment is the feel-
ing of pleasure that users get when using an information sys-
tem [5]. This feeling can also be in the form of comfortable
feeling users feel when using an information system. In the
context of mutual fund investment applications, users can
feel happy and satisfied if they can achieve their investment
goals in a short time. Users can also feel this feeling of plea-
sure if the applications they use have good performance.

In previous research conducted by Oghuma, Libaque-
Saenz, and Chang [5], it was shown that perceived enjoy-
ment has a positive impact on satisfaction and continuance
intention. The higher the level of pleasure and comfort felt
by users when using an information system, the higher the
level of satisfaction and the possibility of users to continue
using the information system in the future.

H4: Perceived enjoyment has a significant effect on
satisfaction.

H5: Perceived enjoyment has a significant effect on con-
tinuance intention to use.

2.2.4. Perceived Ease of Use. Perceived ease of use is a level
where users believe that using certain information systems
can reduce the user’s efforts in completing a job [22]. Per-
ceived ease of use refers to the extent to which a person
believes that using a particular system can free that person
from effort [23]. Perceived ease of use is the level of user
confidence that using specific information systems can facil-
itate their work.

Calisir and Calisir [24] conducted a study to determine
the relationship between perceived usefulness, perceived
ease of use, and interface usability characteristics on end-
user satisfaction in enterprise resource planning (ERP) sys-
tems. In their study, it was found that perceived ease of use
can positively affect satisfaction. The easier an information
system or application to use, the higher the satisfaction that
users will feel with the information system or application.

H6: Perceived ease of use has a significant effect on
satisfaction.

2.2.5. Trust. Trust represents a person’s readiness to be sen-
sitive based on positive expectations of the other party’s
future actions [20]. In general, trust in technology refers to
the willingness to rely on a particular technology in certain
situations where negative consequences are likely to occur.
Like trust in a person, trust in a specific technology is formed
by two different components: trusting intention and trusting
beliefs [25].

In research conducted by Gao, Waechter, and Bai [20],
trust positively influences the satisfaction level of using
mobile purchases. We suggest that this also applies to
mutual fund investment applications. The higher the level
of user confidence in the application, the higher the level
of user satisfaction with the application.

H7: Trust has a significant effect on satisfaction.
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2.2.6. Confirmation. Confirmation refers to the extent to
which users perceive their initial expectations of the applica-
tion as confirmed during actual use [18]. In other words,
confirmation will measure the level of realization that the
application can make against the user’s expectations. In
addition to confirmation, some previous studies also use
the construct of disconfirmation to refer to the same thing.
In the context of mutual fund investment applications, user
expectations of the applications they use can be confirmed
based on user experience and the level of service offered by
the application.

Several previous studies have proven that confirmation
can positively impact satisfaction, as in previous research
conducted by Bölen [26]. When the user experience meets
or exceeds the user’s initial expectations, confirmation will
lead to user satisfaction as the expected benefits of using
information systems can be realized [5]. The same can be
applied to users of mutual fund investment applications;
users will compare their actual experience while using the
application with their initial expectations of the application.
If their expectations are realized, they will be satisfied with
the mutual fund investment application they use, and vice
versa.

In addition, meeting the user’s initial expectations can
also increase the user’s perception of the benefits provided
by the application, the level of user enjoyment, and the ease
of use of the application. This is evidenced in research con-
ducted by Oghuma, Libaque-Saenz, Wong, and Chang [5].
In their study, it was established that confirmation could
influence perceived usefulness, perceived enjoyment, and
perceived ease of use. In the context of mutual fund invest-

ment applications, user expectations can be confirmed if
the application used can provide the usability and benefits
expected by the user.

Regarding the relationship between confirmation and
trust, in previous research by Talwar, Dhir, Khalil, Mohan,
and Islam [27], it was discovered that there was a significant
relationship between the confirmation and trust variables.
One of the user’s considerations in choosing a mutual fund
investment application is whether the application has been
registered with the relevant supervisory agency, such as the
Financial Services Authority (OJK) [4]. Users who choose
applications registered with the OJK will expect that the
application can be trusted.

H8: Confirmation has a significant effect on satisfaction.
H9: Confirmation has a significant effect on perceived

usefulness.
H10: Confirmation has a significant effect on perceived

enjoyment.
H11: Confirmation has a significant effect on perceived

ease of use.
H12: Confirmation has a significant effect on trust.

2.2.7. User Interface. User interface refers to the ease of user
interaction with a user-friendly, pleasant, aesthetic, and
easy-to-navigate system [5]. In mutual fund investment
applications, the application developer needs to make the
application appearance as attractive as possible and easy to
navigate. This is because the target of this application itself
is people who are still new to investing.

Technology with a good user interface can increase user
satisfaction [28]. In addition, we believe that an application
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Figure 1: Research model.
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with a good user interface can also meet the user’s initial
expectations of the application so that user expectations
can be confirmed. This has also been proven in previous
research by Oghuma, Libaque-Saenz, Wong & Chang [5],
which showed a relationship between the user interface
and confirmation. Based on this, we hypothesize that the
user interface affects confirmation and satisfaction.

H13: User interface has a significant effect on
confirmation.

H17: User interface has a significant effect on
satisfaction.

2.2.8. Content Quality. Content quality is the quality of the
content or information provided by a service [29]. In the con-
text of a mutual fund investment application, the content here
can be in the form of statistical data on a mutual fund product
or information on current market conditions provided by the
application. The quality of this content or information is
important because users will use this information for making
decisions in buying or selling mutual fund products.

Previous research has shown that content quality can
affect the satisfaction of information system users [30]. The
better the quality of the content or information the applica-
tion provides, the higher the level of user satisfaction with
the application. Meanwhile, previous research conducted
by Park [31] shows a significant relationship between the
quality of content or services on smart wearable devices
and the extent to which user expectations can be confirmed.
Thus, it is hypothesized that:

H14: Content quality has a significant effect on
confirmation.

H18: Content quality has a significant effect on
satisfaction.

2.2.9. Prompt Response. Prompt response is the user’s per-
ception that the information system can quickly respond to
user requests [6]. In mutual fund investment applications,
the speed of the application in responding to user requests
is critical. This is because stock market movements are very
volatile, so we need an application that can respond to
requests from users as quickly as possible so that users will
get the price they want when they buy or sell a mutual fund
product. When users can experience using applications that
have a fast response, users will be satisfied, and user expecta-
tions for application quality can be achieved [6].

H15: Prompt response has a significant effect on
confirmation.

H19: Prompt response has a significant effect on
satisfaction.

2.2.10. Security. Security describes user expectations for the
ability of application providers to protect user information
from possible data breaches [5]. Application security is vital
in online applications because users are worried that irre-
sponsible parties can gain access and personal information
belonging to users. In the context of mutual fund investment
applications, application providers must have the adequate
technical capacity to guarantee user security when making
transactions.

Research conducted by Li, Lu, Hou, Cui, and Darbandi
[32] shows that security is an essential factor affecting user
satisfaction. Meanwhile, Oghuma, Libaque-Saenz, Wong,
and Chang’s [5] research shows a significant effect between
security and confirmation. Based on this, we suggest that if
the application provider can ensure security for its users,
the level of user satisfaction will increase, and user expecta-
tions can be confirmed.

H16: Security has a significant effect on confirmation.
H20: Security has a significant effect on satisfaction.

3. Methods

This research followed a quantitative approach using a
survey questionnaire as a data collection method. The
questionnaire consists of four parts. The first part contains
validation questions for respondents, while the second part
comprises demographic questions from the respondents.
The third part contains general questions related to the
use of mutual fund investment applications by respon-
dents. Finally, the fourth part includes the measurement
items (please see Table 1).

Upon completing the questionnaire, we carried out a
readability test involving eight respondents. The readability
test was carried out to determine the extent of understand-
ing of the prospective respondents to the questions listed
on the research questionnaire so that the prospective
respondents could answer the questions smoothly. After
going through the readability test, we proceeded with data
collection. To collect the date, we used the non-probability
convenience sampling technique. The single criterion for
respondents in this study was they must be mutual fund
investment application users in Indonesia. To maximize
reach of potential respondents, data collection was con-
ducted online by distributing the questionnaire through sev-
eral social media platforms that are popular with retail
investors in Indonesia such as Instagram, LINE, and Tele-
gram groups.

Data collection resulted in a total of 714 respondents,
with 555 respondents answering all the questions and 159
other respondents not answering the questions in the ques-
tionnaire completely. Of the 555 respondents who answered
all the questions on the research questionnaire, 41 respon-
dents had never used a mutual fund investment application.
Based on this, the number of valid responses amounted to
514 responses.

After the data collection was completed, the data were
processed and analyzed using the covariance-based struc-
tural equation modeling (CB-SEM). The CB-SEM method
was chosen because this study aims to test and confirm exist-
ing theories. Data processing tools AMOS 24, SPSS 25, and
Microsoft Excel assisted the data analysis process. Following
data processing, 100 outlier responses had to be deleted.
After deleting the data, the data used and reported at this
stage comprise 414 responses. Please see Table 2 for the
characteristics of the sample.

Several requirements must be met before estimating the
research model. These requirements include sample size,
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data normality test, checking outliers, multicollinearity,
offending estimate, and common method bias.

For a study using SEM, the minimum sample is sug-
gested to be at least ten times the number of indicators
[33]. In this study, there are 38 indicators, so the number
of samples required is 380 respondent data. At the data col-

lection stage, the collected data amounted to 514 responses,
which exceeded the minimum sample size.

The next step was to check whether all indicators had
multicollinearity issues. The correlation value between indi-
cators must be less than 0.9 to meet the requirement for a
multicollinearity check [34]. Based on the multicollinearity

Table 1: Measurement items.

Variable Code Indicator Reference

User interface

IU1 Every feature and function in X app is easy to understand

Oghuma, Libaque-Saenz,
Wong, and Chang [5]

IU2
The content in application X is arranged in such a way that it makes it

easier for me to find out which menu I am currently accessing

IU3 The amount of information displayed in app X is appropriate

IU4 X app has a nice look

Content quality

CQ1 X app provides reliable information

Kim et al. [30]
CQ2 X app provides information that serves its purpose well

CQ3 X app provides complete and concise information

CQ4 X app provides the latest information

Prompt response

PR1 X app provides reliable information

Shao, Li, Guo, and Zhang [6]PR2 Getting information from app X can be done quickly

PR3 X app provides fast service to me

Security

SEC1 X app implements security measures to protect all its users

Oghuma, Libaque-Saenz,
Wong, and Chang [5]

SEC2 X app has the ability to check the user’s identity for security purposes

SEC3
X application shows great concern for the security of every transaction

made by the user

SEC4
X application has sufficient technical capabilities to ensure that hackers

cannot modify the data I send

SEC5
X application has sufficient technical capabilities to ensure that the data I

send cannot be modified by hackers

Perceived
usefulness

USE1 I feel app X is useful for the investment I make
Oghuma, Libaque-Saenz,
Wong, and Chang [5]

USE2 X app helps me to transact faster

USE3 X app helps me to invest more conveniently

Perceived
enjoyment

ENJ1 I love investing with the X app
Oghuma, Libaque-Saenz,
Wong, and Chang [5]

ENJ2 Investing with the X app brings me a lot of fun

ENJ3 I enjoy investing in the X app

Perceived ease of
use

EAS1 Easy for X app to do what I want

Gao, Jiang, and& Tang [22]
EAS2 X app is easy to use

EAS3 My interaction with X app is clear and easy to understand

EAS4 It’s easy for me to become an expert in investing using X app

Confirmation

CON1 My experience investing in X app is better than my expectation
Oghuma, Libaque-Saenz,
Wong, and Chang [5]

CON2 The service provided by X app is better than my expectation

CON3 Overall, most of my expectations from using the X app have been met

Satisfaction

SAT1 I am satisfied with the services provided by the X application

Gao, Waechter, and Bai [20]SAT2 I feel happy with the services provided by the X app

SAT3 My decision to use the X app was a wise decision

Trust

TRU1 X app can be trusted

Gao, Waechter, and Bai [20]TRU2 X app can keep its promise

TRU3 X application always pays attention to the interests of users

Continuance
intention to use

INT1 I intend to continue using the X app to invest in the future
Oghuma, Libaque-Saenz,
Wong, and Chang [5]

INT2 I expect to continue using the X app in the future

INT3 If I can, I want to continue using the X app

6 Human Behavior and Emerging Technologies



Table 2: Characteristics of the sample.

Characteristics Frequency Percentage (%)

Gender
Male 353 68.7

Female 161 31.3

Age

<20 years 70 13.6

20–24 years 358 69.6

25–29 years 62 12.1

30–34 years 10 1.9

35–39 years 8 1.6

≥40 years 6 1.2

Educational background

SD/SMP/SMA or equivalent 83 16.1

Diploma I/II 3 0.6

Diploma III 28 5.4

Diploma IV/bachelor’s degree 386 75.1

Advanced degree 14 2.7

Occupation

Students 367 71.4

Teacher/lecturers 4 0.8

Civil servant 8 1.6

Private employee 81 15.8

State-owned enterprise employee 10 1.9

Entrepreneurs 30 5.8

Others 14 2.7

Monthly income (including allowance)

<= Rp1.000.000 221 43

Rp 1.000.001–Rp 5.000.000 209 40.7

Rp 5.000.001–Rp 10.000.000 71 13.8

Rp 10.000.001–Rp 15.000.000 7 1.4

> Rp 15.000.000 6 1.2

Mutual fund application used

Ajaib 99 14.5

Bareksa 81 11.8

Bibit 395 57.7

BukaReksa 23 3.4

IPOTFUND 35 5.1

Tanamduit 26 3.8

Lainnya 26 3.8

Duration of using the mutual fund application

<1 month 72 14

1–6 months 235 45.7

7–12 months 111 21.6

1–2 years 76 14.8

>2 years 20 3.9

Transaction frequency

Every day 15 2.9

Once a week 83 16.1

Once a month 353 68.7

Once a year 24 4.7

Others 39 7.6

Last transaction

Today 30 5.8

Yesterday 38 7.4

2–7 days ago 156 30.4

More than a week ago 158 30.7

More than a month ago 121 23.5

More than a year ago 11 2.1
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test carried out, no relationship or correlation between each
indicator has a value of 0.9, indicating that there was no
multicollinearity issue.

4. Results

In this section, we evaluate the data analysis results in two
segments: measurement model and structural model
assessments.

4.1. Measurement Model Assessment. In the measurement
model assessment, there are three stages to be carried out:
the convergent validity test, the reliability test, and the dis-
criminant validity test [34]. The convergent validity of the
variables is assessed through the loading factors, where the
value of the loading factors on the latent variables and indi-
cators is expected to have values greater than 0.7 [34]. After
inspecting the loading factors, there were still indicators with
a loading factor value below 0.7. Hence, it was necessary to
modify the research model by removing or changing the
error variance of indicators with a loading factor value of less
than 0.7.

After the convergent validity test was completed, the reli-
ability test could be carried out. The reliability test was car-
ried out based on three criteria, namely, the Cronbach
alpha (CA) value greater than 0.7, the composite reliability
(CR) value greater than 0.7, and the average variance
extracted (AVE) value greater than 0.5. The results of the
reliability test in this study can be seen in Table 3.

In the third stage, the discriminant validity test was con-
ducted. This test can be assessed based on the values of
cross-loadings. In cross-loading, each indicator must have
a larger loading factor value for the measured variable than
the loading factor value for the other variables. The discrim-
inant validity test can also be seen based on the value of the
AVE root, where the value of the AVE root must be greater
than the correlation coefficient value for each construct or
variable [35].

In addition to the square root of the AVE value or the
Fornell-Larcker criteria [36], discriminant validity tests can
also be carried out using another approach, namely, the
heterotrait-monotrait ratio of correlations (HTMT) analysis.
If the HTMT value is less than 0.9, then discriminant valid-
ity has been established between the two reflective constructs
[37]. After calculating the HTMT value, no value exceeds
0.9. The results of the calculation of the HTMT value can
be seen in Table 4.

4.2. Structural Model Assessment. At this stage, the goodness
of fit (GoF) test was carried out on the structural model. The

criteria that we use in this GoF test are CMIN/df, RMSEA,
NFI, CFI, GFI, TLI, and RMR. Table 5 shows the results of
GoF testing on the structural model.

After passing the GoF, the next step is calculating each
endogenous variable’s coefficient of determination. The
coefficient of determination (R2) measures the ability of the
model to explain the variation of the dependent variable.
In general, R2 has a range of values from 0 to 1. Table 6
shows the results of calculating the R2 value for each endog-
enous variable.

Next, hypothesis testing is carried out based on the pre-
viously proposed hypothesis. In this study, the hypothesis
test refers to the p-value between each variable. The accepted
hypothesis that fulfills the requirements is a hypothesis that
has a p − value < 0:05 [34]. Table 7 shows the results of
hypothesis testing in this study.

Table 7 shows four rejected hypotheses since they had a
p-value of more than 0.05. The rejected hypotheses are
hypotheses 14, 15, 17, and 18. In addition to the four
hypotheses, other hypotheses that have been proposed are
accepted. The structural model generated based on the
results of hypothesis testing in this study can be seen in
Figure 2.

5. Discussion

The results of the study indicate that users of mutual fund
investment applications will tend to continue to use the
applications for investing if they are satisfied with the appli-
cation. In addition, the usability aspect of the application is
also important. Users will continue to use the application if
the application proves to be useful, i.e., can function prop-
erly. Another factor affecting user retention is perceived
enjoyment, or the feeling of pleasure that users feel when
using the application. In the context of mutual fund invest-
ment applications, users can feel happy if they can achieve
their investment goals in a short time. The user satisfaction
can also be felt if their applications have good performance.

Based on the three factors described above, user satisfac-
tion is the factor that has the most significant influence on
the retention of users of the mutual fund investment applica-
tion. This can be a consideration for mutual fund investment
application developers to focus on increasing user satisfac-
tion so that user retention rates can also be increased.

These three aforementioned factors (e.g., satisfaction,
usefulness, and enjoyment) can explain 68.9% of variance
in continuance intention to use. This implies that there are
other factors other than those modeled in this study that
can potentially affect user’s continuance intention to use
mutual fund investment applications. Further research may

Table 2: Continued.

Characteristics Frequency Percentage (%)

Money spent per month using the mutual fund application

≤ Rp100.000 122 23.7

Rp100.001–Rp1.000.000 305 59.3

Rp1.000.001–Rp5.000.000 81 15.8

Rp5.000.001–Rp10.000.000 6 1.2
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Table 3: Factor loadings, AVE, CR, and CA.

Variable Indicator Factor loadings CA CR AVE

User interface (UI)

UI1 0.983

0.789 0.997 0.99UI2 0.985

UI3 0.983

Content quality (CQ)

CQ1 0.790

0.799 0.897 0.744CQ2 0.755

CQ3 0.719

Prompt response (PR)

PR1 0.764

0.838 0.909 0.769PR2 0.805

PR3 0.812

Security (SEC)

SEC1 0.788

0.864 0.937 0.787
SEC2 0.769

SEC3 0.771

SEC5 0.798

Perceived usefulness (USE)

USE1 0.818

0.842 0.928 0.811USE2 0.770

USE3 0.814

Perceived enjoyment (ENJ)

ENJ1 0.832

0.868 0.927 0.809ENJ2 0.817

ENJ3 0.839

Ease of use (EAS)

EAS1 0.732

0.778 0.886 0.722EAS2 0.757

EAS4 0.717

Confirmation (CON)

CON1 0.808

0.82 0.898 0.746CON2 0.779

CON3 0.751

Trust (TRU)

TRU1 0.797

0.805 0.894 0.737TRU2 0.733

TRU3 0.746

Satisfaction (SAT)

SAT1 0.829

0.846 0.921 0.796SAT2 0.779

SAT3 0.811

Continuance intention to use (INT)

INT1 0.912

0.915 0.954 0.873INT2 0.869

INT3 0.875

Table 4: HTMT results.

UI CQ PR SEC USE ENJ EAS CON TRU SAT INT

UI

CQ 0.803

PR 0.796 0.776

SEC 0.805 0.838 0.659

USE 0.836 0.813 0.735 0.825

ENJ 0.79 0.795 0.68 0.692 0.837

EAS 0.897 0.872 0.798 0.811 0.885 0.827

CON 0.783 0.82 0.729 0.725 0.777 0.766 0.882

TRU 0.842 0.887 0.753 0.88 0.874 0.819 0.867 0.868

SAT 0.874 0.869 0.734 0.828 0.856 0.83 0.882 0.845 0.857

INT 0.73 0.69 0.634 0.714 0.774 0.739 0.793 0.736 0.784 0.825
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consider variables closely related to the user’s investment
behaviors. For instance, previous studies indicate that past
financial return experienced and social pressures may influ-
ence investment decision of individual investors [38], which
consequently could influence intention to continue using a
mutual fund application.

Several factors can affect user satisfaction with mutual
fund investment applications. In this study, the factors used
can explain user satisfaction strongly by as much as 84.7% of
the variance. The variables affecting user satisfaction are per-
ceived usefulness, perceived enjoyment, perceived ease of
use, trust, confirmation, prompt response, and security
variables.

Based on the research results, this study cannot accept
four hypotheses (i.e., hypotheses 14, 15, 17, and 18). This
study reveals that content quality does not have a significant
effect on confirmation. This implies that in mutual fund
investment applications, good quality content or informa-
tion may not be what users expect when they first use the
application. This may be due to the limited contents typi-
cally offered by mutual fund investment applications in
Indonesia. For instance, regarding the detailed information
of the stocks or bonds that make up mutual fund products,
investors typically rely on information accessed from other
sources outside the application. This could explain why con-
tent quality does not have a significant effect on satisfaction
either. Based on the two rejected hypotheses, we conclude
that content quality does not have a significant impact on
increasing user continuance intention to use or retention.

In addition, this study also shows that H15 is not sup-
ported as there is no significant effect of the prompt
response on confirmation. Based on the results obtained in
this study, the application’s speed in responding to users is
not what users expect when they first use a mutual fund
investment application. However, the application’s response
in providing quick services is found to influence user satis-
faction with the application.

Based on the study’s results, H17 is also not supported as
there is no significant direct relationship between the user
interface and satisfaction variables. In the context of the
mutual fund investment application, perhaps the user inter-
face design is not an essential factor that can directly affect
user satisfaction. It is found the user interface design indi-
rectly affects satisfaction through confirmation of initial
expectations in using the application. In addition, the
mutual fund investment application is not an application
that users will access continuously daily. Users typically only
access the application when they want to invest or to check
the results of the funds they have invested so that users
may not be too disturbed if the application they use has a
subpar user interface design.

6. Implications

This study reveals that some of the factors that can affect
user continuance intention to use are satisfaction, perceived
usefulness, and perceived enjoyment. These results are in
line with previous research by Oghuma, Libaque-Saenz,
Wong, and Chang [5]. Based on the results of this study, it
is also discovered that the trust variable does have a signifi-
cant influence on user satisfaction, which is in line with an
investigation by Gao, Waechter, and Bai [20].

Through this study, we also attempted to expand the
scope of using ECM as a model commonly used by previous
studies to determine the factors that influence users’

Table 5: GoF test results.

Indicator Cut-off value Results Status

CMIN/df <2.0 1.718 Good fit

RMSEA ≤0.08 0.042 Good fit

NFI ≥0.9 0.927 Good fit

CFI ≥0.9 0.968 Good fit

GFI ≥0.9 0.9 Good fit

TLI ≥0.9 0.961 Good fit

RMR ≤0.05 0.014 Good fit

Table 6: R2 results.

Variable R2 Effect size

CON 0.705 Strong

TRU 0.537 Moderate

EAS 0.544 Moderate

ENJ 0.522 Moderate

USE 0.553 Moderate

SAT 0.847 Strong

INT 0.689 Moderate

Table 7: Hypothesis test results.

Hypothesis Parameter Estimates P-value Result

1 INT <— SAT 0.489 0.011 Accepted

2 SAT <— USE 0.649 0.001 Accepted

3 INT <— USE 0.227 0.035 Accepted

4 SAT <— ENJ 0.493 0.005 Accepted

5 INT <— ENJ 0.158 0.047 Accepted

6 SAT <— EAS 0.621 0.001 Accepted

7 SAT <— TRU 0.467 0.021 Accepted

8 SAT <— CON 0.59 0.005 Accepted

9 USE <— CON 0.726 0.001 Accepted

10 ENJ <— CON 0.65 0.003 Accepted

11 EAS <— CON 0.722 0.001 Accepted

12 TRU <— CON 0.663 0.002 Accepted

13 CON <— UI 0.373 0.02 Accepted

14 CON <— CQ 0.019 0.303 Rejected

15 CON <— PR 0.039 0.128 Rejected

16 CON <— SEC 0.382 0.013 Accepted

17 SAT <— UI 0.028 0.249 Rejected

18 SAT <— CQ 0.014 0.322 Rejected

19 SAT <— PR 0.15 0.048 Accepted

20 SAT <— SEC 0.202 0.047 Accepted
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continuance intention to use an information system. When
this study was conducted, we could not find any research
that applied ECM in mutual fund investment applications.
Previous research that used ECM mainly was done on such
applications as instant messaging applications [5], mobile
payment applications [6], and health applications [9]. The
only previous study that we found related to users’ contin-
ued intentions on mutual fund investment applications was
research conducted by Liu, Zhang, Mao, Xue, and Lin [10].
However, their research did not use ECM and did not focus
on the quality of mutual fund investment applications, but
rather on factors outside the application such as habit, loy-
alty, capital liquidity, expected earnings, and perceived risk.

The results of this study can be used as guidance for the
developers of mutual fund investment applications in Indo-
nesia. Through this study, we hope that the developers of the
mutual fund investment application can find out what fac-
tors influence the user’s intention to continue using the
mutual fund investment application. Based on the results
of this study, several factors can influence the user’s inten-
tion to continue using the application, including satisfaction,
perceived usefulness, and perceived enjoyment. User satis-
faction is the most influential factor affecting the user’s

intention to continue using the application. This can be a
reference for application developers to prioritize user satis-
faction to increase user retention and loyalty. In this study,
several factors can affect the level of user satisfaction in
mutual funds investment applications including perceived
usability factors (i.e. usefulness, enjoyment, ease of use, and
trust), confirmation, and the perceived quality factors (i.e.
prompt response and security).

Perceived usability relates to how far users feel using a
particular application can meet user goals. To achieve this,
developers may need to focus on the main purpose of the
mutual fund investment application, namely, investment in
mutual fund products, so that developers do not need to cre-
ate various features that are not needed by users. This sug-
gests that the features added to the application are the ones
that can support the user’s primary purpose for investing,
for example, the robo-advisor feature that can help manage
the user’s risk profile.

Trust relates to how much confidence the user has in an
information system while considering the potential negative
consequence of using it. Regarding the trust aspect, this
implies that the application developer should register the
application with the relevant agency or institution that has

User Interface

Content Quality

Prompt Response Satisfaction 
(R2 = 0.847)

Usefulness 
(R2 = 0.553)

Enjoyment 
(R2 = 0.502)

Ease of use 
(R2 = 0.544)

Trust 
(R2 = 0.537)

Perceived quality

Continuance 
intention to use 

(R2 = 0.689)

Perceived usability

Security

Confirmation 
(R2 = 0.705)

H6: 0.621⁎⁎

H7: 0.467⁎

H4: 0.493⁎⁎

H5: 0.158⁎

H3:0.227⁎

H19: 0.15⁎

H20: 0.202⁎

H18: 0.014
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H17: 0.028

H15: 0.039
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Supported
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Figure 2: Structural model results.
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the authority to oversee financial service activities. In the
context of mutual fund investment applications, the institu-
tion with the authority is the Financial Services Authority
(OJK). We believe that registering a mutual fund investment
application with the OJK will increase user confidence in the
application. This is in accordance with a survey conducted
by DailySocial [4], which shows that as many as 86.6% of
respondents in the survey will choose investment applica-
tions that have been registered with OJK.

Confirmation relates to the extent to which the informa-
tion system or application can meet the user’s initial expec-
tations of the application. Based on the results of this study,
the user’s initial expectations can be confirmed or fulfilled if
the application used is of good quality. In this study, at least
two factors of application quality can significantly confirm
the user’s initial expectations of the application. These fac-
tors are user interface and security. Based on this, the appli-
cation developed must have a good appearance and strict
security to meet user expectations for the application.

7. Conclusion

The increasing number of choices of available mutual fund
investment applications makes application developers com-
pete to offer applications that provide more value to the
users compared to other similar applications. However,
understanding what makes users continue using the applica-
tion remains a challenge for mutual fund investment appli-
cation developers. Built on the ECM as the underlying
theory, this study reveals three factors that can directly affect
user retention or continuance intention to use in mutual
fund investment applications, namely, satisfaction, perceived
usefulness, and perceived enjoyment. Out of these three fac-
tors, the satisfaction factor has the most significant influence
on users’ continuance intention to use mutual fund invest-
ment applications. The satisfaction factor itself is influenced
directly or indirectly by several other factors including appli-
cation quality (e.g., user interface, prompt response, and
security), application usability (e.g., usefulness, enjoyment,
and ease of use), confirmation, and trust. All in all, this study
emphasized the role of both internal or application factors
such quality and usability as well as external factors such sat-
isfaction and trust on influencing mutual fund investment
application’s user retention as reflected in its continuance
intention to use. As this study is regarded as a cross-
sectional survey that used a convenience sampling, the gener-
alizability of the findings may be limited. Taking into account
this limitation, future research may consider a longitudinal
study design with a probability sampling technique.
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