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Abstract 

 

This research explores the factors influencing customer switching 
behavior in digital top-up services, with a particular focus on 

Indonesia’s specialty coffee micro-retail sector. A modified Technology 

Acceptance Model (TAM) framework is applied, incorporating variables 

such as switching behavior, switching cost, perceived ease of use, 

perceived usefulness, perceived risk, and social influence. To date, this 

study represents the first empirical investigation examining customer 
switching behavior within digital top-up services among micro coffee 

retailers in Indonesia. Data were obtained through an online survey of 

320 respondents and analyzed using Partial Least Squares Structural 

Equation Modeling (PLS-SEM). The findings reveal that Perceived Ease 

of Use (β = 0.182, p < 0.01), Perceived Usefulness (β = 0.418, p < 0.01), 
and Switching Cost (β = 0.342, p < 0.05) significantly and positively 

affect switching behavior. In contrast, Social Influence (β = 0.073, p = 

0.242) and Perceived Risk (β = 0.113, p = 0.099) were found to be 

insignificant predictors. Overall, the model explains 71.5% of the 

variance in switching behavior (R² = 0.715). These results provide 

valuable insights for fintech providers and policymakers, emphasizing 
the need to design secure, user-friendly, and efficient transaction 

systems to enhance adoption and customer loyalty among Indonesian 

micro-retailers. By integrating sociological and psychological 

perspectives, this paper not only extends the theoretical scope of TAM 

but also offers practical implications for fintech developers and 
policymakers in promoting digital resilience and inclusivity among 

micro-entrepreneurs. Ultimately, virtual account top-up services serve 

as catalysts for behavioral change and sustainable digital 

transformation within niche retail communities, reinforcing the 

significance of consumer-centered innovation in the digital economy. 
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INTRODUCTION 
Indonesia’s coffee shop industry has experienced rapid growth in 

recent years, highlighted by a consistent rise in market value and the 
expansion of leading brands’ outlet networks between 2022 and 2024. 

The sector grew at an average rate of 6.5% annually from 2021 to 2024 
(Statista, 2024), while outlet numbers increased by approximately 1.7% 
each year (Santoso & Prabowo, 2023). Local chains such as Kopi 

Kenangan and Kopi Janji Jiwa notably expanded their reach, with Kopi 
Kenangan exceeding 1,000 outlets by 2024 and Janji Jiwa reaching 
about 1,100 outlets in 2022 (QahwaWorld, 2024; Scribd, 2022). Global 

chains like Starbucks also maintained a significant presence, operating 
over 500 outlets (Starbucks Indonesia, 2024). 

This business expansion is closely tied to the widespread adoption 
of mobile applications, which are now central to the customer experience 
in major coffee chains. By 2024, proprietary apps from Starbucks, Kopi 

Kenangan, Fore Coffee, and Janji Jiwa each recorded hundreds of 
thousands to over a million downloads, offering features such as digital 

ordering, loyalty programs, and integrated payment systems (Google Play, 
2024a–d). This digital shift reflects evolving consumer preferences for 
seamless, technology-driven experiences, underscoring the importance of 

digital engagement and brand loyalty in the sector. 
A parallel digital transformation is evident in Indonesia’s banking 

sector. The number of digital banking users is projected to rise from 47 

million in 2021 to 75 million by 2026, driven by favorable regulations and 
digital innovation (OJK, 2021; Sugiarto, 2021). Most digital bank 

customers are aged 20 to 30, with approximately 60% belonging to 
Generation Y and Generation Z, who actively use smartphones and digital 
platforms for a variety of financial transactions (JakPat, 2023; Tirto.id, 

2023; Santia, 2024). This demographic has fueled the adoption of digital 
collaboration strategies by banks, including partnerships with fintech 
and e-commerce platforms to enhance user experiences (Momentum 

Works, 2021). 
Despite advances in digital payments, the strategic application of 

these technologies in micro-scale businesses, such as specialty coffee 
shops, remains underexplored. Independent outlets often face unique 
operational constraints yet stand to benefit from digital innovations that 

build transactional reliability and customer loyalty. The present study 
examines how virtual account (VA) top-up systems can strengthen these 

outcomes, extending the Technology Acceptance Model (TAM) through 
constructs such as Perceived Ease of Use, Perceived Usefulness, 
Perceived of Risk and adding the Social Influence due to Modern cafés 

function as ‘third places’ that facilitate social interaction and enable 
social influence among patrons (Lukito & Xenia, 2017) 

Factors influencing switching behavior in digital financial services 

include social influence, switching costs, perceived ease of use, perceived 
usefulness, and perceived risk (Alyoussef, 2023; Deng et al., 2024; Hong 

Minh et al., 2023; Krishen & Hu, 2018; Kumar & Kashyap, 2022; Liu et 
al., 2017; Ramezaninia et al., 2022; Sakkthivel & Moovendhan, 2023; 
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Tang et al., 2023; van der Cruijsen & Diepstraten, 2017; Van Rompay et 
al., 2012). Users are more likely to adopt new services when they perceive 

greater utility, lower risk, and social endorsement, but high switching 
costs and security concerns can hinder such transitions. Recent 

advances suggest that innovation, efficiency, ease of use, and robust user 
interfaces underpin the success of digital collaboration, while switching 
costs, social influence, and perceived risk remain at the forefront of 

factors affecting digital service retention and adoption (Haryadi et al., 
2024, pp. 1, 13) 

By understanding these determinants, digital financial service 

providers and specialty retailers can design more effective engagement 
strategies, fostering consumer loyalty and ensuring that digital 

innovation addresses real-world needs in Indonesia’s evolving digital 
economy. 

This research seeks to empirically analyze how switching cost, 

perceived ease of use, perceived usefulness, perceived risk, and social 
influence affect switching behavior among users of digital top-up services 

in Indonesia’s specialty coffee micro-retail sector. In addition, the study 
aims to enhance the practical understanding of technology adoption 
within micro-scale enterprises and to offer actionable insights for fintech 

developers and policymakers. 
 
LITERATURE REVIEW 

The Technology Acceptance Model (TAM) has been extensively 
utilized to examine user acceptance of digital technologies; however, its 

application within micro-retail enterprises especially in niche markets 
such as artisanal coffee remains limited. Previous studies have largely 
concentrated on large-scale implementations or urban consumer 

segments, which may not accurately represent the behavioral nuances 
present in specialty coffee settings. Furthermore, while the traditional 
TAM constructs of perceived ease of use and perceived usefulness serve 

as essential foundations, they may not fully encompass the emotional, 
contextual, and trust-related factors that influence technology adoption 

in localized retail environments. 
The Technology Acceptance Model (TAM) has been extensively 

utilized to examine user adoption of digital technologies; however, limited 

research has applied this framework to micro-retail enterprises, 
especially within niche sectors such as artisanal coffee. Existing studies 

predominantly focus on large-scale systems or urban consumer groups, 
which may overlook the complex behavioral patterns found in specialty 
coffee settings. Additionally, although the traditional TAM constructs 

perceived ease of use and perceived usefulness remain fundamental, 
modern digital retail environments necessitate the integration of other 
variables, including perceived risk, social influence, and switching costs, 

to more accurately explain customer behavior in localized market 
contexts. 

This study advances theoretical conversation by adopting these 
constructs Perceived Ease of Use (PEoU), Perceived Usefulness (PoU), 
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Perceived Risk (PoR), Social Influence, Switching Cost, and Switching 
Behavior examine digital top-up services in specialty coffee shops that 

collaborate with digital banks as payment partners. 
This study contributes to the theoretical discourse by incorporating 

the constructs of Perceived Ease of Use (PEoU), Perceived Usefulness 
(PoU), Perceived Risk (PoR), Social Influence, Switching Cost, and 
Switching Behavior to examine digital top-up service adoption within 

specialty coffee shops that partner with digital banks as payment 
providers. Previous works (e.g. Davis, 1989; Venkatesh & Bala, 2008) 
have not fully addressed these micro-context dynamics, particularly how 

switching decisions are shaped by usability, risk perceptions, social 
interactions, and financial or procedural barriers. Additionally, literature 

on digital transformation in coffee retail has been fragmented, often 
focusing on marketing or consumer loyalty without sufficiently 
evaluating the infrastructural and behavioral aspects of digital 

integration in payment systems. 
Systematic studies confirm that both technical and social 

dimensions—such as the quality of collaboration platforms and the 
psychological barriers to switching—are critical in digital environments. 
These insights bridge the gap between technological adoption frameworks 

and customer loyalty theory (Haryadi et al., 2024, pp. 1, 13). 
By synthesizing insights from fintech adoption, micro-retail 

behavior, and digital trust literature, this research positions itself at the 

intersection of operational technology and customer experience 
innovation an area yet to be comprehensively explored in current 

academic discourse. 
 
Switching Behavior  

Switching behavior refers to the inclination of consumers to change 
from one service provider to another. In digital banking, this behavior is 
shaped by several aspects, including risk perception, usability, switching 

barriers, and digital cooperation. Research indicates that the strength of 
relationships and switching barriers significantly influence customers' 

decisions to remain with or change services (D. Kaur & Kaur, 2022; Wong 
et al., 2019). According to the Push-Pull-Mooring model utilized in this 
study, factors such as social influence, relocation expenses, and digital 

collaboration significantly impact user switching behavior  (Chang et al., 
2017; Tanuwijaya & Oktavia, 2023). 

Factors such as service experience, innovation, and service quality 
play a crucial role in shaping customers’ intentions to switch within the 
digital banking sector (Sharma & Khanna, 2020). Moreover, elements 

such as customer satisfaction, switching costs, and demographic factors 
also influence customers’ decisions to switch services (Nguyen et al., 
2019; Santosa et al., 2021). Considering the vital role of customer loyalty 

in ensuring the stability of the banking industry, understanding these 
determinants is essential for banks to enhance customer experience and 

sustain retention in the face of growing competition  (Rust & Zahorik, 
1993). 
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This study will analyze the elements of Social Influence (SI), 
Switching Cost (SC), Perceived Ease of Use (PEoU), Perceived Usefulness 

(PoU), and Perceived Risk (PoR) via the Push-Pull-Mooring model to 
assess their impact on Switching Behavior.(Chang et al., 2017; 

Tanuwijaya & Oktavia, 2023) From customers of Bank Digital ABCD who 
carried out digital collaboration with Gerai Kopi XYZ. 
 

Social Influence 
Social Influence refers to the effect of social interactions on an 

individual’s decision-making, especially regarding technology adoption. 

In the context of digital banking, social influence greatly affects users’ 
likelihood of switching services. Research has shown that encouragement 

and support from peers and family members are key factors driving the 
adoption of new technologies (Dwivedi et al., 2023). Social media also 
plays an important role; reviews and recommendations on these 

platforms can increase positive perceptions of service (Arun Kumar et al., 
2023).  

Social identity influences technology adoption behavior, where 
individuals tend to follow the decisions of groups with which they identify 
(Tajfel, H., & Turner, 1986). By leveraging social influence, digital banks 

can build an active user community and increase customer loyalty 
through marketing strategies that focus on testimonials and 
recommendations (Ladhari et al., 2019). Overall, Social Influence is an 

important factor in understanding digital service adoption behavior, and 
financial institutions can implement strategies that leverage the 

dynamics of social influence to attract and retain customers in the digital 
era. 
 

Switching Cost 
Switching costs affect the level of commitment, which can be added 

to high customer satisfaction. Customer satisfaction, commitment, and 
Switching Costs such as the costs incurred by users, lost benefits & 
adjustment time required due to switching to a new application, are 

direct antecedents of Switching behavior (Thaichon & Weaven, 2019). 
 
Perceived Ease of Use (PEoU) 

Perceived Ease of Use (PEoU) is the belief that a technology is easy 
to use. When users find it simple and accessible, they are more likely to 

adopt it, especially in digital banking  (Windasari et al., 2022). Indicates 
that the user-friendliness of digital banking applications significantly 
influences the propensity to change services. This indicates that 

perceived easiness significantly influences user behavioral control 
(Tanuwijaya & Oktavia, 2023).   

PEoU also reduces the possibility of errors in using new 
technologies, making users more confident in adopting digital products. 
In the banking industry, PEOU can be seen from the user interface; the 

more intuitive and simple the interface, the more users are encouraged 
to try the service.(Nambiar & Bolar, 2023). Studies indicate that the 
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greater the usability of a technology, the higher the likelihood of user 
acceptance and adoption.(Parvathy & Durairaj, 2022). Thus, PEOU is a 

key factor in increasing digital banking adoption. 
 

Perceived of Usefulness (PoU) 
Perceived usefulness (PoU) is the conviction that utilizing 

technology will enhance performance and yield substantial advantages. 

Positive attitudes toward PoU contribute to users' intention to switch to 
new technologies. According to(Nambiar & Bolar, 2023), the perception 

of the benefits of digital banking technology strengthens users' positive 
attitudes, which further influences switching intentions and behavior 
(Tanuwijaya & Oktavia, 2023).  

PoU also relates to the acceptance of technology that is easier to 
use than previous systems. Users assert that emerging technology can 
enhance efficiency with negligible exertion. Within the realm of Micro, 

Small, and Medium Enterprises (MSMEs), Point of Use (PoU) significantly 
facilitates the implementation of digital payment systems, enabling 

business owners to attain enhanced quality and precision in 
transactions.(Najib & Fahma, 2020; Parvathy & Durairaj, 2022). 
Research shows that the application of digital technology in banking 

provides significant benefits, making PoU a key element in technology 
adoption in this sector.(Nambiar & Bolar, 2023). 

 
Perceived Risk (PR) 

Perceived risk (PoR) encompasses the apprehensions related to the 

utilization of emerging technology, including data security and privacy 
concerns, which may impede perceived behavioral control. Research by 

(Alaeddin et al., 2018) demonstrated that Perceived Risk (PoR) moderates 
the correlation between attitude and switching intention; as risk 
increases, the intention to switch diminishes, even in the presence of a 

favorable attitude, consistent with the Theory of Planned Behavior (TPB).  
PoR is divided into functional (financial and performance risks) and 

psychosocial (impact on self-image). The level of perceived risk is 

influenced by price and other people's perceptions of the product (Peter 
& Donnelly, 2015). In digital banking, risks such as security and fraud 

are a major focus, with banks investing to protect customers (Mbama et 
al., 2018). PoR is also related to the Switching Barrier, where consumers 
reduce risk by seeking information before making a decision (Peter & 

Donnelly, 2015; Tesfom et al., 2022). 
Based on the research model and previous literature, we postulate 

five hypotheses & completed with the figure amongst variables 
realtionship as folows:  
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Figure 1. Empirical Research Model 

H1: Social Influence has a positive and significant influence on switching 

behavior 
H2: Switching Cost Has a Positive and Significant Influence on Switching 
H3: Perceived ease of use has a positive effect on Switching behavior 

H4: Perceived Usefulness has a positive influence on Switching behavior 
H5: Perceived Risk has a positive influence on Switching behavior 

This research involved the administration of an online 
questionnaire to participants who were customers of digital banking and 
specialty coffee micro-retail. All respondents were fully informed 

regarding the study’s objectives and procedures, and participation was 
entirely voluntary. Informed consent was obtained electronically prior to 

data collection. No personally identifiable information was collected, and 
all responses remained strictly confidential and anonymous. The 
research protocol adhered to international ethical standards for social 

science research. All data collected are securely stored and will be used 
solely for academic purposes. 
 

METHOD 
This study used a quantitative survey design to analyze customer 

switching behavior in digital top-up services. Data were collected through 
an online questionnaire targeting regular users of digital top-up features 
at specialty coffee shops in urban Indonesia. Purposive sampling ensured 

respondents had relevant experience. The instrument measured six 
constructs: Social Influence, Switching Cost, Perceived Ease of Use, 
Perceived Usefulness, Perceived Risk, and Switching Behavior. Validity 

was tested through expert review and pilot studies, while reliability was 
verified using Cronbach’s Alpha and Composite Reliability. Data were 

analyzed with PLS-SEM using SmartPLS, with model validity assessed 
through AVE, Fornell-Larcker, and bootstrapping tests. 

The survey focused on ABCD Digital Bank customers who topped 

up the XYZ Coffee Shop e-Wallet via virtual account services. 
Questionnaires were distributed via social media to users active in the 

past six months and who had completed at least one top-up. Of 320 
respondents, 134 met all criteria. The questionnaire included profile, 
screening, introduction, core, and additional sections. Core questions 

covered Social Influence (SI), Switching Cost (SC: Procedural and 
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Financial), Perceived Ease of Use (PEoU), Perceived Usefulness (PoU), 
Perceived Risk (PoR), and Switching Behavior (SBHr). 

The validity and reliability assessments in this study guarantee the 
quality of the instruments employed. Validity assessments are conducted 

by juxtaposing the computed r value with the tabulated r (df = n - 2), 
wherein the instrument is deemed valid if the computed r exceeds the 
tabulated r and is positive. The Pearson Product Moment Correlation is 

employed to assess the congruence between the gathered data and actual 
situations. Reliability tests assess the consistency of respondents' 
answers, with the instrument considered reliable if the Cronbach Alpha 

value from SmartPLS exceeds 0.70, indicating the stability of the 
answers. Instruments that meet these two criteria are considered 

accurate and consistent in measuring research variables. 
Data analysis in this study uses statistical methods to understand 

patterns and relationships between bank customers' behavior and 

perceptions of digital banking services. After the data is cleaned, 
descriptive analysis describes the characteristics of respondents, while 

linear regression and path analysis test the relationship between 
variables such as Social Influence, Switching Cost, Perceived Ease of Use, 
Perceived Usefulness, and Perceived Risk of switching behavior. The main 

method, Structural Equation Modeling (SEM) with SMART PLS, tests the 
measurement model (outer model) and structural model (inner model) to 
ensure the reliability and validity of the relationship between latent 

variables. Validity is tested using AVE and Fornell-Larcker, while 
reliability is tested using Cronbach's Alpha and composite reliability. 

Hypothesis testing uses Bootstrap resampling and t-test, where p-value 
<0.05 indicates a significant effect. The results of this analysis provide 
insight into the factors that influence the switching behavior of bank 

customers in choosing top-up services. 
 
RESULTS AND DISCUSSION 

This section presents the empirical findings and corresponding 
discussion. It begins with a description of the respondents’ profiles to 

contextualize their demographic and behavioral characteristics. 
Subsequently, the validity and reliability of the measurement 
instruments are evaluated, followed by the results of hypothesis testing 

and a comprehensive discussion of the principal findings. The 
implications of these results are then analyzed in relation to existing 

literature and the practical context of digital banking adoption among 
micro-retail consumers. 

This research corroborates that enhancing digital collaboration 

effectiveness—through innovation and user-centered design—can 
significantly impact user satisfaction and operational performance. At the 
same time, persistent switching barriers, including costs, peer influence, 

and risk perception, must be strategically managed to foster customer 
retention in digital services (Haryadi et al., 2024). 

Respondent Profile of 134 eligible responses are users of Gerai Kopi 
XYZ eWallet and are accustomed to doing Top Up from various banks 
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with the following composition based on the length of use: Length of Use 
6 months there are 7%, for 6 months to 1 year there are 9% and users 

over 1 year there are 85% and all of them are customers of Bank Digital 
ABC who are now also users of the bank application's virtual account 

service. 
Table 1 shows that despite some constructs having alpha < 0.7, all 

met AVE and composite reliability thresholds and were retained for 

theoretical relevance. Although limited in scope and sample, this study 
provides novel empirical evidence on digital banking and micro-retail 
switching behavior. The model is highly explanatory (R² = 0.715), 

highlighting the importance of usability and practical value for user 
loyalty and opening new directions for future research. 

Table1Validity and Reliability Analysis 
Variables No. of Items Average 

Variance 

Extracted 

Cronbach 

Alpha 

Composite 

Reliability 

Social Influence 2 0.679 0.532 0.808 

Switching Cost 5 0.518 0.768 0.843 

Perceived Ease of Use 2 0.687 0.546 0.814 

Perceived Usefulness 3 0.667 0.75 0.857 

Perceived Risk 2 0.702 0.577 0.825 

Switching behavior 3 0.523 0.533 0.764 

Linear regression analysis is employed to evaluate the hypotheses 
established in this study. This study presents a model summary in Table 
2, indicating an R-square value of 0.714. Seventy-one-point four percent 

of clients switching behavior to digital banks is elucidated by independent 
factors, specifically Social Influence, Switching Cost, Perceived Ease of 

Use, Perceived Usefulness, and Perceived Risk. Additional factors 
account for the remaining 28.6% of consumer switching behavior. 

Table 2 Summary Model 
Variable R Square R Square Adjusted 

Switching behavior 0.715 0.704 

Bootstrapping analysis was performed using SmartPLS with 5,000 
subsamples under complete bootstrapping. This process produced T-

statistics and P-values to determine the significance of each variable. As 
shown in Table 3, Switching Cost (β = 0.342, p < 0.05), Perceived Ease of 
Use (β = 0.189, p < 0.002), and Perceived Usefulness (β = 0.430, p < 0.05) 

significantly affect millennial customers’ switching behavior toward 
digital banks. Meanwhile, Social Influence (β = 0.052, p = 0.355) and 

Perceived Risk (β = 0.128, p = 0.051) show no significant impact. 
Therefore, hypotheses H2, H3, and H4 are supported, while H1 and H5 
are rejected due to their p-values exceeding 0.05. 

 
 
 

 
 

 
Table 3 Bootstrapping Result 
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Variables β T- 

Statistics 

P-

Value 

Results 

Social Influence➔Switching behavior 0.073 1,171 0.242 Insignificant 

Switching Cost➔Switching behavior 0.341 6,432 0.000 Significant 

Perceived Ease of Use  ➔Switching behavior 0.182 2,917 0.004 Significant 

Perceived Usefulness➔Switching behavior 0.418 6.365 0.000 Significant 

Perceived Risk➔Switching behavior 0.113 1,652 0.099 Insignificant 

According to the established hypothesis, it can be inferred that 
Switching Cost, Perceived Ease of Use, and Perceived Usefulness affect 

the switching behavior of ZXY coffee shop patrons in digital banking. This 
outcome aligns with other research findings regarding switching costs 
conducted by (Willy & Mutis, 2018; Zhang et al., 2014), Perceived 

Usefulness (Purwaningdyah et al., 2021; Xiao, 2008), and the results of 
research on the perception of ease of use conducted by (Nambiar & Bolar, 

2023; Parvathy & Durairaj, 2022; Windasari et al., 2022). 
Nonetheless, Social Influence and Perceived Risk do not 

substantially impact client switching behavior in digital banks. This 

represents a novel discovery since it contradicts the findings of other 
studies on customer switching behavior undertaken by (Kim et al., 2023; 
Luu et al., 2021; Sakkthivel & Moovendhan, 2023) Regarding Social 

Influence, Willy's research (2018) and research (Kurniawan et al., 2023; 
Yeo et al., 2020) regarding Perceived of Risk. 

Although Social Influence and Perceived Risk are two new factors 
proposed by the author in this study, these two factors are included in 
the factors that are considered in selecting a digital bank as presented in 

Table 4. 
Table 4 Open Questions 

Variable Number of Respondents 

Perceived Ease of Use 84 

Social Influence 78 

Perceived Usefulness  64 

Perceived Risk 60 

Switching Cost 46 

Perceived Ease of Use (PEoU) emerges as a crucial determinant 
influencing customers’ intention to switch to the XYZ Coffee Shop’s top-
up service via the ABCD Digital Bank virtual account. As indicated in 

Table 3, PEoU significantly impacts Switching Behavior (β = 0.189, p-
value = 0.002). Furthermore, Table 4 highlights that PEoU obtained the 

highest number of responses (84 participants), emphasizing that ease of 
use is a major concern for customers. PEoU reflects users’ perception of 
how straightforward and effortless the service is to understand and 

operate, which is a vital aspect of adopting new technologies, particularly 
in digital platforms. Applications with intuitive layouts, simple 
navigation, and user-friendly features—such as appropriate color 

schemes, auto-complete options, and recognizable icons—can reduce 
perceived complexity. This reduction lowers cognitive effort, accelerates 

technological adaptation, and enhances customers’ confidence in using 
the service. Consequently, PEoU plays a central role in creating positive 
user experiences, fostering the acceptance of digital services, and 

strengthening customer loyalty. 
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In contrast, Social Influence does not exert a significant impact on 
switching decisions regarding the use of XYZ Coffee Shop’s digital top-up 

service (β = 0.052, p-value = 0.355). Despite Table 4 showing a relatively 
high number of responses for this factor (78 respondents), its effect is not 

directly associated with Switching Behavior. Nevertheless, 
recommendations from close contacts such as family and friends, as well 
as favorable reviews and testimonials on social media, may still indirectly 

shape perceptions of safety and usefulness. By leveraging social influence 
within their marketing strategies, XYZ Coffee Shop and ABCD Digital 
Bank can potentially attract more users, even though the statistical 

evidence does not confirm a strong effect. 
Perceived Usefulness (PoU) is the most significant factor in 

influencing Switching Behavior, as shown in Table 3 (β = 0.430, p-value 
= 0.000). This shows that customers highly consider the practical 
benefits and increased efficiency of digital services, such as convenience, 

speed, and security in transactions. Although the number of responses 
to PoU in Table 4 is lower than PEoU (64 respondents), its statistical 

influence shows that the higher the perceived usefulness of a service, the 
more likely customers are to adopt the service. When digital services are 
perceived to be superior to conventional methods, customers tend to 

switch and continue using these services. 
Perceived Risk (PoR) does not reach statistical significance at the 

5% level (β = 0.128, p = 0.051), yet it remains an essential factor in how 
users assess digital services. As shown in Table 4, 60 respondents 
highlighted this variable, suggesting that risk continues to matter even 

when it falls short of the significance threshold. Perceived risk typically 
involves concerns about data protection, privacy issues, and possible 
financial losses arising from failed transactions. Such uncertainties often 

cause risk-averse customers to act cautiously or hesitate before adopting 
new services. To address this, providers should strengthen system 

security, ensure data privacy, and offer responsive customer support in 
order to reduce perceived risk and enhance customer confidence. 

Meanwhile, Switching Cost (SC) emerges as another important 

determinant of switching behavior (β = 0.342, p = 0.000). Despite having 
the fewest responses in Table 4 (46 participants), its statistical effect is 
notably strong, reflecting that switching costs represent a substantial 

obstacle for users considering new services. These costs include the time, 
effort, and financial resources required to learn the application, adjust to 

a new interface, or complete the registration process. To lower these 
barriers, service providers can deliver user education, offer clear 
instructional guides, and introduce incentives that make the transition 

to new services easier and more appealing. 
Based on the explanation above that the main empirical results 

and findings are as follows: 
1. Switching Cost (β = 0.342, p < 0.05), Perceived Ease of Use (β = 

0.182, p < 0.01), and Perceived Usefulness (β = 0.418, p < 0.01) 

significantly influence switching behavior towards digital banking 
in the micro-retail context. 
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2. Social Influence (β = 0.073, p > 0.05) and Perceived Risk (β = 0.113, 
p > 0.05) do not have a statistically significant impact. 

3. With R² = 0.715, the model was highly explanatory, though subject 
to limitations inherent in self-reported, cross-sectional data 

4. Perceived Ease of Use is the most frequently cited reason for 
switching (84 respondents), followed by Social Influence, Perceived 
Usefulness, Perceived Risk, and Switching Cost. 

The study finds that switching cost, perceived ease of use, and 
perceived usefulness significantly influence switching behavior, 
consistent with previous research on digital banking adoption. In 

contrast, social influence and perceived risk show no significant effect, 
suggesting that in micro-retail digital services, usability and perceived 

benefits are more decisive than social approval or risk perception. These 
findings emphasize the need for service providers to focus on delivering 
real value and improving user experience rather than relying on social or 

risk-based marketing approaches. 
 

CONCLUSIONS 
This study contributes theoretically and practically by extending 

the Technology Acceptance Model (TAM) to examine digital banking 

adoption among specialty coffee micro-retailers using virtual account 
top-up services. Incorporating variables such as switching behavior, 
switching cost, perceived ease of use, perceived usefulness, perceived 

risk, and social influence, the results show that usability, perceived 
benefits, and switching barriers are the key drivers of adoption, while 

social and risk factors have minimal impact. These insights underscore 
the need for user-friendly systems, clear benefit communication, and 
reduced switching barriers to accelerate adoption and strengthen 

customer loyalty in micro-retail settings. 
Furthermore, the study confirms that the social influence and 

behavioral dynamics present in coffee shops—as modern “third places”—

provide a unique ecosystem where digital financial collaboration can 
flourish, even if direct peer influence is not the dominant factor in 

switching decisions. By situating digital innovation within this 
community-driven micro-retail environment, this research offers new 
insights for fintech developers, digital banks, and small business 

strategists seeking to foster digital transformation, loyalty, and resilience 
in Indonesia’s rapidly evolving digital economy. 

Beyond theoretical enrichment, the findings present actionable 
insights for fintech developers, policymakers, and small business 
strategists. Integrating VA systems not only supports operational 

efficiency but also strengthens digital readiness in informal economic 
sectors. As cashless transactions become a norm, such targeted 
interventions are imperative for inclusive digital economies. In essence, 

VA top-up services can serve as digital infrastructure enablers for 
resilience, loyalty, and growth in micro-scale retail—marking a subtle yet 

crucial shift in how digital adoption is conceptualized and implemented 
in practice. 
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The analysis using linear regression and bootstrapping on the 
influence of Social Influence, Switching Cost, Perceived Ease of Use 

(PEoU), Perceived Usefulness (PoU), and Perceived Risk on switching 
behavior among XYZ Coffee Shop customers using the ABCD Digital 

Bank Virtual Account application shows that Switching Cost, PEoU, and 
PoU significantly affect customers’ decisions to adopt digital top-up 
services. In contrast, Social Influence and Perceived Risk show no 

significant effect. 
PEoU emerges as the most dominant factor, highlighting that ease 

of use strongly drives adoption. PoU also plays a key role, as users tend 

to switch to services offering greater efficiency and practical value. 
Although Switching Cost influences behavior, its effect is weaker 

compared to usability and perceived benefits, emphasizing that 
convenience and value are the main motivators for digital service 
adoption. 

Although limited in scope and sample, this study advances digital 
service adoption strategies by highlighting application simplicity and 

tangible benefits for user loyalty. While Social Influence and Perceived 
Risk were not significant, both remain relevant for marketing. The core 
novelty lies in empirically examining digital banking and micro-retail 

switching behavior a context previously unexplored, thus opening new 
avenues for research and practice. 

These findings offer practical implications for fintech companies 

and micro-retailers aiming to increase customer engagement and 
retention in digital platforms. Further research should explore additional 

behavioral and contextual factors influencing digital service switching in 
informal sectors. 
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