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Abstract: - This study examine customer’s influencing factors to use mobile banking. To achieve the
objectives of this study, four variables has been discussed which are perceived usefulness, perceived
ease to use, perceived enjoyment and perceived credibility. 400 questionnaires were distributed to
Universiti Utara Malaysia (UUM) staff’s. The data of this study was analyzed using computer
peripherals Social Science Statistics Package (SPSS) version 23. Study found that all the variables are
significant influencing customer’s usage of mobile banking except for perceived enjoyment.
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1 Introduction technology networks have created opportunities
The percentage of mobile phones users are very for more widespread and convenient use of
high and almost everyone is using it in today’s ~ Mobile commerce services, [7]. Additionally,
world. Mobile phones are being inevitable as it~ researchers [8], found that today’s banking is
has been incorporated into all human activities. undergoing a radical change. They can see new
The cause of this growth is driven by more signs of development every day such as new
affordable smartphones and mobile data plans ~ Products, new players and even new channels.
[1]. For example, from entertainment to financial Most of these transformations are steering in the
transactions or even in doing business [2], the banking industrial sector. According to the
increased usage of smart phones influences ~ Dbudget made by global ratings, as many as 7
adoption of mobile banking by most customers billion mobile subscriptions are used by mobile
in the next few years. Besides, prompt growth of phone users and with that estimation, advertisers
information technology has also impact banking and operators are beginning to realize the
industry as a whole. One of its effects is the ~ OPPOrtunity to connect with potential users via
introduction to mobile banking [3]. Retail ~ Mobile phones [8].
banking customers those days have to visit their Despite that even though there are
nearest banks to access any financial services numerous benefits for customers, but the actual
[2], but now it becomes lesser. Mobile usage of mobile banking has not increased at a
technologies has become trendy among rate as mmally ant|C|pated. [9]. Service prowder.s
upcoming generations who are the future users are more interested in improving their
of mobile banking which being a worthwhile understanding of consumer behawou_r patterns to
service to generate revenue [4]. oversee challenges [8]. Thg use of internet has
Today’s Banks are focussed to adopt become an enormous distribution channel and
new technologies due to the increased challenges bugl_nesses or companies to change
competition in banking sector [5]. Electronic ~ from a traditional approach to electronic
banking aims to avoid long queues at Automatic ~ Pusiness. Most of the firms in Malaysia are
Cashier Machine (ATM), [6]. Technology is challenged to make changes with technology
becoming an increasingly important element in advancement.

the modest panorama in financial services
industry. Upgraded broadband and wireless
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Most of the banks has enhanced
electronic banking system by introducing mobile
banking. This system is mostly unaware by
customers even though efforts taken to develop
a better and easier mobile banking system. The
number of online banking customers in Malaysia
is still low compared to total broadband
subscriptions at 3.25 million with a mobile
penetration rate of 10.9 per cent of total
population and 7.6 per cent from mobile phone
users [9]. This indicates that those who use
online banking services are still a minority [10].
The number of transactions through mobile
banking per capita is relatively low compared to
other payment methods [11]. Meaning that, apart
from the use of ICT for financial services and
especially in mobile banking services, there are
still other obstacles that need to be faced with
technological efficiency. Statistics shown in
tables 1.1 and 1.2 are about mobile banking
acceptance among consumers in Malaysia.

Mobile Banking Customers (Final Period)
Table 1.1: Mobile Banking Penetration Rate for 2015

YEAR
(0000)

NUMBER OF MOBILE

BANKING CUSTOMERS

REDEMPTION RATE (%)

POPULATION CUSTOMERS

2005
2006
2007
2008
2009
2010
2011
2012
2013
2015
SEPT-15

127.6 0.5 0.7

246.7 0.9 13
367.6 14 L6
574.6 21 21
675.0 24 22
808.5 kA | 2.6
1,560.3 4.3
2,446.2 8.2
4,378.8
5,639.2
7.001.4

53

5.9

14.6 10.2

18.6
23.0

129

152

Table 1.2: Number of Cellular Phone Subscriptions and
Penetration Rates for 2015
YEAR | QUATER | POSTPAID PREPAY
(“000) (-000)
35,388

TOTAL
(000)
43,248

REDUCATION RATE PER
1000 POPULATION

2014 7,860 144.2

7,986

1

2 35,302
3 8,028

4

1

35,761
36,780
36,160

43,878
43,789
44,020
44,418

145.8
145.5
148.3
146.2

8149
8,258

2015

Furthermore, several previous studies is
showing that low occupancy of mobile banking
services which can further support the problem
statement of this study. Consumers’ attitudes
towards online and mobile banking in China
shows that fear of security risks being the main
reason for users not using this service [12]. Apart
from that, they also found that lack of
technological skills on computers associated
with lack of internet use and mobile banking.
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Study in Nigeria revealed that the main
constraints to use mobile banking is because of
weak security network, ineffective
telecommunication infrastructure especially in
rural areas and lack of internet knowledge and
poor computer skills [13]. Furthermore, they
found that mobile phones are mainly focused on
the basic function of making and receiving calls
and sometimes only to send text messages.
Although there is evidence that electronic
revolution has begun, there is still a need to
understand the acceptance of mobile banking
users and to identify factors that can affect the
behaviour of users’ intention to use mobile
banking [14].

2 LITERATURE REVIEW

2.1 Technology Acceptance Model Theory
(TAM)

Technology acceptance model (TAM) has
generally used to study factors influencing use of
information systems. It was originally developed
from causal action theory (TRA) introduced by
[15]. Main objective of this model to provide an
explanation on determination of computer
technology acceptance and behaviour of users
across various computing technologies as end
users [16]. In fact, this model shows that user
acceptance of new information system is
determined by two main factors namely
perceived usefulness and perceived ease to uses.
This perception will shape the attitude and this
attitude will develop into intention and in turn
drive towards the actual use of the system.
However, there are some variables being
neglected in this model that affects user
acceptance such as trust-based constructs and
resource-based constructs. In addition, several
constructs have been added to the original
technology adoption model where it will
facilitate understanding of the use of information
systems [17]. Technology acceptance model is
further expanded to include the development of
technological acceptance theory which does not
address technological factors and the use of
specific contexts that can also change an
individual's behaviour in decision making [17].

2.2 Mobile Banking in Malaysia

Mobile phones is a tool used daily to create
opportunities in improving banking services to
attain customers through mobile banking
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services. This service is considered as the newest
and most potential application in mobile
commerce which has a great mobility and
flexibility to make financial transactions through
mobile telecommunications devices [18]. With
technology advancement, Malaysia’s economic
can focus on various sectors [19]. Maybank
Malaysia to come up with free banking
application. After that, CIMB Bank Berhad has
introduced CIMB Clicks and this application has
become famous and most used banking
application in Malaysia [20]. Lately, Bank Islam
has also started to provide mobile banking
services to their customers in October 2010.
With this, account holders will be able to
perform their banking transactions at anytime
and anywhere without having to access the
internet.

2.3 Consumer Attitudes Toward Mobile
Banking

A few researchers has pointed out that attitudes
is about the beliefs of engaging with behaviours
and assessments. Theory of attitude notices that
if a person has an encouraging attitude on a given
product or service they will be more likely prefer
to buy or use the product or services. Study about
consumer attitudes and the use of electronic
banking identify several preliminary factors
determine consumer attitudes towards online and
mobile banking such as demographics,
motivation and behaviour and individual
acceptance of new technologies [21]. Although
consumer decisions are relatively easy to notice
and quantify but their physiological processes
are difficult to consider [22]. An individual using
mobile phones for their banking activities
responses towards mobile banking [23].

2.4 Demographics and Personality Traits
of Users

Many researchers found
behaviour needs to be
demographics, beliefs and attitudes [24].
Demographic factors is widely known to
significantly influence consumer attitudes and
behaviours in internet banking and mobile
banking. Mobile banking or internet banking
users are identified to be from the upper-middle-
class members of high-ranking people and
members of lower middle class [25]. Many
researchers find that elder consumers are having

that consumer’s
studied through
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difficulties with latest technologies and expected
to be not interested towards innovation. Besides
many older users of the fungus are negative
towards change [26]. Age has least effect on
attitudes and intentions towards the adoption of
new technologies [27]. To deliver a profitable
value product and services, organisations needs
to develop competitively superior value of
preferences that will not easily change the
product or services [28].

2.5 Factors Influencing Consumers on
Mobile Banking

2.5.1 Perceived Usefulness

Perceived Usefulness is known to be the first
factor of technology acceptance model (TAM).
Perceived usefulness is closely related to
productivity of computers to improve job
performance and work usability at workplace.
Perceived usefulness as a person believes in
using a system to improve their respective job
performance [29]. It is also the key informants to
determine behavioural goals by using computer
systems [30]. Customers’ attitudes and
behaviours to adopt services will increase once
they are aware of the importance of technology.
Perceived usefulness is seen to directly impact
attitudes towards mobile banking among 435
students at University of Turkey [31]. Perceived
usefulness was an important factor to determine
the intention to adopt this service among mobile
banking consumers in Malaysia [32]. There are
positive cause and effect between the benefits
and intentions in online purchases [33].

H1: Perceived usefulness have an influence on
consumer attitudes in mobile banking.

2.5.2 Perceived Ease to Use

Perceived ease to use is the second element in
technology acceptance model. It defines how a
system interacts with wusers for a clearer
instruction as well as easy to comprehend when
they are using the system [34]. At the bottom of
the pyramid in South Africa, perceived ease to
use is seen to have a significant impact on the use
of mobile banking [35]. Perceived ease to use
encourage university students in South Africa to
use mobile banking [36]. said perceived ease to
use positively impact the development of early
readiness for the use of internet banking [37].
There are positive cause and effect between
perceived ease to use and intention to use [38].
Perceived ease to use is where a person believes
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a specific system will be free from effort to use
[39]. Perceived ease to use has a significant
intention in adopting mobile banking services
[40]. Extensive study says that perceived ease to
use positively impact intention of use and being
a significant predictor in the use of technology.
H2: Perceived Ease to Use have an influence on
consumer attitudes in mobile banking.

2.5.3 Perceived Enjoyment

Perceived enjoyment is where a computer based
activities are fun with a distinctive style.
Perceived enjoyment significantly associated
with behavioural intentions of mobile banking
SMS and being a strong determinant for female
consumers compared to male consumers [41].
Perceived enjoyment is considered insignificant
with the use of internet banking [42].
Apparently, perceived enjoyment does not affect
acceptance of data processing systems [43].
Perceived enjoyment is a performance of
activities without clear reinforcement apart from
doing an activity [44]. The use of systems with
perceived enjoyment has positively linked to
each other.

H3: The perceived enjoyment has an influence
on consumer attitudes in mobile banking.

2.5.4 Perceived Credibility
Perceived credibility consists of security and
privacy where it has been identified in many
previous studies, saying that it affects
behavioural intentions of users who practice
internet-based trading systems [45]. Customers
typically distance themselves from service
providers when they don’t trust [46]. Perceived
credibility refers to users who feel certain and
pleasant as a result of using electronic
application services [47]. Since mobile banking
was introduced as a new banking tool, security
and privacy issues have become important to
understand the acceptance of mobile banking. It
is a necessity to state security and privacy
concern in the acceptance of bank customers in
mobile banking. Security and privacy factors are
crucial in perceived credibility [45]. Many
banking studies have been conducted and it
states that security and privacy are very
important for mobile banking acceptance [21].
Perceived credibility is found to be
related to consumer acceptance of internet and
mobile banking [21]. It generally recognizes that
perceived credibility has a significant role in a
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person’s decision in adopting new technologies
including mobile banking [48]. At the same time,
perceived credibility widely able to predict and
reflect the desire of consumers to accept and use
electronic banking [49]. There are some
implications for customers' voluntary acceptance
of mobile banking. These include securing the
completion of transactions and maintaining
personal details. Since mobile banking is still
new, perceived credibility having more
opportunity to predict and explain the intentions
and attitudes of consumers to use mobile
banking system.

H4: The perceived credibility has an influence
on consumer attitudes in mobile banking.

3 Methodology

3.1 Research Design
Research design consist of planning data

collection,  measurement and  analysis
constructed on research questions [50].
Researchers identified variables within the

theoretical framework to come out the research
design for this study. Researcher chooses
descriptive study to collect data that describes
about individual characteristics, events or
situations.

3.2 Sampling Design

Surveys are useful and effective to find solutions
to research questions from subsequent data
collection and exploration [50]. This study uses
random sampling because each component in the
population has an equal chance of being selected
as the subject in the sample. The purpose of an
easy-to-use random sample is to decrease the
potential of human tendencies on case selection
to be included in the sample. At the end, a simple
random sample will provide researcher a sample
representing the population studied, assuming
that the data are limited.

3.3 Target Population

The population of study are staff from Universiti
Utara Malaysia (UUM). This population can be
described as a whole cluster of people, events or
important things that researchers want to study
[50]. According to the data from Registrar's
Department, there are five thousand employees
(5000) working at Universiti Utara Malaysia. A
sample size of 357 respondents is measured
adequate to represent the entire UUM staff [51].
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For an effective data, a total of 400 respondents
were picked to conduct this study.

3.4 Sample Size

Sample size is the number of segments
calculated [52]. The population of this study was
staff working at UUM with a sample size was
400 respondents. Of these 400 respondents, a
total of twenty-five (25) out of sixteen (16)
departments were randomly selected to answer
the questionnaire. These respondents were
picked through a list of names obtained through
Registrar's Department according to the odd
number from the list of names. All selected
respondents were given 30 minutes to do the
questionnaire. While 400 questionnaires were
distributed, only 380 managed to collect back
and can be used while 15 were not returned, 3
were incomplete and 2 were rejected because
respondents did not answer according to the
required specifications.

Table 1: Sample Size According to Krejcie &
Morgan (1970) Schedule

Population Size (IN) (IN) Sample Size (S)

4000 351
4500 354
5000 357
6000 361
7000 364

3.5 Questionnaire Design

Questionnaire is an efficient data collection tool
to be wused in descriptive studies [50].
Questionnaire of this research was designed to
examine consumer attitudes towards mobile
banking. There are six sections in this
guestionnaire. First is part A, respondents were
asked about their personal backgrounds such as
gender, age, marital status, educational
background, awareness of mobile banking,
experience of using mobile banking, duration of
using mobile banking and the type of financial
transactions that are always used by respondents.
Meanwhile, part B to part F, respondents were
asked about questions related to dependent and
independent variables which had been adapted
from several previous researchers. Items of
dependent and independent variables were
adapted from previous literature studies using
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the Five Point Likert Scale ranging from values
1to5.

3.6 Data Collection Methods

3.6.1 Data Processing Methods

Commonly, there are primary data and
secondary data collections methods. This study
uses primary data as a method of data collection.
This research distributed questionnaire as the
main method to collect data from respondents.
Questionaire was in dual-language which is
Malay and English.

The data of this research was analyzed
with computer peripherals Social Science
Statistics Package (SPSS) version 23. Reliability
tests will be used to find out the value of Crobach
Alpha.

3.7 Research Framework

Research framework is formed with a
combination of new Technology Acceptance
Models. This model is commonly used to study
technology acceptance. As an example, actual
behaviour is formed by two main factors namely
perceived usefulness and perceptual perceptions
which are related to attitudes related to intention
and ultimately to behaviour [34]. TAM is based
on Cognitive Action Theory (TRA) where it
deals with conscious behaviour determinants
[15].

Therefore, this study has further
expanded by including perceived enjoyment and
perceived credibility towards mobile banking.
Perceived enjoyment was to identify if the
system provides pleasure when using it. Previous
study found that perceived enjoyment is seen to
be positively correlated with frequency of
internet use [53]. Apart from that, this study also
develops perceived credibility as a new TAM
factor to further explain consumer safety,
privacy and financial risk concerns in consumer
acceptance of electronic banking. Perceived
credibility is the lifeblood of internet banking
system and computer self-efficacy impacts
perceived ease to use [32].

Perceived Usefulness

Perceved Ease to Use

Attitudes Towards
Mobile Banking

Perceived Enjoyment

Perceived Credibility
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Figure 1 Research Framework on Attitudes towards Mobile
Banking

4 Findings

4.1 Regression Analysis

Regression analysis were used to study the
strength of the correlation between independent
variables namely  perceived  usefulness,
perceived ease to uses, Perceived Enjoyments
and Perceived Credibility with dependent
variables i.e. consumer attitudes on mobile
banking. The strength of such relationships able
to identify which type of relationship is more
significant to attitudes towards mobile banking.
The regression results are as shown in Table 1, 2
and 3 below.

Table 1: Model Summary

Adjusted R

Model R R Square Std. Error the

Estimate

0.40502

Square

1 0.7042 0495 0.490

Table 2: ANNOVA Analysis

Sum of Df Mean F

Model Sig.

Square

60.397 4

Square

15.009

1 Regression 92.047 0.0002
Residual

Total

61.514 375 0.164

121.911 379

Table 3: Regression Analysis of Perceived usefulness,
Easy to Use Perceptions, Perceived Enjoyments and
Perceived Credibilitys with User Attitudes

Unstandardized Standardized

Coefficients Coefficients

Model B Std. Error Beta t Sig

1 (Constant) 188 3.027 |.003

035 1473 9.071 |.000

mean_PU

mean PEOU | 063 1164 2.880 (004

mean_PE 031 1050 970|333

042 1123 2.589 (010

mean_PC

Nota: R*= 0.50; F= 92.05; Sig.F= 0.00; **p<0.05

Tables 1, 2 and 3 shows independent
variables influence attitudes towards mobile
banking. F- Statistical values (F = 92.05, p =
0.05) indicate that the connection between
dependent and independent variables s
important. R2 value indicates that independent
variables i.e. perceived usefulness, ease of use,
perceptions of fun and perceptions of credibility
are seen to have a value of 50 per cent of the
variation in attitudes towards mobile banking.
This means that all variables are considered
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important with attitudes towards mobile
banking.

Results shows that only 3 variables are
having a significant and positive values, that is
perceived usefulness, Perceived Ease to Use and
Perceived  Credibility. ~ While  perceived
enjoyment is insignificant because it exceeds the
predetermined value of p = 0.05. Next, the
highest beta value (B) is perceived ease to use of
0.47 followed by easy-to-use notion (p = 0.16),
the perceived credibility (B = 0.12), and the last
is the pleasant notion (B = 0.05).

Therefore, 3 out of 4 hypotheses which
are Perceived usefulness (H1), Easy to Use (H2)
and Perceived Credibility (H4) have an influence
on consumer attitudes on mobile banking and
accepted hypotheses. Hypothesis for Perceived
enjoyment (H3) is rejected because it has an
insignificant influence that is Significant value

exceeds 0.05 (Sig.0.33).

4.2 Pearson Correlation Analysis

Table 4 shows results from correlation analysis.
Pearson correlation coefficient calculations were
conducted to gain an understanding the
relationship between all variables in this study.
Values of correlation coefficient (r) given in the
table shows the strength of variables. As shown
in the correlation between variables indicates
that all independent variables are significant with
dependent variables. Correlation is positive and
generally strong with correlation values ranging
from 0.53 to 0.66. Attitudes towards mobile
banking were positive with perceived usefulness
(r = 0.66), ease of use (r = 0.57), perceptions of
fun (r = 0.54) and perceptions of credibility (r =
0.53).

Table 4: Pearson Correlation Analysis Value

Volume 18, 2021



WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2021.18.19

mean PU | mean PEO Ul mean PE| mean P C| mean_Sika p
mean_PU Pearson . " . -
Correlation 689’ 602 506 £39
Sig. (2-
tailed) g 00 0 -0
N kL 380 38 38 380
mean_ PE QU Pearson . - . .
Correlation 689 1 75 500 573
Sig. (2-
tailed) 00 .00 00 -0og
N kL 380 38 38 380
mean_PE Pearson . o 40
Correlation 402 675 1 61T 340
Sig. (2-
tailed) 00 2000 00 -0og
N 33 330 38 38 3sq
PC
e Pearson S6° 0 A 1 526"
Correlation
Sig. (2-
tailed) 00 000 .00 .00g
N KE 380 38 38 380
mean_Sik ap Pearson - . . .
Correlation 659 A73 540 526
Sig. (2-
tailed) K 009 0 o0
N 33 330 38 38 384

**_Correlation is significant at the 0.05 level (2-tailed).

4.3 Reliability Test
Results of reliability test are shown in the Table
below.

Table 5: Reliability Tests

NUMBER OF | CRONBACH'S ALPHA
TTEMS VALUE (n=380)

0.89

087

K]

0,87

0.85

WVARTABLES

Perceived Usefulness

Eazy to Use Feadback

Percerved Enjoyments

Percerved Credibility

Consumer Attitndes Towards Mobile
Banking

o ||| anfeo

These results reveal that the reliability
coefficients on independent variables and the
dependent variables are between 0.85 to 0.90.
Therefore, the measurement of the independent
and dependent variables in this study is
considered acceptable because it has reached an
alpha value of 0.7 and above [50].

4.4 Summary of Hypothesis Test Results

A summary of the hypothesis test results is
described in Table 6 below:
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Table 6: Summary of Hypothesis Test Results

HYPOTHESIS DESCRIPTION RESULTS

HI | Perceived vsefulness have an upward significant | Accepted
relationship with the attitude of mobile banking
users

H2| Perceived Ease to Use have a significant| Accepted
relationship with the attitude of mobile banking
users

H3 | Perceived Enjoyments have a significant Rejected
relationship with the attitude of mobile banking
users

H4| The perceived credibility have a significant|  Accepted
relationship with the attitude of mobile banking
users

5 Conclusion

Results showed that the level of consumer
awareness of mobile banking is high at 97%,
where else in terms of its use there is a slight
difference of 90%. This indicates that
respondents are aware and has the knowledge of
this service, yet they are less interested in using
it. Female consumers have actually begun to
adopt mobile banking. Found that 55 % are
female consumers while only 45% are male
consumers. Users are basically from young age
and having a high educational background.
According to the results of this test, 55.3% are
aged 21-30 and most of them have a bachelor's
degree education. In conclusion, researchers
found that mobile banking services are already
being accepted by consumers especially by
young consumers with a higher educational
background. This is because they are interested
to explore new things especially in technology
related as well as efficient in the use of mobile
phones. They are aware of this service and with
enough information and trust they are feeling
safe to use for their financial transactions.

Hypothesis 1: Perceived usefulness have
an influence on consumer attitudes in mobile
banking.

Hypothesis 1 is accepted as the findings
of the study shows that perceived usefulness has
a strong relationship and influence consumer
attitudes towards mobile banking. Respondents
are generally familiar with mobile phones such
as the use of the internet or SMS. In addition,
respondents also believe that the way they
conduct banking transactions can be improved
by using mobile banking as it is easy to use.
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Hypothesis 2: Perceived Ease to Use
have an influence on consumer attitudes in
mobile banking.

This hypothesis is accepted because the
study shows that there is a strong influence and
positive relationship between perceive ease of
use with attitude of consumers towards mobile
banking. The notion of ease of use is found to be
a good predictor in explaining the intention to
use mobile banking. Moreover, perceive
usefulness, perceived ease of use, are important
variables to the original theory of technological
acceptance (TAM) (Davis, 1989) in which these
two variables are adopted in information
systems.

Hypothesis 3: Hypothesis 3: H3: The
perceived enjoyment has an influence on
consumer attitudes in mobile banking.

Perceived enjoyment was found to have
a relationship but not influencing consumer
attitudes towards mobile banking. So this
hypothesis is rejected. Perceived enjoyment is
seen to be positively correlated with frequency
of internet use. In fact, he also clearly believes
that the use of mobile banking offers is fun.

Hypothesis 4. H4: The perceived
credibility has an influence on consumer
attitudes in mobile banking.

These hypothesis suggests that perceive
credibility has a strong influence and significant
relationship with attitude of consumers in mobile
banking and the result of this proposal is
accepted. As expected, perceive credibility is an
important factor in mobile banking as it relates
to an individual’s satisfaction. Researchers also
believe that many respondents can adopt mobile
banking facilities if a bank is more concerned
with privacy issues and can protect the personal
data of their customers.

Mobile banking in Malaysia is
increasing among the Malaysian population as a
developing country. There is good potential for
bankers in this country to introduce more mobile
banking facilities to consumers. However, in
order to be more effective and user-friendly,
some properties in the mobile banking system
need to be emphasized such as easy to use or
user-friendly, useful, attractive to use and
reliable.

Banks needs to providing adequate
information to consumers to build their
confidence in mobile banking. User manual with
information pertaining to mobile banking can be
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provided to them. In addition, they should also
provide a special offering advice or assistance to
bank customers regarding the use of mobile
banking. Apart from that, banks must emphasize
the importance of personal identification number
(PIN). And ensure that security devices are
correct, functional and enforced in mobile
banking system.
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