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The primary goal of this article is to present a conceptual model that
explains antecedents to customer citizenship behaviour. Brand
experience, brand love, brand trust and brand commitment are
antecedents that affect consumer citizenship behaviour when using
mobile wallets in Indonesia. This research is part of the author’s
dissertation for doctoral studies at Brawijaya University. It is planned
to study as many as 450 people throughout Indonesia using the Machin
formula because the diversity of respondents is not yet understood
with any certainty.
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Introduction
Customer citizenship behaviour (CCB) is a new concept that can support companies in the
field of product marketing. CCB can also assist the formation of long-term relationships
between companies and consumers that involve feelings (brand love), trust (brand trust) and
brand commitment based on previous customer experience (brand experience). According to
Jaydeep and Kasatria (2015), CCB is individual behaviour that is willing to help, recommend
to other customers and provide feedback to the company. CCB can influence the behaviour of
Indonesian people with regard to the success of the National Non-Cash Movement (GNNT).
CCB behaviour occurs through positive information exchange in the community known as
social exchange theory (Blau, 1964). According to this theory, if one party benefits from the
other party then it will in turn provide benefits to the other. This behaviour occurs because of
an antecedent, namely positive information that causes responses, which in turn forward
information back to the other party. This is known as the theory of reasoned action.
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Mobile wallets support GNNT in Indonesia towards an Industry 4.0 model of technology.
The mobile wallet is a technology product that provides convenience for customers in
transactions and other forms of financial services. The development of the mobile wallet in
Indonesia began in 2007, with the t cash mobile wallet introduced as the first e-money in
Indonesia developed by Indonesian telecommunications companies; this process continued in
2008 with Dompetku products, in 2012 in the form of Xl Cash and in mid-2012 with the
Cimb mobile account. In 2013, the existence of BBM money was continued by Mandiri
Ecash, in 2014 with Uangku products, in 2015 with Sakuku, in 2016 with the advent of
Gopay and in 2017 through a product called OVO.
The aim of this research was to determine the main influences on customer citizenship
behaviour influenced by brand experience, brand love, brand trust and brand commitment on
existing mobile wallet products in Indonesia. The research used an online survey with
420 respondents. The Machin formula was chosen because the number of mobile wallet users
in Indonesia is unknown. The principal purpose of this article is to recommend a conceptual
version that illustrates the impact of antecedent customer citizenship behaviour on the
relationship between brand experience, brand love, brand trust and brand commitment.
This research was carried out in all regions in Indonesia because the use of mobile wallet
transactions has now spread throughout the country (http://www.liputan6.com). This research
was conducted using an online survey with the goal of reaching all respondents in Indonesia
in a borderless way. Evan and Mathur (2015) state that online surveys are a tool to reach
respondents in a borderless way, and that they also create comfort, convenience and security
of respondent data. The unit of analysis in this study is the individual. This research is a
sample research. The population used in this study is all mobile users in Indonesia. The
characteristics of the study population are as follows:
1. Respondents are Indonesian citizens who have used Mobile as a transaction tool. This
is in accordance with previous research on brand experience by Huang (2017), which
states that to examine brand experience it is necessary to look for respondents who
have used the product.
2. The respondents in this study were men and women aged between 18 and 30 years
because this age group tends to emphasise diversity, experience, lifestyle and brand
values more than other age groups (Nusair et al., 2011). The 18–30 years age group
has long been the target of companies that want to grow by maintaining company and
customer relationships that involve emotions or feelings towards the brand (Bush et
al., 2004)
The population of this study is not known with certainty, as sampling frames could not be
arranged at the proposal stage. The difficulty of compiling the sampling frame causes this
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study to be unable to use random sampling techniques; therefore a non-random sampling
technique was selected. The sample size in this study was determined using Machin and
Campbell’s (1989) formula, as the study population is unknown. The formula for calculating
the number of samples is as follows:
The first iteration formula:
1

1+ρ

Uρ = 2 In �1−ρ�
n=

[Z(1−∝)+Z(1−β)]2
Uρ2

The second iteration formula:
1

1+ρ

ρ

Uρ = 2 In �1−ρ�+ �2(n−1)�

Uρ = standardized normal random variable corresponding to particular value of
the correlation coefficient P
Z1–α = Constants obtained from normal distribution tables with a predetermined
α
Z1–β = Constants obtained from normal distribution tables with β that have been
determined
P = estimated price correlation coefficient
Based on the consideration that the lowest p value is estimated to be p = 30, then α = 0,0005
(Z1–α = 3.9205) in two-way measurements and β = 0.0025 (Z1–β = 2.8070). Based on this
formula, the sample taken was 420 respondents. The calculation can be seen below:
Up = 1/2 In ((1 + 0.3) / (1–0.3)) = 0.30951960\
The first iteration formula:
n=

(3,9205+2, 807)2 +
(0,30951960) 2

3 = 419,410029

(1) To calculate the second iteration, look for it first
0,3
 1 + 0,3 
U 2 ρ = 1 ln 
+
= 0,31021

2  1 − 0,3  2 (419 - 1)
The second iteration formula:
n=

(3,9205 + 2,8070)2
(0,31021) 2

+ 3 = 419,123
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The calculation using the Machin formula above shows that the result of the first iteration is
419.4 and the result of the second iteration is 419.1. In this study, the biggest iteration is
419.4 rounded up, so the sample of this study is 420.
The sampling technique used in this study was purposive sampling, which is the method of
determining samples based on certain criteria. The intended sample is in accordance with the
requirements or source of data needed in research. Sample requirements or criteria refer to
the target population or target.
The sampling technique is done online with the stages of online sampling as follows:
(1) entering into social media that is often used by Indonesian people, such as YouTube,
Facebook, WhatsApp, Instagram, LINE and Twitter (www.nataconnexindo.com); 2. entering
regional or provincial communities in social media such as buying and selling East Java,
Central Java, etc.; (3) providing online questionnaire links to these social media;
(4) collecting respondents’ data online; the overlap data of respondents can be overcome by
looking back at the identity of existing respondents.
This is survey research, so the data used are primary data from respondents, namely
consumers who are mobile wallet users in Indonesia.
The instrument used to retrieve data in this study was a questionnaire, which was prepared to
make it relevant to the data needed by researchers. It contained a number of written questions
that were closed in nature and asked for consumer responses or perceptions about indicators
related to brand experience, brand love, brand trust, brand commitment and customer
citizenship behaviour. The primary data-collection steps for this study were as follows:
(1) arranging a research questionnaire covering the characteristics of respondents and items
for each research variable based on Sugiyono (2011); (2) conducting a research instrument
test that included validity and reliability tests by distributing questionnaires to 30 respondents
(Sugiyono, 2011); (3) after ascertaining that the research instruments were valid and reliable,
continuing to distribute questionnaires to a total of 420 respondents; (4) participants filling
out the questionnaire online via social media.
The aim of this analysis was to test the research hypothesis from the sample data obtained.
The inferential statistical technique used was the Structural Equation Modeling (SEM)
technique, a statistical modeling technique that is very common and is widely used in various
sciences. SEM analyses the causality relationship between indicator variables and other
construct variables. One tool for analysing structural models is the Partial Least Square (PLS)
method.
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According to Monecke and Leisch (2012), SEM uses PLS, which consists of three
components: structural models, measurement models and weighting schemes. This third part
is a special feature of SEM with PLS and is not present in SEM, which is covariant based.
SEM using PLS uses a model of relationships between variables that are recursive
(unidirectional) only. This is the same as the path analysis model but different from the
covariance-based SEM, which also allows the occurrence of non-recursive relationships.
The purpose of SEM with PLS is to predict and develop theories. This is different from SEMbased covariance, which is intended to test existing theories and confirmations. In addition,
PLS SEM is also used to predict endogenous latent variables or identify the main variables if
the research is exploratory research or an extension of an existing structural theory.
According to Hair, Ringle and Sarstedt (2011), SEM with PLS has the following
characteristics:
1.
SEM with PLS makes estimation of ‘loadings’ of manifest/indicator variables for
exogenous latent variables based on predictions of endogenous latent variables not
based on variants that are shared between manifest/indicator variables on the same
latent variables as those that occur on SEM-based covariance. Thus 'loadings' are
contributors to the path coefficient.
2.
SEM with PLS offers acceptable results for measurement models where the relationship
of structural models is not significant.
3.
Conceptually the use of SEM with PLS is the same as the use of multiple linear
regression, that is, maximising the variance explained in endogenous latent variables
(dependent variable) by adding value to the data based on the characteristics of the
measurement model.
4.
SEM users with PLS researchers named the reflective measurement model as Model A
while the format measurement model was named Model B.
Literature Review
Brand Experience and Customer Citizenship Behaviour
Sidi and Shaari’s (2017) research explores customer citizenship behaviour (CCB) and the role
of brand experience and brand community commitment among automobile online brand
communities in Malaysia. Respondents were 273 car users with a purposive sampling
technique. A 1–7 point Likert scale was used. The brand experience measurement was taken
from Brakus et al. (2009) consisted of eight items; brand community commitment
(Algesheimer et al., 2005, Jang, Olfman, Ko, Koh and Kim 2008 and Garbarino and Johnson
1999) was measured with six items; and CCB measurements were taken from Groth, (2005)
consisted of three dimensions (helping behaviours, service firm facilitation and
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recommendations). The result of this study is that there is a significant positive influence of
brand experience on CCB with t value of 3.12 and a significant positive effect of brand
experience on brand commitment with t value of 10.72.
For this study, brand experience reference measurements from research by Dwivedi et al.
(2018) were used due to this being the latest research and in accordance with the
characteristics of the object of this study.
Proposition 1: Brand experience is significantly related to customer citizenship
behaviour.
Brand Love, Brand Trust and Customer Citizenship Behaviour
Sidi and Shaari (2017) examined the effect of brand trust and customer citizenship behaviour
and examined the effect of brand love and customer citizenship behaviour on car consumers
in Malaysia. There were 172 respondents with purposive sampling technique and a 1–7 point
Likert scale. The study showed the positive influence of brand trust on customer citizenship
behaviour as well as the positive influence of brand love on customer citizenship behaviour.
Measurement of brand trust variables taken from Delgado-Ballester (2004) consisted of eight
items, measurement of brand love from Carrol and Ahuvia (2006) consisted of eight items
and CCB measurements taken from Groth 2005 consisted of three dimensions (helping
behaviours, service firm facilitation and recommendations).
For this study, reference measurements of brand love from research Carroll and Ahuvia
(2006) were used consisting of six item and brand trust from He, Li and Harris (2012)
consisting of four items.
Proposition 2: Brand love is significantly related to customer citizenship behaviour.
Proposition 3: Brand trust is significantly related to customer citizenship behaviour..
Brand Commitment and Customer Citizenship Behaviour
Erkmen and Hancer (2014) studied the behaviours of airline employees, discussing brand
trust, brand commitment and citizenship behaviour at airlines in the United States. A total of
523 aircraft employees were surveyed using a purposive sampling technique with a 1–7 point
Likert scale. The measurement of brand commitment variable is taken from Kimpakorn and
Tocquer (2010), consisting of two dimensions, while brand trust is taken from Chaudhuri and
Holbrook (2002), consisting of four items. The results of this study found brand trust towards
positive brand commitment, brand commitment to positive brand trust, brand trust towards
positive citizenship behaviour, brand trust towards positive citizenship behaviour through
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brand commitment, brand commitment to positive citizenship behaviour, and brand
commitment to positive brand citizenship behaviour and brand trust.
Measurement of the brand commitment variable was taken from Kimpakorn and Tocquer,
(2010) and this study uses references from Jaydeep and Kataria (2015) because it is in
accordance with the characteristics of the object of the research.
Proposition 4: Brand commitment is significantly related to customer citizenship
behaviour.

Figure 1. Conceptual model of the study
Conclusions
The main purpose of this article was to propose a conceptual model that illustrated the impact
of the antecedent behaviours of customer citizenship on the relationship between brand
experience, brand love, brand trust and brand commitment. While existing research has
looked into the direct relationship between customer citizenship behaviour and brand
experience, brand love, brand trust and brand commitment, previous findings have suggested
the need for further research because there are contradictory results in studies of the
relationship between these antecedents. To bridge the gap in the literature, this article has
proposed the introduction of antecedent variables. Its main contribution therefore lies in the
antecedent behaviours of citizens, which will form the focus as the author’s final dissertation
project Brawijaya University.
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