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論文摘要內容： 

本研究旨在從科技接受模式(TAM)及價值增加模式(VAM)驗證影響柬甫寨

消費者對採用行動銀行的重要因素。本研究首先就行動銀行採用行為來整

合外部影響因素，如: 口碑、信任、社會影響及社會規範。其次，著重在

TAM 理論所出的知覺有用及知覺易用，此二要素對於消費者採用行動銀行

的態度及知覺價值有直接影響。第三，從VAM角度探討知覺犧牲中的知覺

費用及技術如何影響知覺價值。第四，著重在知覺價值如何影響使用行動

銀行之態度。最後，驗證外部利益、知覺利益、知覺價值、採用態度及採

用行為之間的關係。二個干擾因子為知覺行為控制及知覺風險也進一步探

討。本研究分為 2 階段進行：第 1;階段日一卜人利用網路問卷對 60 位行動

銀行使用者及非使用者進行前測調查；第 2 階段蒐集了 253 份網路問卷。

假設檢定採用 SPSS及 PLS進行。實證結果顥示本研究所提出之假設獲得支

持，也再次確認這些因素是影響甫寨消費者對採用行動銀行的重要因素。

本研究之結果可做為在採用新科技時之理論基礎，並提出了實證結果。此

一結果對學術界及實務界都有相當參考之價值。 

關鍵字: 行動銀行、科技接受模式(TAM) 、價值增加模式(VAM) 、外部影

響、採用行動銀行之知覺行為控制、採用行動銀行之知覺風險 



 

IV 

 

Title of Thesis: Toward an Integrative Model of Mobile Banking Adoption in 

Cambodia: Antecedents, Mediators, and Consequences. 

Department: Department Master Program in Management Sciences, Department 

of Business Administration, Nanhua University.   

Graduate Date: January, 2020  Degree Conferred: M.B.A.   

Student: Or Nita    Advisor: Wann-Yih Wu, Ph.D.  

             Ying-Kai Liao, Ph.D. 

ABSTRACT 

This study tried to identify the crucial components for consumers’ adoption 

of mobile banking in Cambodia by integrating the theory of Technology 

Acceptance Model (TAM) and Value-based Adoption Model (VAM). The 

purposes of this study firstly investigate the external influential elements such as 

word-of-mouth; trust; social influences and social norms for mobile banking 

adoption. Secondly, focus on TAM aspects such as perceived usefulness and 

perceived ease of use. These two parts of elements directly influence on attitude 

toward mobile banking and perceived value. Thirdly, focus on how VAM aspects 

of perceived sacrifice dimensions such as technicality and perceived fee which 

influence on perceived value. Fourthly, focus on how perceived value influence 

on attitude toward mobile banking. Moreover, to observe the relationships 

between external influence, perceived ease of use, perceived usefulness, perceived 

sacrifice, perceived benefit, perceived value, attitude toward mobile banking, and 

intention toward mobile banking in Cambodia. Two moderators: Perceived 

behavioral control, perceived risk toward using mobile banking are selected to 

investigate their moderating effects. The study was carried out in two stages: (1) 

In the qualitative study, 60 respondents from banking users and nonusers through 

online survey. (2) In the quantitative study, 253 data were collected from 
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Cambodia consumers by online surveys. The testing hypotheses in this study were 

used SPSS 23.0 software and the Partial Least Squares (PLS) software. This study 

outcome supported our hypotheses to confirm those important factors affecting 

consumers' adoption of mobile banking. This study’s result has provided a 

theoretical foundation for new technology adoption and also provided empirical 

evidence to enhance mobile banking. These results are not only practical for 

professionals but also helpful for academics to investigate influential variables for 

mobile banking. 

Keywords: Mobile Banking, TAM, VAM, External Influence, Perceived 

Behavioral Control, Perceived Risk Toward Using Mobile Banking 
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CHAPTER ONE 

INTRODUCTION 

 Information Technology (IT) has been growing rapidly for the last decade. 

IT has not only brought a lot of benefits for people in every feature of life, but the 

advancement of IT also urged users’ ability to adapt to new technology. This 

challenge was also indicated as Digital (Huda et al., 2019). He indicated that 

continuous technology development with fast speed has caused customers unable 

to adopt. In particular, this technology advancement influences on every feature 

of the society, especially in obtaining information. With the growing power of 

information technology, mobile technology has provided new potential 

opportunities for marketing functions, especially in the financial industry. Zhao et 

al (2019), argued that in the banking industry, the services and operations had been 

experienced to innovate for decades to foster and advance with modern technology. 

Thus, banking services have rapidly developed to adapt to the change of the 

current market based on customer perspective by creating new innovative services 

and to ensure a competitive advantage. 

 Nowadays, the expansion of mobile technology is one of the most 

significant phenomena of electronic telecommunications across the world. 

Consumers can use it for implementing on banking, payment, shopping, etc. 

throughout accessing the internet. Moreover, in this era, the internet is the primary 

key to foster the revolution of mobile banking innovation. It assists banks to 

provide financial services such as balance inquiry, transfer money by account, 

payments, etc. The common use of mobile banking is performed through the 

internet of mobile phones. It normally has two options by download the bank’s 

app or browses via the bank’s web on the mobile phone. Mobile banking services 

have offered convenience to customers without spending money and time directly 



 

2 

 

to the bank. It offers a chance for banks to enlarge market incursion through mobile 

services (Khan et al., 2019). Sharma and Al-Muharrami (2018) argued that the 

number of mobile banking service users is still squat in the developing economies, 

and the use of the application in consumers’ mobile phone is underused. For 

instance, even though there are ATM or internet banking (Chuang, 2019), mobile 

phones are still not widely used and adopted in mobile banking services. 

Particularly, Cambodia is a developing country and according to the source 

from World Bank, Cambodia's economic growth has been strong over the last two 

decades and it just has been shifted status from low to lower-middle-income in 

2015. On the other hand, on June 17th, 2016 Phnom Penh Post issued a report with 

the title of “Opportunities and A Challenges Lay Ahead in Cambodia’s Shift to 

Digital”. In this report, it is argued that “A paltry 40,000 people in Cambodia have 

adopted credit cards, and while the uptake of debit cards is better with 

approximately 1.5 million people in possession of bank cards and the popularity 

of the plastic in a country with 15.5 million people is the microscope.” This 

statement arrayed the proportion of users is low compared to the developed 

countries, for instance in Southeast Asia like Singapore. In spite of this cashless 

amount, users are tiny figure, the electronic payments and transactions in 

Cambodia is still growing rapidly, which get to the point of crucial dollar bills in 

these recent years. National Bank of Cambodia (NBC) also issued the new Prakas 

(regulation) which is “Prakas on Membership of Fast System and Central Shared 

Switch” to all banks to promote mobile banking. This regulation needful banks to 

promote and innovate the new technology about mobile banking with free usage 

to the customer and make it compulsory by 2018. To promote financial conclusion, 

reduce the use of cash in the market, and to correspond the demand for ASEAN 

integration. These interventions lead to a change in the financial landscape of all 
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the commercial banks and enable consumers to adapt to modern times and current 

technology.  

 According to the Supervision Annual Reports (2016) from the National 

Bank of Cambodia, Cambodia has commercial banks 37; specialized banks 15 and 

microfinance institutions 71 and there are very few banks that have been actively 

involved with e-banking space. However, this industry has been challenging very 

hard in recent years for the reason that the system can move very fast through 

technology and banking evolution, as well as a large percentage of the population, 

has a smartphone that can access the internet in Cambodia. The financial or 

relevant managers in the bank field are proactive to figure out the right solution to 

improve their service on mobile banking and rise the amount of using mobile 

banking.  

 Moreover, As Menon and Fink (2019) mentioned that Technologies of the 

fourth industrial revolution are the transformative effect of ASEAN countries to 

take action on the policies and priorities at a state ranking. It could bring many 

opportunities for the countries under developing to get out of traditional phases of 

industrial development. For instance, mobile banking and online services reduce 

the demand to create networks of traditional bank branches (Menon & Fink, 2019).  

 Following the theory of Technology Acceptance Model (TAM), (Davis et 

al.; 1989), this study recognizes “perceived usefulness” (PU) and “perceived ease 

of use” (PEOU) as the crucial factors to promote technology adoption (Sakala & 

Phiri, 2019). Therefore, these two elements basically take part to study the attitude 

customer on using mobile banking. In the previous study, attitudes are considered 

as a customer behavior which impacts on behavioral and reality intention (Sakala 

& Phiri, 2019). Consequently, this research will move upward to study the 

influences of consumer’s attitudes toward mobile banking service. Le et al. (2018) 

stated with a better understanding of the original TAM variables (PU & PEOU), 
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managers can balance between new technology and customer’s acceptance of the 

banking system. 

 Malaquias and Hwang (2019) examined a mobile banking adoption as new 

Information and Communication Technology (ICT), from both customer and 

technology viewpoints, they argued that in addition to the TAM perspective, 

individual customers tend to maximize value and preference. Thus, mobile 

banking may reinforce customer preference first and then transform it. For 

example, mobile users tend to see something new and exciting banking services 

on their mobile/internet platforms, such as transfer account, withdraw money 

without plastic card; top up a prepaid card and payment services. These are all 

convenient ways to bring their behavior of using a banking app. This phenomenon, 

the value-based model (VAM) was the element for studying on the technology 

adoption and value to perceive consumers' adoption of mobile technology.  

 VAM is developed to predict new technology adoption by using perceived 

sacrifice and TAM is a robust framework to comprehend the consumer’s adoption 

of technology in a variety of themes including E-banking and mobile banking 

technology (Yu et al., 2019; Isaac et al., 2018). It seems that both TAM and VAM 

perspectives are essential to evaluate customer’s mobile banking adoption 

behaviors.  

 Therefore, this study proposes to integrate TAM and VAM to provide a 

more understandable model of mobile banking adoption. Furthermore, two 

mediators (attitude toward mobile banking and behavior intention) and two 

moderators (perceived behavioral control and perceived risk toward using mobile 

banking) are also investigated in this study to understand their moderating effects 

on customer’s adoption on mobile banking in Cambodia. Moreover, these four 

variables are the element keys for getting more comprehensive of the term for 

using mobile banking. 



 

5 

 

 This study claims two main point contributions, firstly, the study offers an 

idea of some factors influencing the adoption of mobile banking services in 

Cambodia. By identifying those factors, it is expected to help Cambodia banks to 

set out a better strategy to further develop an innovative product for customers like 

mobile banking following recent demand. Secondly, the study is also contributing 

in terms of improving the literature available on mobile banking. Thirdly, there 

are limited studies for mobile banking in Cambodia. Therefore, this study is 

expected to discoverable for the research in exploring this matter. 

1.1.   Research Objectives 

 According to the above discussion, this study aims to collect data of banking 

users or nonusers who use the internet with a mobile phone, especially the mobile 

application that uses for banking. The objectives of this research study are as 

follows:  

 To investigate the effective factors of consumers’ adoption of mobile 

banking in Cambodia  

 To understand the effective factors influence consumers' adoption of mobile 

banking.  

 To investigate moderating effects of perceived behavioral control, and 

perceived risk toward using mobile banking. 
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Figure 1- 1 The conceptual framework of this study 

Source: Original study 

1.2.   Research Structure 

 This thesis consists of 5 chapters. 

 Chapter one indicated the research background and motivations, research 

objectives and research structure.  

 Chapter two indicated the literature review, such as the research variables 

definition, the theoretical formation evaluation, and the research hypotheses 

development. 

 Chapter three indicated the research design and methodology. The model of 

research was illustrated. The design of research contains (1) smart PLS and (2) 

survey were given. Particularly, the scales of measurement, data collection 

procedure, sampling plan and data analysis procedure for each study were 

presented in this chapter.  
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 Chapter four presented the results of the statistical and descriptive results, 

including data collection, basic information of respondents, descriptive statistics 

of research items, and factor analysis. After that, the results will combine with 

each hypothesis which also is presented in this chapter. There are four kinds of 

method research will be used to examine hypotheses 

 Chapter five: Conclusion  

 The summary of the thesis will be indicated in this chapter. Based on results, 

suggestions and future research will be discussed.  

 Data analysis and hypotheses will be analyzed by technique:  

 Descriptive Statistics Analysis  

 Factor Analysis and Reliability Check  

 Hierarchical Regression  

 Smart PLS 

 The flow chart of this study may be shown in the figure below: 

 

Figure 1- 2 Research flow 

Source: Original study 
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CHAPTER TWO 

LITERATURE REVIEW 

 This research study consists of three sections. The first section is the 

theoretical background whereas it defines the theory such as Theory Reasoned 

Action (TRA), Technology Acceptance Model (TAM), Value-based Adoption 

Model (VAM) and Perceives Risk Theory (PRT). The second section is the 

definition of research constructs. The Last section is hypothesis development. 

2.1 Theoretical Background 

2.1.1  Theory of Reasoned Action  

 Theory of Reasoned Action (TRA) was elaborated by Fishbein and Ajzen 

(1975) and is one of the most popular theories for researchers to look into human 

behavior (Fisher et al., 2013). Figure 2-1 indicates the framework of TRA. 

 The most common factor to predict behavior is behavioral intention. It is 

defined in people’s behavior by the intention to implement action. Two more 

factors which influence the behavior intention are subjective norm and attitudes of 

consumers. Subjective norm is related to the normative belief that a person obeys 

and expects from other people, including friends or family (Fishbein & Ajzen, 

1975), these people like consumers buy it or not. The effect of the subjective norm 

to the behavioral intention of consumers relies on the support level, resistance to 

the buy of the user and the user’s reason do base on the desire of those affected. 

The extent of the effects which involve with behavioral intention and motivations 

of consumers, those relative are two primary elements to assess subjective norm. 

Summers and Abd-El-Khalick (2017) defined that attitude is the belief of actual 

objects which causes the intention of the act. Attitude is considered to the 

attitudinal belief that reacts a behavior and leads to a specific result (Mishra et al., 

2014). In the TRA model, customers’ beliefs about the product or brand will 
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influence their attitude toward behavior, which further influences behavioral 

intention preferably on direct behavior. Having said that, there is still a limitation 

for the previous study of this theory. There is an unclear analysis option in any 

circumstances by Fishbein and Ajzen. TRA specified the behavior of an individual 

by under control of the willingness and the individual intention is measured by the 

complete information within completely certain (Paul et al., 2016), and these 

assumptions rarely happen in the real situation. Moreover, TRA focus on 

individual behavior identification. However, in reality, people face deciding 

between many options of an act such as image; type; size; color. These restrictions 

limit the application of this theory to certain acts (Paul et al., 2016).  

 

Figure 2- 1 Theory Reasoned Action 

Source: Fishbein and Ajzen (1975) 

2.1.2  Technology Acceptance Model (TAM) 

 The first introduction of the Technology Acceptance Model was Davis 

(1986) and it was explained and predicted from the Theory of Reasoned Action 

(Yoon, 2018). Figure 2-2 shows the framework of TAM. The TAM model is the 

primary explanation of acceptance of Information Technology usage. It is an 

information systems theory that illustrated the consent of using new technology 

(Munoz-Leiva et al., 2017). Moreover, TAM is the direct intention of the 
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individual on using technology and deciding factor of behavior (Maqbool, 2018). 

Two major factors affect an individual’s intention for using technology such as 

‘‘perceived usefulness” and ‘‘perceived ease of use”. Mohd Thas Thaker et al. 

(2019) defined perceived usefulness as the belief of using new creative on 

technology could enhance the daily performance. Besides, perceived ease of use 

is defined as the belief of using the technology conveniently and there is no 

complexity (Selvanathan et al., 2017). These two factors are assumed as the crucial 

role which causes consumers to adopt new technology. Also, the perceived 

usefulness and perceived ease of use are the basic components for many creators 

on new technology that using them to get people’s adoption (Cakır & Solak, 2015). 

Furthermore, the actual System has a relationship with behavioral intention when 

the intention is a crucial factor in actual System use (Davis, 1989). However, TAM 

has its restriction to describe the new technology adoption such as mobile banking 

(Kim et al., 2007). For example, the fee of using mobile banking is the basic matter 

whereas the users will evaluate between cost and benefit. It is generally determined 

as the balance between total benefits be given and total sacrifices. Thus, this 

research intends to examine mobile banking adoption from the users’ perspective 

and not only from the technology user perspective but also concern about the value 

point of view. A value-based model would compare monetary sacrifice and 

adoption as costs and benefits (Kim et al., 2007).  

 

 

 

 

 

Figure 2- 2 Technology Acceptance Model (TAM) 

Source: Davis (1986) 
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2.1.3  Value-based Adoption Model (VAM) 

 Value-based Adoption Model (VAM) was developed from TAM to 

strengthen the weaknesses and indicate the new technology adoption such as 

mobile banking (Kerviler et al., 2016). VAM was presented by Kim et al. (2007) 

and was asserted that TAM (Davis, 1989) had its limitation in illustration the new 

technology acceptance. The users of new technology not only recognize as simply 

technology users but also as ‘consumers’ (Kim et al., 2017). Figure 2-3 shows the 

framework of VAM. By considering value maximization, VAM is considered as 

the maximization value to offers a normal and straightforward model in predicting 

mobile banking adoption. According to Kim et al., (2007) adoption intention is 

predicted through perceived value. Perceived value is a balance between benefit 

and sacrifice. They are the primary factors that are constructed by VAM. The 

benefits consist of usefulness and enjoyment, while sacrifice includes technicality 

and perceived fee. Besides, benefit not just only for consumers to gain the 

advantages and experiences but somehow it is a wonderful and joyful experience. 

For sacrifice means consumers have to spend on using new technology not even 

monetary or non-monetary such as money; time; effort; and try. Apart from 

monetary cost, perceived risk is the basic obstruct to widespread on using new 

technology (Pelaez et al., 2017), especially in mobile banking (Isaac et al., 2018) 

because the users could feel an insufficient sense of value and convenience 

obtained from mobile banking due to the possible mislay. Previous researches 

have also pointed out that perceived risk was negatively influenced on value 

perceptions (Wu & Li, 2018).  
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Figure 2- 3 Value based Adoption Model (VAM) 

Source: Kim et al. (2007) 

2.1.4  Perceived Risk Theory (PRT) 

 Perceived Risk Theory was presented firstly by Bauer (1960) in the 

marketing concept but a very wide level. Perceived risk has different research 

tradition and many authors ignored the prevalent construct in the stage of the 

buying process (Lafraxo et al., 2018). Pelaez et al. (2017) stated that failed 

purchase came from performance and the interrelationship of social factors; 

individual thought and behavior. Perceived risk is a part of consumer buying 

behavior. The types of buying behavior have four categories (Kotler & Armstrong, 

2010), including complexity; habitual; dissonance-reducing and variety-seeking 

behavior. Complex buying behavior is described as involvement and there were 

differences between brands. Dissonance-reducing buying behavior characterized 

by maximizing involvement. The consumer lessens the involvement and lowers 
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the degree of brand difference is the habitual buying behavior. While consumer 

involves low but remarkable on brand differences is the variety-seeking behavior.  

 In mobile banking terms, perceived risk is the insecurity of using mobile 

transactions. Thus, users would concern about risks of privacy subjection or 

information release in transaction services (Abbas et al., 2018). The marketers can 

use perceived risk theory to encourage consumer issues or need identification 

(Hoque et al., 2019). This is completed through the use of urgent request based on 

the risk or loss types which are perceived by users. 

2.2 Definition of Constructs 

2.2.1  External Influence 

 According to Venkatesh et al. (2003), there are 4 dimensions of an external 

influence such as social influence, trust, social norm and word of mouth. Social 

influence is the individual consciousness of a person who is important with 

him/her and hope that the use of a new system will bring benefit to him/her (Beyari 

& Abareshi, 2018). A social norm is explained as the individual perception of 

important people whether or not to carry out the behavior in the query (Fishbein 

& Ajzen, 1975). Trust is referred to the individual readiness endanger to fulfill a 

demand without any experience or convincing, meaningful information (Raza et 

al., 2018). Trust is defined as an important factor for adopting mobile services 

(Afshan & Sharif, 2016; Hanafizadeh et al., 2014). Word of mouth is an efficient 

element for unpaid communication on a product or service (Mukerjee & Shaikh, 

2018). It has got attention from many scholars and managers for studying. Words 

of mouth do not include official communication from consumer to company, for 

instance, customer’s complaints or suggestions. 



 

14 

 

2.2.2  Perceived Usefulness  

 Perceived usefulness (PU) is defined as the advantages whereas consumers 

obtain from the activity of using a new technology system which is developed on 

mobile banking platform and must be improved generally to enhance the quality 

and easily use for the user (Davis, 1989). Therefore, this trend increased the 

intention of mobile banking. When consumers perceive their benefits on a 

technology tool, they possibly attempt to use technology daily and become real 

customers (Isaac et al., 2018). For instance, mobile banking leads to the user with 

crucial benefits and improve their performance for daily tasks. Davis (1989) stated 

that perceived usefulness is an origin that users believing in a positive way to 

perform on mobile banking. Thus, the TAM model is applicable to use mobile 

banking. 

2.2.3  Perceived Ease of Use (PEOU) 

 Perceived ease of use is commonly variables of the TAM model which 

directly impacts consumers in using new technology. Perceived ease of use is 

defined as “the degree an individual believes that using a particular system would 

be free of effort” (Davis, 1989). Ease of use is demonstrated as a crucial variable 

that influences consumers’ level of adoption on new technology (Mutahar, 2018) 

because of the complication and difficulty of using mobile banking (Cakır & Solak, 

2015). Some studies specified the convenience to use new technology is the main 

element among other variables that influence on mobile banking adoption 

(Malaquias & Hwang, 2019). It is reasonable to show that the more convenient to 

use of new technology, the greater the adoption level.  

2.2.4  Perceived Sacrifice  

 Sacrifices refer to the refusal elements of the perceived value of products or 

services (Yang et al., 2016). Perceived sacrifices are not only monetary but also 

nonmonetary (Komlan et al., 2016). Generally, non-monetary is a cost such as 
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time, effort and other unsatisfactory which spend on a product’s purchasing and 

use (Dirisu et al., 2018). Two components proposed in this study such as perceived 

fee and technicality (Lau et al., 2019). Lichtenstein et al. (1993) defined the 

perceived fee as the price in economic expend that a human abandons for changing 

goods or services (Wang et al., 2018). For instance, mobile banking, the fee that 

users need to spend and cause a negative influence on consumers’ adoption. 

According to Wang and Wang (2010), technicality is the level that a person 

assumes that using mobile banking would spend in physical and mental effort. 

Mainly, the mobile phone has innovated mostly from day to day with new 

technology into the smartphone and the connection such as wireless internet could 

help consumers to use easily. The adapters on mobile banking believe that it could 

offer a simple and convenient application system. 

2.2.5  Perceived Value  

 Perceived value is explained as the perception between the advantage and 

cost of consumers spend on products or services (Zeithaml 1988). Zeithaml (1988) 

also commented that the cost which spends out is got benefit based on user’s 

perception of whether they obtain and make the decision over the evaluation of 

the user’s utility of the product or service. Having said that, the best product or 

service occurs with the positive belief of consumer; possibly effort of excitement 

and utility when consumers believe that the benefit is obtained consistently on 

product or service. 

2.2.6  Attitude toward mobile banking 

  Attitude is defined as an observer’s assessment of persons, objects, and 

issues (Ajzen & Fishbein, 1980). Some scholars argued that behavior may not be 

based on attitudes but on behavior that influences behaviors. Attitude act as a key-

value is a reason for its functionality. Attitude is an essential factor that leads to 

perception, information process, and behavior (Sharma, 2017). Overall, there are 
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three dimensions of attitude: passionate, information figure, and change resistance 

(Culbertson, 1968). Davis identified attitude as a way to cross in the cognitive 

process to receive new technology when TAM was developed. Furthermore, the 

attitude of consumers toward technology is set by two factors (Zhou et al., 2019). 

Perceived ease of use and perceived usefulness. This study intends to observe the 

relationship between attitude and perceived ease of use, perceived usefulness, and 

forecast an individual’s intent on using technology. De Leon. (2019) stated that 

each consumer’s attitude towards mobile banking will be higher when the devices 

are fine and joyful which leads to an impact on their intention to use. Sharma. 

(2019) convinced that attitude is crucial for taking part in an activity that brought 

to the intention of use regarding its customers. 

2.2.7  Behavior Intention 

 Behavioral intention is explained as the purpose of the user to react in the 

outlook which shaped straightforward to get access and use of products or services 

(Sharma, 2017). A purchase attempt is an ultimate action which formed in advance 

for deciding to buy a product or a service (Mohamed, 2019). For mobile banking, 

the intention of consumers is an element that all the banks desire customer towards 

mobile banking, by spreading information to the customer attempt strongly and 

make sure they are positively intention toward mobile banking. In TAM research, 

this element has been mentioned in many previous studies. 

2.2.8  Adoption 

 Adoption intention is proposed and came after the intention to use by Davis 

et al., (1989). Previous research (Zeithaml & Bitner., 2000) discovered that when 

a value to the max with attributed in an identified service, the behavioral intention 

to use the product or service will be better in the time ahead. Kim et al. (2007) 

illustrated in value-based adoption of mobile banking that the highest value 

enlarges mobile banking adoption. Besides, many researchers who studied with 
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empirical to form an idea of behavioral intention in the theory of behavioral and 

technological were only focused on adoption as a unique behavior (Shareef et al., 

2018). Therefore, the behavioral intention will influence adoption intention. 

2.2.9  Perceived Behavior Control 

 Perceived behavioral control is the beliefs of an individual that an exact 

behavior is convenient or hard to carry out, also the capability is perceived to cause 

a good result when agreeing on the behavior (Ajzen, 1991). There are inner and 

outer factors which influence these faiths. The inner factor refers to self-efficacy, 

which is one’s belief in own ability to pledge on the behavior (Hong, 2019). The 

outer factor refers to easy conditions, which is one’s perception of the obtainable 

assets, such as a dependable data connection which needed to engage in the 

behavior (Ahmadi Danyali, 2018).  

2.2.10 Perceived Risk toward using mobile banking 

 In perceived risk concept is referred to the degree of risk perception of users 

when deciding to purchase products or services (Mohd Thas Thaker et al., 2019). 

Pelaez et al. (2019) illustrated that the perceived risk concept is related to unclear 

the loss of sale and purchase transactions such as finance, performance, social, 

psychological, security and time. Pelaez et al. (2019) offer that risk perceptions 

are individual thoughts about examining losses, with two involvement factors is 

the uncertainty and negative upshot. Shirazi and Puts (2019) stated that the risk 

conception relevance is the option of acts that carry out of acts whereas bringing 

different outcomes than expected. Having said that, in using mobile banking, 

consumer behavior pays attention to potential results but negative (Manser Payne 

et al., 2018). Besides, in mobile banking, the perceived risk could lead to negative 

effects on user’s adoption of new technology such as mobile banking (Mutahar et 

al., 2018). Gumussoy et al. (2018) discovered that perceived risk moderates the 

effect of incongruity on assessments and that favorites for incongruity would not 
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show when risk is high. Therefore, the consumers’ beliefs and satisfaction are 

established with lower stability when their perceived risk is at a high level (Tuu et 

al., 2011). 

2.3 Hypotheses Development 

2.3.1  The Effect of External Influence on Perceived Usefulness, Perceived  

 Ease of Use, Perceived Value and Attitude toward Mobile Banking 

 For many studies related to TAM, their external elements (antecedents) are 

varied. The antecedent which influences on mobile banking for this research study 

is the social norm, social influence, trust and word of mouth. Mehrad and 

Mohammadi (2016) determined social norms as the simple beliefs in the total set 

which are expected by potential people. Consumers could be influenced by the 

social norm for creating a preference image in a group mentioned (Blay et al., 

2019). Therefore, social norms are still validated for many studies on mobile 

banking adoption. Mohd Thas Thaker et al., (2019) and Chitungo and Munongo, 

(2013) also supported that social norm is a key inaccuracy for researching in 

mobile banking. Moreover, they also added that social influence is the factor in 

the adoption model. Social influence is the element of the Unified Theory of 

Acceptance and Use of Technology (UTAUT) and UTAUT is developed from 

Social Influence Theory, Perceived Risk Theory, Trust Theory, Theory of Reason 

Action and TAM (Baptista & Oliveira, 2015). Social influence is an antecedent 

that is directed to behavior intention (Venkatesh et al., 2003) and human behavior 

is affected by the group of people whose close relationship gives worth on using 

mobile banking (Oliveira et al., 2014). According to Afshan and Sharif (2016), 

trust was recognized as a fence to adopt mobile services such as mobile banking. 

It causes the problem on consumers’ option to adopt mobile banking because 

people concern about the privacy and secrecy which manage information offered 
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by banks (Mazhar et al 2014). There is evidence that, compared to traditional 

banking, when mobile banking becomes the awareness of a relationship with 

higher risk, individual trust in services will be assumed as an important factor in 

using mobile banking Kim et al., (2009). Mehrad and Mohammadi (2016) 

recognized that word-of-mouth has a better effect on consumer behavior than 

advertising or promotion. For instance, Hogan et al. (2004) and Nouri (2019) 

illustrated that word of mouth can effectively more than advertising. Thus, word 

of mouth is a key in connection to promoting a product or service and it’s a popular 

factor for many studies in mobile adoption (Nouri, 2019).  

 These antecedents of external influence impact on perceived value. In the 

mobile banking theme, when the consumers are seeking more detail about services, 

they would have checked with the platform and the comment from existing users. 

If those details are helpful, it will raise their perceived value (Karjaluoto et al., 

2019; Kamtarin, 2012). Venkatesh et al. (2012) stated that social influence is the 

extension of consumers’ perception from their friends, family or influence people 

who offer to use new technology. Guenzi et al. (2009) discovered that trust is also 

a part that effects on perceived value. Lim (2015) found that word of mouth is 

positively impacted customer perception.  

 In conclusion, researchers have formulated different models and theories for 

mobile banking adoption such as social norm from theory of reasoned action 

(Fishbein & Ajzen, 1975); social influence from UTAUT theory (Venkatesh et al., 

2003); Trust from trust theory (Castelfranchi & Falcone, 2010) and words of 

mouth (Martensen & Grønholdt 2017). In this study, we will try to examine the 

effect of external influence on the relationship between perceived usefulness, 

perceived ease of use; perceived value and attitude toward mobile banking. So, we 

can propose the following hypotheses: 
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H1: External influence will positively influence on perceived usefulness.  

H2: External influence will positively influence on perceived ease of use. 

H3: External influence will positively influence on perceived value.  

H4: External influence will positively influence on attitude toward mobile  

      banking. 

2.3.2  The Effect of Perceived Usefulness on Perceived Ease of Use and 

 Attitude toward Mobile Banking 

 Previous studies show a strong relationship between usefulness and ease of 

use of new technology. When the innovation on technology is convenient to use, 

the benefit of performance will be raised as expected (Alalwan, 2016). This 

relationship was proved in the technology theme such as mobile banking (Shaikh 

& Karjaluoto, 2015). The perception will positively advance on attitude towards 

when the users of mobile banking are met and interact and they accept that it is 

convenient to use (Hanafizadeh et al., 2014). Many research used the model for 

applying technology to discover the effectiveness factors on mobile banking 

adoption, they proved that perceived ease of use and perceived usefulness are the 

crucial factor in awareness on the consumer. The result proved that it has a positive 

effect on perceived usefulness to perceived ease of use (Hanafizadeh et al., 2014).  

When consumers are well aware of using mobile banking and realize that it is 

convenient to use or explore, it will bring benefits for them such as time reduction, 

money, and effort (Zhou, 2018). Moreover, when the perceptions are set up, 

consumers’ attitude toward mobile banking will be positive, which further 

enhance the ability to perceived mobile technology in the banking field. Besides, 

a few studies have directly indicated the impact of perceived usefulness on 

perceived ease of use because of some factors' effectiveness (He et al., 2018; 

Brown et al., 2010; Hallegatte & Nantel, 2006). Regarding to the research of 

Pikkarainen et al. (2004), about TAM implication in Finland, they found that 
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perceived usefulness determined on consumer’s actual behavior. It inspired 

modern banking users to get more creative on new technology and use wisely on 

self-service which provides the user with a better performance in banking 

operations. Having said that, there is an argument from Sharma (2019) that 

perceived usefulness offered the services by banking such as balance inquiry, 

transfer money and make payment. Thus, the following hypotheses are developed: 

H5: Perceived usefulness will positively influence on perceived ease of use.  

H6: Perceived usefulness will positively influence on attitude toward mobile  

      banking. 

2.3.3  The Effect of Perceived Ease of Use on Attitude toward Mobile 

 Banking and Perceived Value 

 Mehrad and Mohammadi (2016) defined that perceived ease of use is a part 

of attitude towards performance. For instance, when the perception of benefit is 

going low, the attitude of the user will tend to low on adopt new technology 

because of the insufficient benefit as expected. Consumers seem to perceive 

mobile banking as convenient to use if it has a great interface which leads to being 

positively on attitude towards mobile banking (Mehrad & Mohammadi, 2016). 

Recent researches proved that perceived ease of use influence on consumer 

attitudes toward and adoption of electronic applications (Lee & Chang, 2011; 

Nassuora, 2013; Chong, 2013; Hsu et al., 2014; Sun & Chi, 2018; Chi, 2018). 

Supporting this statement, Revythi & Tselios (2019), also indicated that perceived 

ease of use affected consumer attitudes toward the use of mobile services 

positively.  

 In decades, there are many studies revealed that perceived ease of use has 

notable effects on usage intention not even direct or indirect (Guriting & Ndubisi, 

2006; Hernandez & Mazzon, 2007). Wang (2014) defined the information system 

as providing customers with services using wireless networks and portable devices. 
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For instance, mobile banking provides consumers with punctual and personalized 

information and services in a convenient way. It helps users enhance work 

performance and complete tasks anytime and anywhere (Maulana et al., 2019). 

With the enhancement of customization and personalization mobile devices, they 

are convenient to adopt. Thereby, mobile banking could provide extra advantages 

to consumers (Hong, 2019) and advance users' value ( Mohd Thas Thaker et al., 

2019). Thus, the following hypothesis is developed: 

H7: Perceived ease of use will positively influence on attitude toward         

       mobile banking.  

H8: Perceived ease of use will positively influence on perceived value. 

2.3.4  The Effect of Technicality on Perceived Value 

Based on Kim et al., (2019), technicality is the perception of the technical 

difficulty of mobile internet which giving services such as recognition convenient 

to use and the reliability of the system. Nowadays, many smartphones are 

advanced by including more functions, the capacity of data processing and giving 

fast connection with the Internet to push consumers using rapidly. For instance, 

mobile banking adopters tend to believe that mobile banking could provide a 

simple and easy system to interact for banking performance more convenient for 

them (Hong, 2019). For new users, convenient to use is the primary factor (Mehrad 

& Mohammadi, 2016). The difficulty to use innovative and new mobile banking 

applications has a negative influence on customer perception. In the context of 

mobile banking, users could confuse the exact steps to perform completely in the 

transaction (Suoranta et al., 2005). Moreover, time, effort, convenience and 

psychological are non-monetary costs (Pelaez et al., 2017). In the theme of mobile 

banking, time costs were loaded and response time (Raza et al., 2019) and ease of 

use are effort costs and connectivity is convenience cost (Mehrad & Mohammadi, 

2016). Psychological factors including internal argument, feeling upset, 
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depression, discomfort, anxiety, tension, annoyance, mental fatigue are also 

important for the customers to perceived value toward using mobile banking. All 

of these non-monetary costs are merged with the system's technicality. While Kim 

et al. (2007) illustrated that technicality is significantly influence on perceived 

value, there is an argument from Setterstrom et al. (2013) and Wang et al. (2013) 

who discovered that technicality is insignificant influence on perceived value. As 

these previous studies commonly utilized the technology adoption model and there 

were inconsistent conclusions about the antecedents of the Value-Based Adoption 

Model (Hasan et al., 2018). Therefore, this study will raise more effect of a 

technicality on perceived value. Thus, the following hypothesis is developed: 

H9: Technicality will negatively influence on perceived value. 

2.3.5  The Effect of Perceived Fee on Perceived Value 

 The perceived fee is explained as the high-priced that consumer thinks about 

using an online content service (Kim et al., 2007). The consumer behavior 

intention on new technology is affected by the value they got which is perceived 

fee (Zeithaml, 1988; Cheong & Park, 2005). The differentiation shall be made in 

case the value they receive from mobile banking to the costs that occurred. If the 

perceived value is higher than the perceived cost, then a purchase attempt will 

occur (Kim et al., 2019). In contrast, if the value to the bottom, they will reject 

service. In the context of mobile banking or service providers need to pay attention 

to the balance between costs and value that consumers perceived. The costs are 

not only monetary but also non-monetary factors (Chong et al., 2012; Kim et al., 

2007). Previous studies often applied consumer’s perception of fees to compute 

consumer’s monetary sacrifice. Refer to Wang et al. (2013), the perceived fee is 

the monetary sacrifice that users pay for online content service. Similarly, Kim et 

al. (2007) used the perceived fee as the monetary sacrifice for the mobile internet. 

There are some arguments raised that perceived fee has a negative impact related 
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to perceived value (Chu & Lu, 2007; Kim et al., 2007). Therefore, we will find out 

more about the effect of perceived fees on perceived value in this study. Thus, the 

following hypothesis is proposed:  

 H10: Perceived fee will negatively influence on perceived value. 

2.3.6  The Effect of perceived value on attitude toward mobile banking 

 The value is a crucial factor that gets from the consumer's perspective in 

further involvement of the user in a certain transaction. Mobile banking is a form 

of interchange whereas the users spend time collecting information from, and 

enjoying to use (Komulainen & Saraniemi, 2019). The benefits must be greater 

than the costs to strengthen a relationship itself. For mobile banking interface, the 

users perceive to be useful and easy to use while attitude toward mobile banking 

is a favorable or unfavorable response to a particular mobile application 

(Komulainen & Saraniemi, 2019). Woodruff (1997) and Lee et al. (2014) stated 

that perceived value is a crucial factor that impacts the option of users choosing a 

convenient way to get what they want with preference perception and exact 

assessment on a product or service. Moreover, attitude is a crucial factor for getting 

an evaluation of consumers in a product (Ajzen, 2001; Hsu & Lin, 2016). Hajiha 

et al. (2014) indicated that once perceived value gets higher, the consumers were 

more inclined to show an advantage attitude towards a product or service. 

According to Kim et al. (2017) illustrated that perceived value positively 

influences on attitude toward the product or service. Also, there are many studies 

discovered that perceived value is positively affected by users’ attitudes of using 

Internet services (Hsu et al., 2017). Based on Izquierdo-Yusta et al. (2015) and 

Hsiao and Chen (2016), the correlation between perceived value and user attitude 

has a significant positive. Furthermore, for mobile phones and the internet, 

perceived value has its distinct role to comprehend the attitude towards using 

technology (Hsu et al., 2017). Thus, the following hypothesis is developed: 
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H11: Perceived value will positively influence on attitude toward mobile  

         banking. 

2.3.7  The Effect of Attitude toward Mobile Banking on Behavior Intention 

 According to Davis (1989), behavioral intention demonstrated the adoption 

of a new technology which combined with the individual’s attitude and perceived 

usefulness. It defined based on TAM as the probability of individuals going to use 

new technology. In the TAM model, attitude toward using technology is a 

mediator's influence on behavior intention (Dwivedi et al., 2019). The attitude in 

this study is the role of a crucial part of the behavior intention to use new 

technology (Davis, 1989). Some previous studies revealed the correlation between 

attitude and intention as an example of online shopping shows that attitude is the 

highest effect on the intention to shop online (Limayem et al., 2000). Levitt et al., 

(2019) noted that attitude stays in the mind, come before and creates behavior. 

Hence, it should practice forecasting intention. Cao & Mokhtarian (2005) also 

indicated that attitudinal factors describe many variation behavior intentions. 

Besides, recent studies also indicated that attitude has a positive significant 

influence on behavior intention (Yeo et al., 2017). In the studied of Shaikh and 

Karjaluoto (2015), Puschel et al. (2010), and Lin (2011), mobile banking adoption 

pointed out that attitude is positively influenced by the user’s intentions to persist 

in using mobile banking. Consequently, the attitude was estimated to predict 

strongly of their attempt to carry on using mobile banking. Thus, the following 

hypothesis is developed: 

H12: Attitude toward mobile banking will positively influence on behavior  

        intention. 

2.3.8  The Effect of Behavior Intention on Adoption 

 The behavioral intention has a strong role in forming the actual usage and 

adoption of new technology (Venkatesh et al., 2003, 2012; Ajzen, 1991). The 



 

26 

 

current research proposes that mobile banking adoption is possibly predicted by 

the customers’ readiness to adopt such a system. This interrelationship was greatly 

shown by most online banking studies such as Jaruwachirathanakul and Fink 

(2005), Martins et al. (2014), among others. Furthermore, recent studies also 

discussed the relationship of behavioral intention and adoption which indicated 

that behavior intention is a strong factor that impacts adoption. For example, 

Alalwan et al. (2016) supported that behavior intention positively influences on 

telebanking adoption, Mwiya et al. (2017) argued that behavior intention is highly 

positive effected e-banking adoption. Consequently, the following hypothesis is 

developed: 

H13: Behavior intention will positively influence on adoption. 

2.3.9  The Moderating Effect of Perceived Behavioral Control on the 

 Relationship of Attitude toward Mobile Banking and Behavior  

 Intention 

Deventer et al., (2017) suggested that when consumers have self-confidence and 

necessary resources to commit mobile banking, they are probably improving a 

positive attitude towards mobile banking. Thus, attitude toward mobile banking is 

positively affected by perceived behavioral control. This hypothesis was 

unchanged with previous studies (Saibaba & Murthy, 2013; Crabbe et al., 2009). 

Besides, Notani (1998) stated that perceived behavior control shall become a 

measurement to predict behavior intention. This further enhances a positive 

attitude toward buying a product or service and has social reasons to do so. 

Therefore, in case consumers perceive that they have control over behavior 

performance, they are more likely to shape strongly on intentions to react to the 

behavior and conversely. Perceived behavior control is indirectly influence on 

attitude toward mobile banking through behavioral intention. Lin et al. (2014) 

supported that perceived behavioral control positively influences customer 
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intention in internet banking. Some Studies indicated the relationship between 

attitudes and perceived behavior control toward behaviors are significantly 

influence on behavioral intentions (Tavafian et al., 2011). Cristea & Gheorghiu 

(2016) concluded attitudes have positive and perceived behavioral control and 

have a high predict cyclists’ intention to adopt risky behaviors. Thus, the following 

hypothesis is developed: 

H14: Perceived behavioral control will strengthen the effect of attitude 

toward mobile banking on behavior intention. 

2.3.10 The Moderating Effect of Perceived Risk toward Using Mobile 

 Banking on the relationship of Attitude toward Mobile Banking and 

 Behavior Intention 

 There are numerous frauds and privacy crimes in the network, consumers 

have to sign again and again to ensure that their financial and personal information 

is controllable and security (Belanche et al., 2012). Consumers’ perceptions can 

enhance their control when they understand how to use via online transactions 

(Casalo et al., 2007). Risk is the crucial factor in mobile service, banking industry 

particularly, due to the threat growth to be secured (Hanafizadeh et al., 2012). 

Based on Coursaris et al., (2003) discovered that mobile banking engaged with 

risk is high because consumers could encounter problems such as theft and loss of 

their mobile phone. When the risk is getting low, the satisfaction and adoption of 

innovation services are getting high (Lovelock et al., 2001; Mohd Thas Thaker et 

al., 2019). Regarding Shaikh et al. (2018) study, perceived risk is significantly 

correlated to the intention to use mobile banking. Moreover, Wessels and Drennan 

(2010) observed about the risk influence on attitude toward mobile banking. Thus, 

it could conclude that perceived risk has a negative effect on attitude toward 

mobile banking. When the perceived risk is high, the relationship between attitude 
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toward and behavior intention to use mobile banking is weak because of people's 

concern and has no willing to use mobile banking services. 

 Moreover, some evidence reported that perceived risk is crucial when users 

decide to use new technology (Liu et al., 2019), users worry about the risk that 

leads from using mobile banking, they are attentive to the privacy and security of 

their financial information (Abdul-Hamid et al., 2019). As an example by users in 

Yemen, perceived risk is perceived as the key factor of intention to adopt mobile 

banking services (Mutahar et al., 2018). Therefore, perceived risk will role as a 

basic part to determine the acceptance of mobile banking. Previous studies 

revealed such as Zhao et al. (2010), Martins et al. (2014), Luo et al. (2010), 

Namahoot and Laohavichien (2018) all conclude that perceived risk is negatively 

impact on behavioral intentions to use internet banking. Moreover, Yousafzai et 

al. (2010), Chavali and Kumar (2018) discovered that perceived risk was 

negatively impact on attitude toward using internet banking which classified into 

social risk, financial risk, privacy risk, time risk, security risk, and performance 

risk. Related to the previous studies, the following hypothesis is updated to 

identify the moderating effects of perceived risk in the impact of an attitude toward 

mobile banking on behavior intention to use. Therefore, the following hypothesis 

is developed: 

H15: Perceived risk toward using mobile banking will weaken the effect of 

attitude toward mobile banking on behavior intention. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1. Research Framework 
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Figure 3- 1 Research Framework 

Source: Original study 

 This study integrated the theoretical foundation of TAM and VAM to assess 

the effect of external stimuli, perceived ease of use, perceived usefulness, 

perceived sacrifice, and perceived value, attitude toward mobile banking on 

behavior intention, perceived behavioral control and perceived risk toward using 

mobile banking are used as the moderators for the relationship between TAM and 

VAM. To understand the elements that influence the consumers’ perspective in 
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the application of new technologies, TAM and VAM are the important theories 

for the awareness through mobile banking adoption, in terms of supportive 

comments, convenient perception when using. Therefore, VAM comes up with a 

manifest understandable the effect of value perception and value cognition on 

behavioral intention. Meanwhile, TAM describes the application of traditional 

terms of technology which has its limitations in illustration the application of IT, 

such as mobile banking adoption. Through the implication limitation, the study 

integrates the variables of VAM, such as perceived sacrifice and perceived value 

into the research model (Kim et al., 2007), and deleted perceived enjoyment of the 

VAM attribute (Kim et al., 2014). 

3.2.   Research Hypotheses 

 According to the literature review, as shown in Chapter two, there are 15 

hypotheses were instructed. Firstly, H1, H2, H3 and H4 test the effect of external 

influence with perceived usefulness, perceived ease of use, perceived value and 

attitude toward mobile banking. Secondly, H5 and H6 test perceived usefulness 

with perceived ease of use and attitude toward mobile banking. Thirdly, H7 and 

H8 test perceived ease of use with attitude toward mobile banking and perceived 

value. Fourthly, H9 and H10 test technicality and perceived fee. H11 tests 

perceived value with attitude toward mobile banking. Fifthly, H12 test attitude 

toward mobile banking with behavioral intention. Sixthly, H13 test between 

behavioral intention and adoption. Therefore, two moderators of H14 and H15 test 

the moderating effect of perceived behavior control and perceived risk for the 

influence of attitude on behavior toward using mobile banking. As a result, the 

hypotheses are as follow: 
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H1: External influence will positively affect to perceived usefulness. 

H2: External influence will positively affect to perceived ease of use. 

H3: External influence will positively affect to perceived value. 

H4: External influence will directly positively affect to attitude toward  

       mobile banking. 

H5: Perceived usefulness will positively affect to perceived ease of use. 

H6: Perceived usefulness will positive affect to attitude toward mobile  

       banking. 

H7: Perceived ease of use will positive affect to attitude toward mobile  

       banking. 

H8: Perceived ease of use will positive affect to perceived value. 

H9: Technicality will positive affect to perceived value. 

H10: Perceived fee will positive affect to perceived value. 

H11: Perceived value will positive effect to attitude toward mobile banking. 

H12: Attitude toward mobile banking will positive effect to behavior  

         intention. 

H13: Behavior intention will positive effect to adoption. 

H14: Perceived behavioral control will weaken the effect of attitude toward        

         mobile banking on behavior intention. 

H15: Perceived risk toward using mobile banking will weaken the effect of  

         attitude toward mobile banking on behavior intention. 

3.3.   Sampling and Data Collection 

The questionnaire designed is created in the following ways. Mainly 

language is in English and then translated into Cambodian language (Khmer) for 

a convenient way to the participants. The author translated from English to 

Cambodian language and then one senior Cambodian translated back into English. 
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All questionnaire items measured with a seven-point Likert scale by marking 1= 

totally disagree, 7= totally agree. All participants in this study are freely joined 

from Cambodia. The survey consists of 68 questionnaire items and will be sent 

online to the respondents who are banking users or nonusers. The data were 

gathered through questionnaires survey in one year from the middle of March 2018, 

to the middle of March 2019 in Phnom Penh Capital City, Cambodia. Firstly, this 

study has completed the pretest to finalize the reliability of the questionnaires. The 

sample size of 60 participants has conducted in the pretest. The formal test has 

collected a total of 253 valid data. The result of the Cronbach’s α shows that the 

factors of each construct have a relatively high coefficient α (>0.7) which is an 

acceptable level of internal consistency. 

3.4.   Research Instruments 

 Eleven research constructs were identified and evaluated the relationship 

among research constructs in this study. These constructs are external influence, 

perceived usefulness, perceived ease of use, technicality, perceived fee, perceived 

value, attitude toward mobile banking, behavior intention, adoption, perceived risk 

toward using mobile banking moderators, moderators of perceived behavioral 

control. The measurement items and operational definitions were also recognized 

for each construct. The questionnaire items are described as shown in the 

Appendix. 

3.4.1. External Influence 

 This study identified social influence, word of mouth, trust and social norms 

as the external influence antecedents that could affect perceived usefulness 

perceived ease of use, perceived value and attitude toward mobile banking. Social 

influence was measured with 4 items and modified from Huang (2015) and Shen 

et al. (2006). Words of mouth have been measured with 5 items which revised 
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from Yoo & Donthu (1997), Delgado et al. (2005). Trust has been measured with 

4 items which revised from Gefen et al. (2003); Lee (2005) and Zhou (2011). 

Social norms have been measured with 4 items which revised from Mehrad & 

Mohammadi (2016). All items above measured with a seven-point Likert scale 

ranging by marking 1= totally disagree, 7= totally agree.  

Social Influence     Huang 2016 and Shen (2006) 
[SI1] People who influence my behavior think that I should use mobile banking 

[SI2] People who are important to me think that I should use the mobile banking  

[SI3] My classmates who have good performance have benefited from using mobile banking 

[SI4] In general, the bank has supported the use of mobile banking 

Words of Mouth   Yoo and Donthu (1997) and Delgado et al. (2005) 
[WOM1] I have been recommended by many people to use mobile banking. 

[WOM2] I often got suggestion to use mobile banking from my friends. 

[WOM3] My friends always try to convince me to use mobile banking.   

[WOM4] Many people try to show the benefits of mobile banking to me   

[WOM5] I try to spread the good-word about mobile banking. 

Trust    Gefen et al. (2003); Lee (2005) and Zhou (2011)   
[TR1]Mobile banking has enough protection to make me feel comfortable using it 

[TR2] I feel assured that legal structures adequately protect me from problems associated 

with using mobile banking services 

[TR3] I feel confident that technological advances (such as encryption) on mobile make it 

safe for me to use mobile banking  

[TR4] In general, the mobile device is a safe environment in which to transact banking 

activities through mobile devices 

Social Norms    Mehrad & Mohammadi (2016) 
[SN1] People who are important to me would recommend using mobile banking services 

[SN2] People who are important to me would find using mobile banking services beneficial 

[SN3] People who are important to me would find using mobile banking services a good idea

[SN4] More and more people around me use mobile banking service 
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3.4.2.  Perceived Usefulness 

 The study identified perceived usefulness influence to perceived ease of use 

and attitude toward mobile banking. Perceived usefulness is defined as the 

understandable degree of consumers on using new technologies such as mobile 

banking to improve their job performance (Davis, 1989). There were 6 items 

measured in this factor and revised from Al-Adwan et al. (2012) and Shroff et al. 

(2011). All items above measured with a seven-point Likert scale ranging by 

marking 1= totally disagree, 7= totally agree.  

Perceived Usefulness   Al-Adwan et al. (2012) and Shroff et al. (2011) 

[PU1] Using mobile banking will allow me to accomplish tasks more quickly  

[PU2] Using mobile banking add to my task effectiveness 

[PU3] Using mobile banking makes it easier to do my task 

[PU4] Using mobile banking improves my task performance 

[PU5] Using mobile banking saves me time and effort in performing Tasks 

[PU6] Mobile banking is useful in performing my task 

3.4.3. Perceived Ease of Use 

The study identified perceived ease of use influence to perceived value and 

attitude toward mobile banking. Perceived ease of use is described as “the degree 

to which a person believes that using a particular system would be free of effort” 

(Davis 1989) which means he/she could get used to service application easily and 

no additional effort. This factor was measured with 4 items based on Teo (2009) 

and Chang et al. (2012). All items above measured with a seven-point Likert scale 

ranging by marking 1= totally disagree, 7= totally agree. 

Perceived Ease of Use  Teo (2009) and Chang et al (2012) 

[PEOU3] My interaction with mobile banking is clear and Understandable 

[PEOU4] It is convenient to access mobile banking 

[PEOU1] It is easy to use mobile banking 

[PEOU2] It is easy to get mobile banking to do what I want it to do 
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3.4.4. Technicality 

 The study identified technicality influence on perceived value. Delone and 

McLean (1992) defined technicality as the perception of the technical difficulty of 

mobile banking in the process of providing products and services which include 

easy to understand on using it; system reliability; connectivity and efficiency. This 

factor was measured with 4 items modified from Davis (1989) and Delone and 

McLean (1992). All items above measured with a seven-point Likert scale ranging 

by marking 1= totally disagree, 7= totally agree. 

Technicality    Davis (1989) and Delone and McLean (1992) 

[TCH1] I think mobile banking provides a convenient features 

[TCH2] Mobile banking can be connected instantly 

[TCH3] Mobile banking takes a short time to respond 

[TCH4] The system of mobile banking is reliable 

3.4.5. Perceived Fee 

The study identified perceived fee influence to perceived value. The 

perceived fee is the consumer’s acceptance of price about what they have to spend 

on adopting mobile banking such as money, time and effort. This factor is 

measured with 4 items revised from Kim et al (2007). All items above measured 

with a seven-point Likert scale ranging by marking 1= totally disagree, 7= totally 

agree. 

Perceived Fee   Kim et al (2007) 

[PF1] The fee that I have to pay for the use of mobile banking is low 

[PF2] The fee that I have to pay for access mobile banking is reasonable  

[PF3] I am pleased with the price I have to pay for the use of mobile banking  

[PF4] I think the transaction fee of using mobile banking is cheap 

3.4.6. Perceived Value 

 The study identified perceived value influence to attitude toward mobile 

banking. Perceived value is explained as an all-inclusive assessment of consumers 
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whereas connecting with product features from the awareness of what is received 

and what is given. There were 5 items were measured and revised from Kim et al 

(2007), Khaled (2016). All items above measured with a seven-point Likert scale 

ranging by marking 1= totally disagree, 7= totally agree. 

Perceived Value   Kim et al (2007), Khaled (2016) 

[PV1] Compared to the cost I need to pay, the use of mobile banking provides more benefit 

[PV2] Compared to the effect I need to set up, the use of mobile banking is favorable to me 

[PV3] Compared to the time I need to spend, the use of mobile banking is useful to me. 

[PV4] Overall, using mobile banking delivers me good value.  

[PV5] The experience that I’ve been using mobile banking has satisfied my needs and wants 

3.4.7. Attitude Toward Mobile Banking 

 The study identified attitudes toward mobile banking influence on behavior 

intention. Attitudes toward a behavior are defined as the performance level of 

positive or negative behavior and the total set determines between reachable 

behavioral beliefs and the behavior to vary result and other features. There were 6 

items were measured and revised from Aboelmaged & Gebba (2013) and Aixia et 

al. (2011). All items above measured with a seven-point Likert scale ranging by 

marking 1= totally disagree, 7= totally agree. 

Attitude toward Mobile Banking     Aboelmaged & Gebba (2013) and Aixia et al. (2011)

[ATMB1] I believe it is a good idea to use this mobile banking for my task performance.  

[ATMB2] Operating through mobile banking is a wise idea  

[ATMB3] I am positive toward mobile banking  

[ATMB4] I would be interested in doing the process through mobile banking  

[ATMB5] Using mobile banking will save my money   

[ATMB6] I think that using mobile banking is pleasant 

3.4.8. Behavior Intention 

 The study identified behavior intention influence to adoption. Behavior 

intention is defined as the action that an individual will aim to use new technology 

like mobile banking. There were 6 items in this factor were measured and revised 
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from Martins et al. (2014); Mehrad & Mohammadi (2016). All items above 

measured with a seven-point Likert scale ranging by marking 1= totally disagree, 

7= totally agree. 

Behavior Intention     Martins et al. (2014);  Mehrad & Mohammadi (2016) 

[BI1] I’m going to use mobile banking services  

[BI2] I want to gain more information on mobile banking  

[BI3] I’m going to do transaction through mobile banking service  

[BI4] I want to manage my bank accounts using mobile banking 

[BI5] I intend to perform transactions via mobile banking, such as checking account balance.  

[BI6] Whenever possible, I will use mobile banking services, rather than traditional banking services.

3.4.9. Adoption Intention 

 Information advancement and communication technology could lead to 

mobile banking adoption (Aboelmaged & Gebba, 2013). Einav et al. (2014) stated 

that users had adopted mobile applications when making their first online activity. 

This study also adopted the intention and conducted an exploratory analysis. There 

were 5 items in this factor were measured and revised from Perdigoto and Picoto 

(2012) and Hsu and Chiu (2004). All items above measured with a seven-point 

Likert scale ranging by marking 1= totally disagree, 7= totally agree.  

Adoption Intention     Perdigoto and Picoto (2012) and Hsu and Chiu (2004) 

[AI1] I plan to use mobile banking in the future. 

[AI2] I will regularly use mobile banking in the future 

[AI3] I will adopt mobile banking as soon as possible   

[AI4] I am highly interested in trying out the mobile banking system. 

[AI5] I will recommend the use of mobile banking to my friends. 

3.4.10. Perceived Behavioral Control 

 The study identified perceived behavior control influence of attitude toward 

mobile banking on behavior intention. Perceived behavior control is the evaluation 

level which people aware that control over the intention of interest in using mobile 

banking. There were 6 items in this factor were measured and revised from Ho and 
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Ko (2008) and Wu and Chen (2005). All items above measured with a seven-point 

Likert scale ranging by marking 1= totally disagree, 7= totally agree. 

Perceived behavioral control  Ho and Ko (2008) and Wu and Chen (2005) 

[PBC1] I think I can use the mobile banking services effectively.  

[PBC2] Using mobile banking service is entirely within my control. 

[PBC3] I would be able to use mobile banking well for financial transactions.  

[PBC4] I think that I have the resources, knowledge, and ability to use mobile banking. 

[PBC5] I am able to use mobile banking without help.   

[PBC6] I have the power to decide whether I want to use mobile banking as check account, 

payment, and any other possible features. 

3.4.11. Perceived Risk Toward Using Mobile Banking 

 The study identified perceived risk toward using mobile banking influence 

of attitude toward mobile banking on behavior intention. Perceived risk explained 

as the consumer perception upon a negative image or insecure which can happen 

when they are using the mobile banking system. There were 5 items in this factor 

were measured and revised from Chavali, & Kumar (2018), Pavlou (2001). All 

items above measured with a seven-point Likert scale ranging by marking 1= 

totally disagree, 7= totally agree. 

Perceived Risk Toward Using Mobile banking    Chavali, & Kumar (2018), Pavlou (2001)

[PRT1] I feel not very safe when using mobile banking  

[PRT2] I am worried that private information would be leaked when using mobile banking 

[PRT3] I do not believe that the design of the mobile banking system can provide security and 

privacy.  

[PRT4] I am concerned about the security of banking via mobile phones.  

[PRT5] I think the security risk is higher using mobile banking service than using traditional 

bank transactions. 
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3.5.   Data Analysis Procedure 

 The testing hypotheses in this study will be implemented SPSS 23.0 

software to analyze the data collection. The data analysis techniques is followed. 

3.5.1. Descriptive Analysis 

 To comprehend the characteristics of each variable, descriptive statistics 

were implicated to analyze the data collection in quantitative terms. Besides, 

descriptive statistics consist of the frequency of distribution; means and standard 

deviation of each variable among dependent and independent sides. 

3.5.2. Reliability of the Measurement Variables 

 Factor analysis was used to observe and confirm the dimensionality and 

reliability from data collection of each research constructs. The purpose is to pick 

out questionnaire items whichever factor loadings have a high effect and then the 

chosen items were compared with item theoretically suggested. In the next process 

after using factor analysis, Cronbach's alpha was conducted to analyze correlation 

and internal consistency. Coefficient alpha and item-to total correlation were the 

assessment to pinpoint the internal consistency and reliability of the constructs. 

Then, eigenvalues, screen test, will be used for determining the figure of 

dimensions which extracted from the principal component factor analysis.  

According to Hair et al. (2010), the following criteria:  

(1) KMO > 0.5 and Barlett p < 0.05  

(2) Communality > 0.5  

(3) Explained Variance (Accumulative) > 0.6  

(4) Eigen Value > 1  

(5) Difference between Loading > 0.3  

(6) Factor Loading > 0.6  

(7) Cronbach’s α > 0.7; (8) Item to Total Correlation > 0.5 
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  Those questionnaire items that do not fulfill these rules of thumb were 

excluded from further analyses. 

3.5.3. Hypotheses Testing Techniques 

 Both of the measurement model and the structural model was used the 

Partial Least Squares (PLS) path modeling algorithm. Smart PLS is not much 

restrictive whereas the distribution assumption, sample size limitation, and 

multicollinearity situation are normal (Ribbink et al., 2004; Anderson & 

Swaminathan, 2011) than other alternatives. The basic rules of thumb for assessing 

the model of PLS were the coefficients of determination (R2). The second is the 

crucial global criterion is that the goodness-of-fit (i.e., the GoF index). According 

to Schroer and Hertel (2009), there is three determination of R2 value. R2 greater 

than 0.672 is assumed to be substantial; 0.33 is explained as moderate, while 0.19 

is explained as weak. Therefore, the R2 in this study will be determined by 0.33 

as the criteria. Based on Vinzi et al. (2010), the goodness of fit index (GoF) better 

than 0.36 is assumed to be large; 0.25 is explained as a medium, while 0.10 is 

explained as small. Moreover, the average variance extracted (AVEs) of the 

constructs is much greater than the benchmark of 0.5 as recommended (Hair, et 

al., 2011). The composite reliability (CR) should be better than 0.6 (Nunnally & 

Bernstein, 2010). Those criteria can justify the validity and reliability of the 

measurement model. When the structural and measurement model were reliable 

by verifying, then testing the hypotheses will use coefficients of the path 

parameters as advanced in this study.  
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CHAPTER FOUR 

RESULT AND DATA ANALYSIS 

4.1.   Descriptive Analysis  

 To illustrate information about respondent characteristics and the results, 

preliminary analyses were conducted in this section.  

4.2.   Response rates and Data Collection  

The data were gathered through questionnaire survey in one-year period 

from the middle of March 2018, to the middle of March 2019 in Phnom Penh 

Capital City, Cambodia. The survey was sent through online to 125 students at 

Center for Banking Studies; 50 from banking users and 160 questionnaires was 

sent direct to the students at Royal University of Phnom Penh. The participant of 

253 respondents were collected which is equal to 75.52%. There is no missing data 

from the 253 questionnaires; hence there were 253 are applicable. 

4.3.   Characteristics of Respondent 

 Table 4–1 illustrates the descriptive analysis of this study. There are eight 

major points: (1) Gender, (2) Marriage, (3) Age, (4) Education, (5) Occupation, 

(6) Monthly Income, (7) Experience in Mobile Banking, (8) Preference Mobile 

Banking Features. There was 253 respondents validity in this survey, whereas 

female were 151 (59.68%) and single were 208 (82.21%). Mostly, respondents’ 

aged were between 16 and 25 years old (64.82%), 26-35 years old (32.02%), 

respectively. The respondents who hold a Bachelor's degree or above were more 

than 93%. Respondent occupation 59.29% were student, the rest were employed. 

The higher percentage for monthly income were ranged between smaller than 

US$100 and US$101-US$350 which is respectively 29.64% and 36.76%. The 

experience of using mobile banking was mostly from 1-12 months (54.55%). 
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Followed by 1-2 years (25.30%). There was 3 mobile banking feature such as 

check account; transfer money and payment were similarly preferred used which 

is respectively 37.93%; 23.32% and 30.04%. 

 Table 4-2 indicates the frequency experience of using mobile banking. The 

feature was such as check account; transfer money; payment; send cash to ATM; 

phone top-up and others. The result shows that send cash to ATM and others 

feature were mostly never use (50.59%; 46.64%). The most common use of mobile 

features was check account (40.32%). For transfer, money features were the same 

as phone top-up in common use (27.67%). The most frequent use among other 

features was payment (25.69%).  

Table 4- 1: Characteristics of the Respondents  

Demographic Variables Frequency Percent 

Gender 
Male 102 40.32% 

Female 151 59.68% 

Marriage 
Single 208 82.21% 
Married 45 17.79% 

Age 

16-25 years old 164 64.82% 

26-35 years old 81 32.02% 

36-45 years old 7 2.77% 

> 66 years old 1 0.40% 

Education 

High School 19 7.5 

Bachelor 197 77.9 

Master 33 13.0 

Doctoral 4 1.6 

Occupation 

Student 150 59.29% 

Industrial sector 18 7.11% 
Service sector employee 54 21.34% 
Other 31 12.25% 

Monthly Income 

US$100 or less 75 29.64% 

US$101 to US$350 93 36.76% 

US$351 to US$500 34 13.44% 

US$501 to US$1,000 33 13.04% 
US$1,001 to US$2,000 12 4.74% 

 US$2,001 to US$3,000 4 1.58% 

 

Over US$3,000 2 0.79% 
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Table 4- 2: Characteristics of the Respondents (Continued) 

Experience in MB 

1-12 months 138 54.55% 

1-2 years 64 25.30% 

3-5 years 42 16.60% 

6-10 years 8 3.16% 

> 10 year 1 0.40% 

Preference MB features 

Check account 96 37.94% 

Transfer money 59 23.32% 

Payments 76 30.04% 

Other 22 8.70% 

(N = 253) 

Source: Original study 

Table 4- 3: Frequency experience on using Mobile Banking (N: 253) 

Categories Never use Seldom use Common use Frequent use 
Very frequent 

use 

Check account 53 20.95% 27 10.67% 102 40.32% 44 17.39% 27 10.67% 

Transfer money 75 29.64% 58 22.92% 70 27.67% 32 12.65% 18 7.11% 

Payment 80 31.62% 40 15.81% 65 25.69% 52 20.55% 16 6.32% 

Send cash to ATM 128 50.59% 41 16.21% 52 20.55% 20 7.91% 12 4.74% 

Phone top up 59 23.32% 30 11.86% 70 27.67% 53 20.95% 41 16.21% 

Others 118 46.64% 46 18.18% 64 25.30% 17 6.72% 8 3.16% 

Source: Original study 

4.4.   Measurement Results for Research Variables 

 Table 4-3 showed the statistics of descriptive which conform from each 

variable of 253 respondents such as mean and standard deviations. The results of 

means and standard deviations were demonstrated as Table 4-3 illustrated that all 

participants describe with high levels as the mean were above 4 for most items of 

the research framework constructs. Particularly, perceived usefulness, perceived 

ease of use, technicality, perceived fee, perceived value, attitude toward mobile 

banking, behavior intention, adoption intention, perceived behavior control has 

mean scores over 5.0 in a seven-point Likert scale except the construct external 
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influence which has 4 factors such as social influence (M=4.688-5.585), word of 

mouth (M=4.237-4.842), trust (M=4.925-5.170) and Social norm (M=4.747-5.348) 

and construct of perceived risk toward using mobile banking (M=4.423-4.783). 

Table 4- 4: Descriptive Analysis for Questionnaire Items 

Research Items Mean 
Standard 
Deviation 

Research constructs: External Influence     
Social Influence   
[SI1] People who influence my behavior think that I should use mobile banking 4.826 1.489 
[SI2] People who are important to me think that I should use the mobile banking 5.047 1.394 
[SI3] My classmates who have good performance have benefited from using mobile banking 4.688 1.624 
[SI4] In general, the bank has supported the use of mobile banking 5.585 1.157 
Word of Mouth   
[WOM1] I have recommended by many people to use mobile banking. 4.787 1.569 
[WOM2] I often got suggestion to use mobile banking from my friends. 4.621 1.613 
[WOM3] My friends always try to convince me to use mobile banking.   4.237 1.750 
[WOM4] Many people try to show the benefits of mobile banking to me   4.842 1.535 
[WOM5] I try to spread the good-word about mobile banking.    4.680 1.534 
Trust   
[TR1]  Mobile banking has enough protection to make me feel comfortable using it 5.138 1.369 
[TR2]  I feel assured that legal structures adequately protect me from problems 
associated with using mobile banking services 

4.925 1.400 

[TR3]  I feel confident that technological advances (such as encryption) on mobile 
make it safe for me to use mobile banking 

5.170 1.237 

[TR4]  In general, the mobile device is a safe environment in which to transact 
banking activities through mobile devices 

5.115 1.333 

Social Norm   
[SN1]  People who are important to me would recommend using mobile banking services  4.747 1.591 
[SN2]  People who are important to me would find using mobile banking services 
beneficial  

4.921 1.420 

[SN3] People who are important to me would find using mobile banking services a 
good idea  

5.142 1.451 

[SN4]  More and more people around me use mobile banking service 5.348 1.311 

Perceived Usefulness 
[PU1] Using mobile banking will allow me to accomplish tasks more quickly 5.798 1.110 
[PU2]  Using mobile banking add to my task effectiveness 5.455 1.173 
[PU3]  Using mobile banking makes it easier to do my task 5.597 1.139 
[PU4]  Using mobile banking improves my task performance 5.375 1.136 
[PU5]  Using mobile banking saves me time and effort in performing tasks 5.830 1.057 
[PU6] Mobile banking is useful in performing my task 5.530 1.118 

Perceived Ease of Use 
[PEOU1]  It is easy to use mobile banking 5.644 1.148 
[PEOU2]  It is easy to get mobile banking to do what I want it to do 5.502 1.164 
[PEOU3]  My interaction with mobile banking is clear and understandable 5.277 1.200 
[PEOU4]  It is convenient to access mobile banking 5.407 1.217 
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Table 4- 5: Descriptive Analysis for Questionnaire Items (Continued) 
Technicality 

[TCH1] I think mobile banking provides a convenient features 5.589 1.097 
[TCH2] Mobile banking can be connected instantly 5.439 1.172 
[TCH3] Mobile banking takes a short time to respond 5.684 0.997 
[TCH4] The system of mobile banking is reliable 5.399 1.149 

Perceived Fee 
[PF1] The fee that I have to pay for the use of mobile banking is low 5.158 1.371 
[PF2]  The fee that I have to pay for access mobile banking is reasonable 5.285 1.262 
[PF3]  I am pleased with the price I have to pay for the use of mobile banking 5.158 1.359 
[PF4] I think the transaction fee of using mobile banking is cheap. 5.099 1.415 

Perceived Value 
[PV1]  Compared to the cost I need to pay, the use of mobile banking provides more 
benefit 

5.415 1.178 

[PV2] Compared to the effect I need to set up, the use of mobile banking is 
favorable to me 

5.229 1.135 

[PV3] Compared to the time I need to spend, the use of mobile banking is useful to 
me. 

5.447 1.189 

[PV4] Overall, using mobile banking delivers me good value. 5.490 1.129 
[PV5] The experience that I’ve been using mobile banking has satisfied my needs and wants 5.360 1.209 

Attitude toward Mobile Banking 
[ATMB1]  I believe it is (would be) a good idea to use this mobile banking for my 
task performance. 

5.573 1.109 

[ATMB2]  Operating through mobile banking is a wise idea 5.561 1.179 
[ATMB3]  I am positive toward mobile banking 5.565 1.127 
[ATMB4]  I would be interested in doing the process through mobile banking  5.577 1.038 
[ATMB5] Using mobile banking will save my money  5.340 1.203 
[ATMB6]  I think that using mobile banking is pleasant 5.316 1.135 

Behavior Intention 
[BI1] I’m going to use mobile banking services 5.605 1.267 
[BI2] I want to gain more information on mobile banking 5.696 1.154 
[BI3] I’m going to do transaction through mobile banking service 5.644 1.172 
[BI4] I want to manage my bank accounts using mobile banking  5.755 1.078 
[BI5] I intend to perform transactions via mobile banking, such as checking account 
balance.  

5.739 1.193 

[BI6] Whenever possible, I will use mobile banking services, rather than traditional 
banking services. 

5.791 1.102 

Adoption Intention 
[AI1] I plan to use mobile banking in the future. 5.858 1.166 
[AI2] I will regularly use mobile banking in the future 5.700 1.100 
[AI3] I will adopt mobile banking as soon as possible  5.526 1.233 
[AI4] I am highly interested in trying out the mobile banking system. 5.589 1.174 
[AI5]  I will recommend the use of mobile banking to my friends. 5.542 1.200 

Perceived Behavior Control 
[PBC1] I think I can use the mobile banking services effectively.  5.510 1.143 
[PBC2] Using mobile banking service is entirely within my control. 5.352 1.188 
[PBC3] I would be able to use mobile banking well for financial transactions 5.415 1.133 
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Table 4- 6: Descriptive Analysis for Questionnaire Items (Continued) 
[PBC4] I think that I have the resources, knowledge, and ability to use mobile 
banking.   

5.490 1.246 

[PBC5] I am able to use mobile banking without help.  5.111 1.367 

[PBC6]  I have the power to decide whether I want to use mobile banking as check 
account, payment, and any other possible features. 

5.656 1.160 

Perceived Risk toward Using Mobile Banking 
[PRT1] I feel not very safe when using mobile banking 4.447 1.818 
[PRT2]  I am worried that private information would be leaked when using mobile 
banking   

4.711 1.601 

[PRT3] I do not believe that the design of the mobile banking system can provide 
security and privacy. 

4.423 1.669 

[PRT4] I am concerned about the security of banking via mobile phones. 4.783 1.562 

[PRT5] I think the security risk is higher using mobile banking service than using 
traditional bank transactions. 

4.565 1.667 

Source: Original study 

4.5.   Factor Analysis and Reliability Test 

 This study was verified the construct dimensionality and reliability, 

purification processes. Moreover, the factor analysis and Cronbach’s alpha 

analysis were conducted in this study. Factor analysis is the process of examination 

the primary structure of the data. Coefficient (Cronbach’s) alpha internally 

measured the consistency of each identified dimension. Firstly, factor analysis was 

performed to recognize the construct dimensionality to select maximum factor 

loading of questionnaire items base on the determination criterion. Secondly, item 

to total correlation and coefficient alpha were compiled to identify the internal 

consistency and reliability of the construct. The method applied in the process of 

factor analysis was principal component and varimax rotated method to take out 

the related factors of which eigenvalue is higher than 1. There are two important 

criteria such as factor loading which are greater than 0.6 and the variance of factor 

loadings between each item is bigger than 0.3 to ensure in the specification. The 

item-to-total correlation is to analyze the reliability which must be greater than 0.5. 

Cronbach’s coefficient alpha (α) must be greater than 0.7 (Hair et al., 2010). 
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The factor analysis and reliability test results for each construct are demonstrated 

from Table 4-4 to Table 4-14. 

4.5.1. External Influence 

 Table 4-4 illustrated the results of factor loadings which were measured 

External Influence construct. This construct has four factors including social 

influence; word of mouth; trust and social norm. The results illustrate that for the 

factor of “Social Influence”, the variance explained by this factor is 69.531%. One 

item, “SI4: In general, the bank has supported the use of mobile banking”, was 

deleted due to the factor loading smaller than 0.7 while the other items were higher 

than 0.8 (0.813-0.844). Cronbach’s α value is 0.781, including all variables of 

item-to-total correlation (0.588~0.629) which have a high coefficient. For the 

factor of “Word of Mouth”, the variance explained by this factor is 69.266%. The 

factor loading of all items was ranged from 0.816 to 0.859. The results also show 

that the value of Cronbach’s α for the factor of word of mouth is 0.889, including 

the variables of item-to-total correlation (0.712~0.768) which have a high 

coefficient. “Trust” factor, the variance explained is 71.279% and the Cronbach’s 

α value is 0.866, including item-to-total correlation (0.666~0.752) which has a 

high coefficient. “Social Norm” factor, the variance explained is 81.201% and was 

deleted one item because factor loading was smaller than 0.7, “SN4: More and 

more people around me use mobile banking service”. The other items have a high 

coefficient of factor loading (0.879-0.921). The value for the Cronbach’s α of this 

factor is 0.884, including item-to-total correlation (0.735~0.809) which has a high 

coefficient. 
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Table 4- 7: Results of Factor Analysis and Reliability Test of External Influence 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained 

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Social Influence   2.086 69.531   0 .781  

[SI2]  People who are important to me think 
that I should use the mobile banking 0.844   0.629  

[SI1] People who influence my behavior 
think that I should use mobile banking 0.844   0.632  

[SI3] My classmates who have good 
performance have benefited from using 
mobile banking 

0.813   0.588  

[SI4]  In general, the bank has supported the 
use of mobile banking 

Factor Loading < 0.7                                        Deleted 

Word of Mouth  3.463 69.266  0.889 

[WOM2] I often got suggestion to use 
mobile banking from my friends. 

0.859   0.712  

[WOM3] My friends always try to convince 
me to use mobile banking.   

0.847   0.768  

[WOM1] I have recommended by many 
people to use mobile banking. 

0.820   0.749  

[WOM4] Many people try to show the 
benefits of mobile banking to me   

0.819   0.713  

[WOM5] I try to spread the good-word about 
mobile banking.      

0.816   0.709  

Trust  2.855 71.279  0.866 

[TR2] I feel assured that legal structures 
adequately protect me from problems 
associated with using mobile banking 
services 

0.869   0.752  

[TR3] I feel confident that technological 
advances (such as encryption) on mobile 
make it safe for me to use mobile banking 

0.856   0.732  

[TR1] Mobile banking has enough protection 
to make me feel comfortable using it 0.844   0.714  

[TR4] In general, the mobile device is a safe 
environment in which to transact banking 
activities through mobile devices 

0.810   0.666  

Social Norm  2.436 81.201  0.884 
[SN2] People who are important to me would 
find using mobile banking services beneficial  0.921   0.809  

[SN3] People who are important to me would 
find using mobile banking services a good 
idea  

0.904   0.775  

[SN1] People who are important to me would 
recommend using mobile banking services  0.879   0.735  

[SN4] More and more people around me use 
mobile banking service 

Factor Loading < 0.7                                        Deleted 

Source: Original study 
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4.5.2. Perceived Usefulness 

 Perceived Usefulness construct has 5 items which are detailed in table 4-5. 

In general, all items have factor loadings higher than 0.7 (0.732-0.837). Besides, 

the construct’s eigenvalue is 3.720 higher than 1, while the accumulative 

explained was 62.000% which shows these are important underlying factors for 

this construct. For reliability test indicated all variables were significant when the 

item-to-total correlations of all items were over 0.5 (0.618-0.745), contributing to 

the high value of Cronbach’s coefficient alpha α = 0.877, thus representing the 

variable were reliable and consistency in construct. 

Table 4- 8: Results of Factor Analysis and Reliability Test of Perceived 

Usefulness 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained 

Item-to-
total 

correlation 

Cronbach
’s Alpha 

(α) 

Perceived Usefulness   3.720  62.000    0.877  

[PU3] Using mobile banking makes it 
easier to do my task 

0.837   0.745 
 

[PU4] Using mobile banking improves my 
task performance 

0.805   0.702 
 

[PU2] Using mobile banking add to my task 
effectiveness 

0.799   0.698 
 

[PU6] Mobile banking is useful in 
performing my task 

0.780   0.672 
 

[PU5] Using mobile banking saves me time 
and effort in performing tasks 

0.768   0.658 
 

[PU1] Using mobile banking will allow me 
to accomplish tasks more quickly 0.732   0.618   

Source: Original study 

4.5.3. Perceived Ease of Use 

 Table 4-6 illustrated the perceived ease of use construct which has 4 items. 

All items have high factor loading which ranged from 0.807 to 0.850. Between 

each item, item PEOU3 “My interaction with mobile banking is clear and 

understandable” has the highest Factor loading is 0.850. Moreover, the construct’s 

eigenvalue is 2.744 higher than 1, which getting a reasonable proportion of 

accumulative explained is 68.611% and substantive sense, which shows these are 
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important underlying factors for this construct. The reliability test showed all 

variables are significant when the item-to-total correlations of all items are above 

0.6 (0.656-0.717), contributing to the high value of Cronbach’s coefficient alpha 

α = 0.842, thus representing a high internal consistency in construct. 

Table 4- 9: Results of Factor Analysis and Reliability Test of Perceived Ease of Use 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained 

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Perceived Ease of Use   2.744  68.611             0.842  

[PEOU3] My interaction with mobile 
banking is clear and understandable 

0.850   0.717 
 

[PEOU4] It is convenient to access mobile 
banking 

0.828   0.684 
 

[PEOU2] It is easy to get mobile banking to 
do what I want it to do 

0.827   0.683 
 

[PEOU1] It is easy to use mobile banking 
0.807   0.656 

 

Source: Original study 

4.5.4. Technicality 

 Table 4-7 shows the factor loadings result for the measurements of 

Technicality. The results indicate that the “Technicality” construct, the variance 

explained is 63.668%, the factor loading of all items was greater than 0.7 (0.772-

0.816) and the eigenvalue was over 1 (2.547). The value of Cronbach’s α for the 

factor is 0.0.810, including item-to-total correlation (0.595~0.649) which has a 

high coefficient. According to all criteria, we can wrap up that the internal 

consistency and reliability of this factor are reliable. 
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Table 4- 10: Results of Factor Analysis and Reliability Test of Technicality 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained 

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Technicality   2.547  63.668    0.810  

[TCH2] Mobile banking can be connected 
instantly 

0.816   0.649  

[TCH3] Mobile banking takes a short time 
to respond 

0.803   0.632  

[TCH1] I think mobile banking provides a 
convenient feature 

0.800   0.629  

[TCH4] The system of mobile banking is 
reliable 

0.772   0.595  

Source: Original study 

4.5.5. Perceived Fee 

 This construct has 4 items that used to explain the perceived fee construct. 

The items of each factor are indicated in table 4-8. In this construct, all the 

variables have factor loadings value higher than 0.7. The highest value was item 

PF3 “I am pleased with the price I have to pay for the use of mobile banking.” had 

the highest factor loading of 0.883 and eigenvalue = 2.966. The components had 

accumulated a total of 74.146% of explained variance which shows these are 

important underlying factors for this construct. A high internal consistency within 

the perceived sacrifice of this factor is represented by all item to total correlation 

are greater than 0.5 (0.701-0.806), Cronbach’s α = 0.883. According to all criteria, 

we can wrap up that the internal consistency and reliability of this factor are 

reliable. 
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Table 4- 11: Results of Factor Analysis and Reliability Test of Perceived Fee 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Perceived Fee    2.966  74.146        0.883  

[PF3] I am pleased with the price I have to 
pay for the use of mobile banking 

       
0.900   

  
            

0.806   
[PF2] The fee that I have to pay for access 
mobile banking is reasonable 

       
0.871   

 
            

0.760   
[PF4] I think the transaction fee of using 
mobile banking is cheap. 

       
0.841   

 
            

0.717   
[PF1] The fee that I have to pay for the use 
of mobile banking is low 

       
0.830   

 
            

0.701   

Source: Original study 

4.5.6. Perceived Value 

 Table 4-9 indicates the perceived value which has 5 items. In this construct, 

all the variables have factor loadings value higher than 0.6 (0.818-0.836). Item 

PV4 “Overall, using mobile banking delivers me the good value” had the highest 

factor loading of 0.836, indicating this item had the highest relation to perceived 

value. A high internal consistency within the perceived value of this factor is 

represented by all item to total correlation are greater than 0.5 (0.710-0.734), 

Cronbach’s α = 0.887 and eigenvalue = 3.447. The components had accumulated 

a total of 68.943% of explained variance which shows these are important 

underlying factors for this construct. Based on all criteria, we can conclude that 

the reliability and internal consistency of this factor are acceptable. 
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Table 4- 12: Results of Factor Analysis and Reliability Test of Perceived Value 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Perceived Value     3.447  68.943             0.887  

[PV4] Overall, using mobile banking 
delivers me good value. 

       
0.836   

 
            

0.734   
[PV3] Compared to the time I need to spend, 
the use of mobile banking is useful to me. 

       
0.834   

 
            

0.732   
[PV1] Compared to the cost I need to pay, 
the use of mobile banking provides more 
benefit 

       
0.833  

 
 

            
0.728  

 
[PV2] Compared to the effect I need to set 
up, the use of mobile banking is favorable to 
me 

       
0.832  

 
 

            
0.727  

 
[PV5] The experience that I’ve been using 
mobile banking has satisfied my needs and 
wants 

       
0.818  

 
 

            
0.710  

 

Source: Original study 

4.5.7. Attitude toward Mobile Banking 

 Table 4-10 shows the factor loadings result for the measurements of attitude 

toward mobile banking. The results show that the construct of “attitude toward 

mobile banking”, the variance explained is 62.649%. There are 6 items in this 

factor and one item was deleted due to factor loading lower than 0.7. The rest of 

the other items, factor loading were higher than 0.7 (0.751-0.837). The value of 

Cronbach’s α is 0.850, including all variables of item-to-total correlation 

(0.614~0.716) which have a high coefficient. According to all criteria, we can 

wrap up that the reliability and internal consistency of this factor are reliable. 
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Table 4- 13: Results of Factor Analysis and Reliability Test of Attitude toward 

Mobile Banking 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Attitude toward mobile banking   3.132  62.649             0.850  

[ATMB3] I am positive toward mobile 
banking 

       
0.837   

  
            

0.716   
[ATMB4] I would be interested in doing the 
process through mobile banking  

       
0.819   

 
            

0.694   
[ATMB6] I think that using mobile banking 
is pleasant 

       
0.775   

 
            

0.644   
[ATMB1] I believe it is (would be) a good 
idea to use this mobile banking for my task 
performance. 

       
0.772  

 
 

            
0.632  

 
[ATMB5] Using mobile banking will save 
my money  

       
0.751   

 
            

0.614   
[ATMB2] Operating through mobile 
banking is a wise idea 

Factor Loading < 0.7                                        Deleted   

Source: Original study 

4.5.8. Behavior Intention 

 Table 4-11 shows the factor loadings result for the measurements of 

behavioral intention. The results show that the construct of “behavior intention”, 

the variance explained by this factor is 65.691%. There are 6 items in this factor 

and one item was deleted due to factor loading lower than 0.7. The rest of the other 

items, factor loading were higher than 0.7 (0.766-0.849). The Cronbach’s α value 

for the factor is 0.869, including all variables of item-to-total correlation 

(0.638~0.748) which have a high coefficient. According to all criteria, we can 

wrap up that the internal consistency and reliability of this factor are reliable. 
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Table 4- 14: Results of Factor Analysis and Reliability Test of Behavior 

Intention 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Behavior Intention   3.285  65.691             0.869  
[BI3] I’m going to do transaction through 
mobile banking service 

0.849   0.748  

[BI5] I intend to perform transactions via 
mobile banking, such as checking account 
balance.  

0.831   0.719  

[BI1] I’m going to use mobile banking 
services 

0.829   0.717  

[BI4] I want to manage my bank accounts 
using mobile banking  

0.774   0.647  

[BI6] Whenever possible, I will use mobile 
banking services, rather than traditional 
banking services. 

0.766   0.638  

[BI2] I want to gain more information on 
mobile banking 

Factor Loading < 0.7                                        Deleted 

Source: Original study 

4.5.9. Adoption Intention 

 Table 4-12 shows the factor loadings result for the measurements of 

adoption intention. The results show that the construct of “adoption intention”, the 

variance explained by this factor is 68.100%. There are 5 items in this factor has 

factor loading higher than 0.7 (0.806-0.861). The Cronbach’s α value for the factor 

is 0.883, including all variables of item-to-total correlation (0.692~0.769) which 

have a high coefficient. According to all criteria, we can wrap up that the internal 

consistency and reliability of this factor are reliable. 
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Table 4- 15: Results of Factor Analysis and Reliability Test of Adoption 

Intention 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Adoption Intention   3.405  68.100             0.883  
[AI4] I am highly interested in trying out 
the mobile banking system. 

       
0.861   

 
            

0.769   
[AI1] I plan to use mobile banking in the 
future. 

       
0.826   

 
            

0.716   
[AI2] I will regularly use mobile banking in 
the future 

       
0.818   

 
            

0.709   
[AI5]  I will recommend the use of mobile 
banking to my friends. 

       
0.814   

 
            

0.702   
[AI3] I will adopt mobile banking as soon 
as possible  

       
0.806   

  
            

0.692   

Source: Original study 

4.5.10. Perceived Behavior Control Moderator 

 Table 4-13 shows the factor loadings result for the measurements of 

relational moderators. The results show that “perceived behavior control”, the 

variance explained by this factor is 64.614%, factor loading of 6 items has a high 

coefficient (0.713-0.834). The Cronbach’s α value for the factor is 0.890, including 

all variables of item-to-total correlation (0.603~0.740) which have a high 

coefficient. According to all criteria, we can wrap up that the internal consistency 

and reliability of this factor are reliable. 
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Table 4- 16: Results of Factor Analysis and Reliability Test of Perceived 

Behavior Control Moderator 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Perceived Behavioral Control   3.877  64.614             0.890  

[PBC3] I would be able to use mobile 
banking well for financial transactions 

       
0.834   

 
            

0.740   
[PBC1] I think I can use the mobile 
banking services effectively.  

       
0.832   

 
            

0.737   
[PBC2] Using mobile banking service is 
entirely within my control. 

       
0.826   

 
            

0.735   
[PBC4] I think that I have the resources, 
knowledge, and ability to use mobile 
banking.   

       
0.820  

 
 

            
0.727  

 
[PBC6]  I have the power to decide whether 
I want to use mobile banking as check 
account, payment, and any other possible 
features. 

       
0.791  

 

 
            

0.691  
 

[PBC5] I am able to use mobile banking 
without help.  

       
0.713   

 
            

0.603   

Source: Original study 

4.5.11. Perceived Risk toward Using Mobile Banking Moderator 

 Table 4-14 indicates the factor loadings result for the relational moderators’ 

measurement. The results show that the construct of “perceived risk toward using 

mobile banking”, the variance explained by this factor is 76.186%, factor loading 

of 5 items has a high coefficient (0.858-0.904). The Cronbach’s α value for the 

factor is 0.922, including all variables of item-to-total correlation (0.777~0.840) 

which have a high coefficient. According to all criteria, we can wrap up that the 

internal consistency and reliability of this factor are reliable. 
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Table 4- 17: Results of Factor Analysis and Reliability Test of Perceived Risk 

toward Using Mobile banking Moderator 

Research Items 
Factor 

Loading 
Eigen-
value 

Cumulative 
Explained  

Item-to-
total 

correlation 

Cronbach’s 
Alpha (α) 

Perceived Risk toward Using Mobile 
banking   

  3.809  76.186             0.922  

[PRT4] I am concerned about the security 
of banking via mobile phones. 

       
0.904   

 
            

0.840   
[PRT2] I am worried that private 
information would be leaked when using 
mobile banking   

       
0.874  

 
 

            
0.799  

 
[PRT5] I think the security risk is higher 
using mobile banking service than using 
traditional bank transactions. 

       
0.867  

 
 

            
0.787  

 
[PRT3] I do not believe that the design of 
the mobile banking system can provide 
security and privacy. 

       
0.861  

 
 

            
0.779  

 
[PRT1] I feel not very safe when using 
mobile banking 

       
0.858    

  
            

0.777    

Source: Original study 

4.6 Result Analysis 

4.6.1  Evaluation of the Measurement Model 

 There are four rules of thumbs to measure the validity and reliability of the 

measurement model (Hair et al., 2011). Following to Schroer and Herterl (2009), 

the R2 value of greater than 0.672 is assumed to be substantial, 0.33 is assumed as 

moderate, and less than 0.19 is assumed to be weak. Thus, this study will use the 

value of 0.33 as the criteria. Moreover, to confirm the convergent validity, we use 

the average variance extracted (AVE). Once AVE is higher than 0.5, it could 

assure the latent variables explain more than average (Henseler et al, 2009). The 

composite reliability (CR) was used to confirm the variance and it should be higher 

than 0.6 which shared by the respective indicators is strong (Nunnally & Bernstein, 

2010). Cronbach’s alpha coefficient was implemented to assure the internal 

consistency and it should be higher than 0.7 of the research construct. Therefore, 

table 4-15, the partial evaluation of endogenous variables variance (R2) indicates 

that 0.350 for Perceived Usefulness, 0.467 for Perceived Ease of Use, 0.350 for 
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Perceived Value, 0.688 for Attitude toward Mobile Banking, 0.649 for Behavior 

Intention and 0.623 for Adoption Intention. These R2 coefficients are considered 

to be a large effect according to Cohen (1988). The AVEs of the constructs are 

ranged from 0.544 to 0.748, which are greater than the criteria of 0.5 as suggested. 

Therefore, when the AVEs are higher than 0.50 we could wrap up that the model 

converges are fulfill expectations (Fornell & Larcker, 1981). After assuring the 

Convergent Validity, next is to notice the internal consistency values (Cronbach’s 

Alpha) and the Composite Reliability (CR) (Dillon-Goldstein’s rho). The 

Cronbach’s alpha coefficients were ranged from 0.810 to 0.986, whereas higher 

than the benchmark of 0.7 and confirms the internal consistency of the 

measurement items. The CR coefficients are ranged from 0.853 to 0.989, whereas 

considered satisfactory (Hair et al., 2011). As a result, it should be wrapped up that 

the reliability and convergent validity of the constructed model are applicable, 

which accepts us to evaluate the structural model. 

Table 4- 18: Evaluation of the Measurement Model  

 AVE 
Composite 
Reliability 

Cronbachs 
Alpha R2 

External Influence 0.721 0.912 0.871 - 
Perceived Usefulness 0.620 0.907 0.877 0.350 
Perceived ease of use 0.686 0.897 0.847 0.467 
Technicality 0.636 0.875 0.810 - 
Perceived fee 0.741 0.920 0.883 - 
Perceived Value 0.620 0.907 0.877 0.350 
Attitude toward mobile banking 0.627 0.893 0.850 0.688 
Behavior Intention 0.656 0.905 0.869 0.649 
Adoption Intention 0.681 0.914 0.883 0.623 
Perceived behavioral control 0.645 0.916 0.890 - 
Perceived risk toward using mobile 
banking 

0.544 0.853 0.922 - 

Attitude toward mobile banking * 
Perceived behavioral control 

0.741 0.989 0.988 - 

Attitude toward mobile banking * 
Perceived risk toward using mobile 
banking 

0.748 0.987 0.986 - 

Source: Original study 
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4.6.2  Evaluation of the Structural Model 

 In this study, the structural model of hypotheses was tested by using the path 

parameter estimate of each construct. As a sample size of 253, using a non-

parametric bootstrapping method with 2,500 sub-samples to get the statistical 

significance of individual path coefficient to test hypotheses. The goodness-of-fit 

(GoF) index measures the entire fitness between data and model. According to 

Vinzi et al. (2010), GoF higher than 0.36 is assumed to be large, 0.25 is considered 

as medium and 0.10 is considered as small. As a result, the GoF of this structural 

model is 0.40, which assumed to be large. This result assumed that the structural 

model is significantly predictable power. Regarding the structural model as 

demonstrated in Figure 4-1, and Table 4-16. 

External Influence
 Word of Mouth
 Trust
 Social Influence

 Social Norm

Perceived 
Usefulness

Attitude Toward
Mobile Banking

Behavior 
Intention

Adoption

Perceived 
Behavioral 

Control

Perceived Risk 
toward using 

MB

0.676*** 0.789***

-0.313***

0.300***

Perceived 
ease of use

0.507***

Technicality

Perceived fee

Sacrifice

Perceived 
Value

0.403***

0.292***

Value adoption model

0.360***

0.304***

0.145***

0.592***

0.248***

0.163***

0.155***

0.084***

 

Figure 4- 1 Structural Model  

(Source: Original study) 
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 Table 4-16 and figure 4-1 illustrate the empirical result of 15 hypotheses in 

this study. The hypotheses development illustrated that external influence has a 

positive influence on perceived usefulness (H1), perceived ease of use (H2), 

perceived value (H3) and attitude toward mobile banking (H4). Furthermore, 

perceived usefulness has a positive influence on perceived ease of use (H5) and 

attitude toward mobile banking (H6), perceived ease of use has a positive influence 

on attitude toward mobile banking (H7) and perceived value (H8). Technicality 

has a positive influence on perceived value (H9). The perceived fee influences 

perceived value (H10). Perceived value influences attitude toward mobile banking 

(H11). Attitude toward mobile banking has a positive influence on behavior 

intention (H12). Behavior intention has a positive influence on adoption intention 

(H13). Perceived behavior control strengthens the effect of attitude toward mobile 

banking on behavior intention (H14). Perceived risk toward using mobile banking 

weakens the effect of attitude toward mobile banking on behavior intention (H15). 

The empirical result indicates that external influence is significantly influenced on 

perceived usefulness (β=0.592, t=44.525), perceived ease of use (β=0.248, 

t=14.348), perceived value (β=0.084, t=5.572) and attitude toward mobile banking 

(β=0.155, t=9.388). Furthermore, perceived usefulness is significantly influenced 

by perceived ease of use (β=0.507, t=26.516), attitude toward mobile banking 

(β=0.304, t=14.391). Moreover, perceived ease of use significantly influences on 

attitude toward mobile banking (β=0.145, t=7.657), perceived value (β=0.163, 

t=6.751). Technicality is significantly influenced by perceived value (β=0.403, 

t=14.856). The perceived fee is significantly influenced by perceived value 

(β=0.292, t=14.682). Perceived value significantly influences on attitude toward 

mobile banking (β=0.360, t=18.405). Attitude toward mobile banking is 

significantly influence on behavior intention (β=0.676, t=5.386). Behavior 

intention is significantly influenced by adoption intention (β=0.789, t=76.749).  
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 Also, the 2 moderator effects of perceived behavior control significantly 

influence attitude toward mobile banking on behavior intention (β= 0.300, t=2.197) 

and perceived risk toward using mobile banking is the negatively significant 

influence of attitude toward mobile banking on behavior intention (β= -0.313, 

t=2.258). Therefore, H15 is also supported. 

Table 4- 19: Evaluation of Structural Model and Hypothesis Testing 

Hyp. Path Standardize 
Estimate 

T-Value P-Value 

H1 External Influence -> Perceived Usefulness 0.592 44.525 *** 

H2 External Influence -> Perceived ease of use 0.248 14.348 *** 

H3 External Influence -> Perceived Value 0.084 5.572 *** 

H4 External Influence -> Attitude toward 
mobile banking 

0.155 9.388 *** 

H5 Perceived Usefulness -> Perceived ease of 
use 

0.507 26.516 *** 

H6 Perceived Usefulness -> Attitude toward 
mobile banking 

0.304 14.391 *** 

H7 Perceived ease of use -> Attitude toward 
mobile banking 

0.145 7.657 *** 

H8 Perceived ease of use -> Perceived Value 0.163 6.751 *** 

H9 Technicality -> Perceived Value 0.403 14.856 *** 

H10 Perceived fee -> Perceived Value 0.292 14.682 *** 

H11 Perceived Value -> Attitude toward mobile 
banking 

0.360 18.405 *** 

H12 Attitude toward mobile banking -> 
Behavior Intention 

0.676 5.386 *** 

H13 Behavior Intention -> Adoption Intention 0.789 76.749 *** 

H14 Attitude toward mobile banking * 
Perceived behavioral control -> Behavior 
Intention 

0.300 2.197 *** 

H15 Attitude toward mobile banking * 
Perceived risk toward using mobile banking 
-> Behavior Intention 

-0.313 2.258 *** 

Source: Original study 
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CHAPTER FIVE 

CONCLUSIONS 

 In this chapter, conclusions, implications of managerial, limitations, and 

directions of future research are indicated. For the first part, the results study from 

chapter four is wrapped up. For those results, managerial implications for 

academics and practitioners are proposed. Lastly, future research directions and 

its’ limitations are discussed.  

5. Conclusions and Implications  

5.1.   Conclusions   

 This study has a purpose to identify the antecedents, mediators, moderators, 

and consequences of mobile banking adoption. Some conclusions could be drawn 

from the results of this process.  

 Firstly, external influence antecedents such as social influence, word of 

mouth, trust, and social norm have significant effects on attitude toward mobile 

banking; perceived usefulness; perceived ease of use and perceived value. The 

results are identical with the previous studies (e.g. Aboelmaged & Gebba (2013); 

Chitungo & Munongo (2013); Oliveira et al. (2014); Kim et al. (2009)). Therefore, 

banking marketers should focus on these factors to make marketing strategies, 

such as creating a preference image of the bank brand; encouraging consumers to 

use the application of the bank service widely, so that also can increase the 

incentive of others to adopt its app. As well as the bank should have a strong 

system to protect consumers’ privacy and secrecy when consumers trust the bank 

security technique, they are willing to adopt it. Especially, experienced consumers’ 

comments and recommendations will lead the potential consumers’ adoption 
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intention, therefore, carefully operating the online community or the community 

of social media will be critical to building up the positive word of mouth.  

 Secondly, perceived usefulness has significant effects on perceived ease of 

use and attitude toward mobile banking. The result similarly with Shaikh and 

Karjaluoto, (2015), the research indicated the strong relationship of perceived 

usefulness and perceived ease of use for using new technology. The attitude 

toward will be positively enhanced while consumers perceive on new technology 

are easily and crucial to use. Moreover, perceived ease of use is the influential 

factor to increase perceived value and attitude toward mobile banking. Mobile 

banking is a product which combines the physical bank and virtual bank services 

with one application on the mobile phone, it’s an integrated product to offer 

consumers’ banking services. Thereby, mobile banking could provide extra 

benefits to consumers (Trimi & Sheng, 2008; Ishmatova & Obi, 2009) and 

advance users perceived value. Thus, the results proposed that banking marketers 

should work on the function of mobile banking application is friendly to use and 

convenient, once consumers’ realize the lower level of technical difficulty of 

adopting the application, it will results in higher perceive value, also, do not charge 

the fee of the app adoption, it also can efficiently promote higher perceive value, 

these results are in line with Kim et al. (2007), (Izquierdo-Yusta et al., 2015; Hsiao 

& Chen, 2016)  

 Thirdly, two mediators as an attitude toward mobile banking and behavior 

intention have a positive influence. The results are in line with previous studies 

(Alalwan et al. (2016); Limayem et al., 2000). These mediating variables have 

served as partial mediators that mediate the influences of external influence, 

perceived usefulness, perceived ease of use and perceived value on behavior 

intention. The result proposed that the related antecedents are crucial variables 

which are not only directly impact on adoption, but also could indirectly influence 
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on adoption through the mediating variables as an attitude toward mobile banking 

and behavior intention. They may role as a correlation that provides awareness of 

customer’s perception and external influence factors which leads to intention to 

use mobile banking. Bankers should sight the mediators as the main elements to 

perform on indexes for studying customers’ intentions.  

 Finally, this study further suggested that both perceived behavior control 

and perceived risk toward using mobile banking are moderator variables. The 

result indicated that perceived behavior control is significantly moderating effects 

on the influences of attitude toward mobile banking on behavior intention. This 

result is identical to previous studies (Tavafian et al., 2011). Deventer et al., (2017) 

suggested that when consumers have self-confidence and requirement resources 

to commit mobile banking, they are probably improving an attitude towards 

positively on mobile banking. Besides, Notani (1998) proposed that perceived 

behavior control shall become a measurement to predict behavior intention. 

Therefore, in case consumers perceive that they have control over behavior 

performance, they are more likely to shape strongly on intentions for using mobile 

banking. Moreover, the result of perceived risk toward using mobile banking was 

negatively significant moderating influence on attitude toward mobile banking and 

behavior intention. This result indicates that the correlation between attitude 

toward mobile banking and behavior intention has weakened relationships 

negatively. Yousafzai et al. (2010); Chavali and Kumar (2018) also have the same 

finding. A good security mechanism on consumers’ privacy and financial 

information is critical for mobile banking adoption. 

5.2.  Academic Implications   

 Some academic implications could explore from this study result. To 

understand the consumer’s adoption of innovation of the banking system, bankers 
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should try to investigate the influence of the external influence, technology, and 

consumer behavior. This study tried to cover the gaps from current literature. 

Moreover, the TAM model as proposed by Davis et al. (1989) and the VAM model 

as proposed by Kim et al., (2007), they have integrated two theories into the 

research model to explain how consumers’ adoption on using mobile banking. 

Specifically, for the context of external influence antecedents, this study has 

introduced social norm from theory of reasoned action (Fishbein & Ajzen, 1975); 

social influence from UTAUT theory (Venkatesh et al., 2003); Trust from trust 

theory (Castelfranchi & Falcone, 2010) and words of mouth model (Martensen & 

Grønholdt 2017) to explain the influence of various external influence antecedents 

on mobile banking adoption. For perceived usefulness and perceived ease of use, 

this study introduced the theory Technology Acceptance Model (Davis et al., 1989) 

to explain the effect of perceived usefulness and perceived ease of use on mobile 

banking adoption constructs. For technicality; perceived fee and perceived value, 

this study introduced the Value-based Adoption model (Kim et al., 2007) to 

explain the effect of technicality; perceived fee and perceived value on mobile 

banking adoption. For the context of attitude toward mobile banking, this study 

has introduced theory Reasoned of Action (Fishbein & Ajzen, 1975) to explain the 

mediation role of attitude toward mobile banking on behavior intention. For the 

consequences of behavior intention, this study has introduced the theory of 

Reasoned of Action (Fishbein & Ajzen, 1975) to explain the effects of behavior 

intention on adoption. TAM has focused only on the customer’s perception of new 

technology, which makes it difficult to develop a comprehensive framework of 

mobile banking adoption. Based on these comments, this study has added VAM 

on customer’s value and combined both theories as a comprehensive research 

model to develop in this study. This research model has been empirically tested 

through the data gathered from the questionnaire survey. Additional theoretical 
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extensions and empirical testing are invited to enrich the context of the model. A 

questionnaire survey was finally conducted to empirically test the research 

hypotheses. This research procedure could be very helpful for scholars to enhance 

a more comprehensive research framework for further validation.  

5.3.   Managerial Implications   

 Some implications of managerial could be produced from this study result. 

Firstly, the studies from previous on mobile banking adoption have given TAM 

factors of perceived usefulness and perceived ease of use as the core components 

that can be used to promote mobile banking adoption. This study extended by 

integrating the theoretical foundation of TAM and VAM and found that external 

influence such as social influence; trust; word of mouth and social norm could be 

convincing. As mentioned by Mutahar et al. (2018) bankers should provide several 

important factors that influence to use of mobile banking by concentrating more 

on risk, awareness, usefulness, and ease of use to promote mobile banking 

adoption. The results showed that bankers are better to focus on the external 

influence factors. Thus, the performances of social influence, trust, word of mouth 

and social norm are equally and mainly that should be highlighted and begin to be 

the major performance indicators of adoption. The results further emphasized the 

promoting importance of attitude toward mobile banking and behavior intention 

as the two most important mediators that can encourage adoption intention. These 

results further imply that bankers need to pay much more attention to how to create 

mobile banking features, as well as to increase trust in the process of mobile 

banking. Thus, marketers could take these two variables as the main index to 

perform management index which requires to evaluate intention. Specifically, 

attitude toward mobile banking and behavior intention could perform marketing 

advantages certainly such as realizing consumer behavior, obtaining new 
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customers, giving better leverage of trade, and enduring among competitor’s 

marketing factors. Therefore, with these benefits, marketers need to make their 

marketing priorities list for maintaining customers’ attitudes and behavior 

intention by varied marketing features, including word of mouth, pricing, trust, 

easier, useful, and technical. More precisely, bankers need to assure that mobile 

banking services are safer with both financial and privacy and are promoted as 

easier, and more useful than using traditional banking (Mutahar et al., 2018). 

Moreover, Deventer et al., (2017) suggested that when consumers have self-

confidence and the necessary resources to commit mobile banking, they will have 

a positive attitude towards mobile banking. Therefore, perceived risk toward using 

mobile banking and perceived behavior control in the programs of marketing 

seems to be important for practicing to promote mobile banking adoption (Cristea 

& Gheorghiu, 2016; Hanafizadeh et al., 2012). Besides, this study further 

discovered that perceived behavior control and perceived risk toward using mobile 

banking are even more important factors to improve consumers' intends to use 

mobile banking. 

5.4.   Limitations and Future Research Directions  

 The study results are interesting and make a notice to the impact of 

antecedents, mediators; moderators, including the consequences of mobile 

banking adoption. Moreover, this study still has several limitations and should 

make some suggestions for future research. Firstly, the research framework 

developed a comprehensive model that enclose the antecedents, mediators, 

moderators, and consequences of mobile banking adoption, it could not ensure that 

some variables which exclude are not important for this study. Furthermore, 

validations of empirical are encouraged to identify the crucial of additional factors. 

Secondly, the research framework has merged two theories such as TAM and 
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VAM for this study which are conceptually equivalent, while part of the items that 

have been measured are adopted from previous literature. Thus, the variance of 

the common issue needs to be observed. Thirdly, the sample size of this study was 

253 which is fairly small. In this regard, the sample size should be extended to 

overcome this limitation. Besides, data collection was carried out using cross-

sectional. Thus, future studies should be developed by using the longitudinal 

technique to assess the evolution of loyalty after actual usage. Fourthly, due to the 

previous studies on moderating effects of mobile banking adoption is still rare, it 

would be analyzed the moderating effect with characteristics, whereas gender, age, 

experience with mobile banking. Fifthly, the research would conduct the study 

with other countries such as different countries of origin of the respondents. 

Sixthly, even this study indicated a lot of theories to define the effective trend of 

the research model, the explanation differentiation among diversify theories are 

yet conveyed. The study for the future could take in a challenge model to distinct 

the explained variances using varied theories from different concepts. Even though 

this study has made an inclusive survey on mobile banking adoption studies from 

Smart PLS, it could not ensure all coverage of every available study. Some studies 

could not be included due to inadequate information. Seventhly, future research 

could extend to search for more service types to recognize the generalizability of 

study results since this study is used mobile banking as an objective for the 

questionnaire survey. Eighthly, as WOM has been confirmed as a powerful 

facilitator of attitude toward mobile banking, future studies can focus on how it 

can be integrated into different marketing programs to enhance behavior intention 

and adoption intention. Lastly, even this study tried to explain the fact of mobile 

banking adoption from the different outlook of theoretical, there is no intention to 

estimate or challenge the power of explanation from varying theories with the 

same situation. This research issue could cause to the direction of future research. 
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APPENDIX Questionnaire 

Dear Respondents:  
  

This academic questionnaire is to investigate the factors affecting consumers’ 

adoption of mobile banking. This study develops a theoretical framework 

integrating mobile banking adoption and intentions of consumers mainly based on 

Technology Acceptance Model (TAM) and Value-based Adoption Model (VAM). 

This study also analyzes the influential factors of consumers’ mobile banking 

adoption behaviors including words of mouth, trust, social influence and social 

norm. To further evaluate the visibility of the theoretical framework, this study 

further selects the attitude toward mobile banking as the important mediator and 

perceived risk and perceived behavioral control as the important moderators for 

mobile banking adoption. 

  You are reported to be an interesting respondent for this research. We took 

your freedom of participation to express your views on these issues. Your facial 

expression and assistance will be greatly appreciated. We sincerely invite you to 

spend a maximum of 15 minutes to complete the questionnaire regarding the issues 

of mobile banking adoption. No personal information will be made public. Please 

be assured that your answers will be kept in strict confidentiality. Please take the 

time to fill out this questionnaire as accurately as possible. Your help is crucial for 

this research and also for our understanding about these issues. We deeply 

appreciate your kind cooperation.     

 

Thank you.   

Faithfully Yours,   
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Researcher Investigator     Research Student 

Dr. Wann Yih Wu      Ms. Or Nita 

Distinguished Professor     Master Student 

Department of Business      Department of Business 

Administration      Administration 

Nanhua University      Nanhua University 
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សំណួរ 
េêរពជូនអ្នកចូលរួម 

ក្រមងសំណួរសិកƙេនះគឺេធ្វើេឡើងេដើមœីអេង្កតពកីļ្ត េផƖងៗែដលŭនឥទ្ធពិលេលើការទទួលយកមកអនុវត្តនូវេសƅកម្មធŐêរ
ļម្របព័ន្ធទូរស័ព្ទចល័តរបស់អ្នកេ្របើ្រŕស់ ។ ការសិកƙេនះអភិវឌĬេğយេŲងេŇļម្រកបខ័ណ្ឌ ្រទឹស្ដីេêលមួយ េğយğក់បញ្ចǹលê្ន
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ćŋតុស្រមុះស្រមǼល េŇេលើការទទួលអនុវត្តេសƅកម្មធŐêរļម្របព័ន្ធទូរស័ព្ទចល័ត ។ 
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ែស្តងរបស់អ្នក។ េយើងខ្ញុំសូមេស្នើេƀកអ្នកចំķយេពល ១៥ Őទីេដើមœីបំេពញក្រមងសំណួរņកទ់ងនងឹបę្ហ ŐŐៃនការទទួលយក
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Section 1. External Influence 

ែផ្នកទ១ី. ឥទ្ធពិលåងេ្រá 

The following questions are asking your opinions about 
the external influence of using mobile banking. សំណួរåង
េ្រកាមេនះគឺសួរអពំីគំនតិរបស់អ្នកេលើឥទ្ធិពលåងេ្រáេលើការេ្របើ្រŕស់េសƅកម្មធŐêរក្នុង
្របព័ន្ធទូរស័ព្ទចល័ត។ 

Please take a short look on the questions below related 
with your experience about the external factors 
influencing mobile banking adoptions, and then 
CIRCLE the level of agreement on each of the items 
below based on your opinion. សូមពិនិតŰេមើលេលើសំណួរåងេ្រកាម
ែដលņក់ទងនងឹបទពិេƘធន៏របស់អ្នកអំពកីļ្ត åងេ្រáជះឥទ្ធិពលេលើេសƅធŐêរទូរស័ព្ទ
ចល័ត េហើយបŐ្ទ ប់មកចុចេលើក្រមតិៃនការយល់្រសបរបស់សំណួរនីមយួៗåងេ្រកាមេğយ
ែផ្អកេលើមតិេŲបល់របស់អ្នក។ 

Levels of Agreement
ក្រមតិៃនការយល្់រសប 
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Social Influence  (SI) ឥទ្ធពិលសង្គម 

 1. [SI1]: People who influence my behavior think that 
I should use mobile banking. 
អ្នកែដលŭនឥទ្ធិពលមកេលើឥរិŲបថរបស់ខ្ញុំគតិŁខ្ញុគំួរេ្របើេសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

 2. [SI2]: People who are important to me think that I 
should use the mobile banking  
មនុសƖែដលŭនƘរៈសំåន់ចំេţះខ្ញុំគតិŁខ្ញុគំួរេ្របើេសƅធŐêរទរូស័ព្ទចល័ត 1 2 3 4 5 6 7

 3. [SI3]: My classmates who have good performance 
have benefited from using mobile banking  
មិត្តរមួŁ្ន ក់របស់ខ្ញុែំដលេរȄនពូែកŕនទទួលអត្ថ្របេŲជនព៍ីការេ្របើធŐêរļមទរូស័ព្ទ 1 2 3 4 5 6 7

 4. [SI4]: In general, the bank has supported the use of 
mobile banking  
ćទូេŇធŐêរŕនêំ្រទការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

Words of Mouth (WOM) ţកŰសម្ត ី
1. [WOM1]: I have been recommended by many 
people to use mobile banking. 
ខ្ញុំ្រតǹវŕនមនុសƖćេ្រចើនែណŐំឱŰេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7
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2. [WOM2]: I often got suggestion to use mobile 
banking from my friends. 
ខ្ញុំŕនទទួលការផ្តល់េŲបល់េដើមœីេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តពមីិត្តភក្តរិបស់ខ្ញុćំញឹក
Ęប ់

1 2 3 4 5 6 7

3. [WOM3]: My friends always try to convince me to 
use mobile banking.   
មិត្តរបស់ខ្ញុំែតងែតពųŲមបញ្ចុះបញ្ចǹលឱŰខ្ញុំេ្របើេសƅធŐêរļមទូរស័ព្ទ 1 2 3 4 5 6 7

4. [WOM4]: Many people try to show the benefits of 
mobile banking to me  
មនុសƖćេ្រចើនពųŲមបø្ហ ញពីអត្ថ្របេŲជន៍ៃនេសƅធŐêរļមទរូស័ព្ទមកខ្ញុ ំ 1 2 3 4 5 6 7

5. [WOM5]: I try to spread the good-word about 
mobile banking 
ខ្ញុំពųŲមផƖព្វផƙយţកŰសម្ដីល្អៗអពំីេសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

Trust  (TR) ទនំកុចតិ្ត 
1. [TR1]: Mobile banking has enough protection to make 
me feel comfortable using it 
េសƅធŐêរទរូស័ព្ទចល័តŭនការការţរ្រគប់្រêន់េដើមœីេធ្វើេƫយខ្ញុំŭនŞសុខŨពក្នងុការេ្របើ
្រŕស់ 

1 2 3 4 5 6 7

2. [TR2]: I feel assured that legal structures adequately 
protect me from problems associated with using mobile 
banking services 
ខ្ញុំ្រŕកដŁែបបបទែផ្នកចŖប់ƫចការţរខ្ញុំŕន្រគប់្រêន់ពីបę្ហ ŐŐţក់ព័ន្ធនឹងការេ្របើ្រŕស់
េសƅធŐêរទរូស័ព្ទចល័ត 

1 2 3 4 5 6 7

3. [TR3]: I feel confident that technological advances 
(such as encryption) on mobile make it safe for me to 
use mobile banking  
ខ្ញុំŭនទនំកុចិត្តŁការេជឿនេលឿនែផ្នកបេច្ចកវិទų (ដចូć encryption) េőេលើទូរស័ព្ទ
ŭនសុវត្ថិŨពស្រŭប់ខ្ញុំក្នងុការេ្របើេសƅធŐêរទរូស័ព្ទចល័ត 

1 2 3 4 5 6 7

4. [TR4]: In general, the mobile device is a safe 
environment in which to transact banking activities 
through mobile devices 

1 2 3 4 5 6 7
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ćទូេŇឧបករណ៍ទូរស័ព្ទចល័តគឺេţរេពញេŇេğយសុវត្ថិŨព ែដលƫចេធ្វើ្របតបិត្តិការធŐêរ
ļមរយៈទរូស័ព្ទចល័ត 
Social Norms (SN) បទğ្ឋ នសង្គម 

1. [SN1]: People who are important to me would 
recommend using mobile banking services 
មនុសƖែដលŭនƘរៈសំåន់ចំេţះខ្ញុំŕនែណŐំឱŰេ្របើេសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

2. [SN2]: People who are important to me would find 
using mobile banking services beneficial 
មនុសƖែដលŭនƘរៈសំåន់ចំេţះខ្ញុំŕនរកេឃើញការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័តផ្ត
ល់នូវគុណ្របេŲជន៍ 

1 2 3 4 5 6 7

3. [SN3]: People who are important to me would find 
using mobile banking services a good idea 
 មនុសƖែដលŭនƘរៈសំåន់ចំេţះខ្ញុំŕនរកេឃើញការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័តć
ជេ្រមើសដ៏ល្អ 

1 2 3 4 5 6 7

4. [SN4]: More and more people around me use mobile 
banking service 
មនុសƖកាន់ែតេ្រចើនេőជុំវិញខ្ញុំេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7
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Section 2.  Perceived Usefulness  

ែផ្នកទ ី២. ការយលដ់ងឹពអីត្ថ្របេŲជន ៍

The following questions are asking your opinions about 
the perceived usefulness of using mobile banking.  
សំណួរåងេ្រកាមេនះគឺសួរអពំីគនំិតរបស់អ្នកេលើការយល់ដឹងពីអត្ថ្របេŲជន៍ៃនការេ្របើ្រŕស់
េសƅធŐêរទូរស័ព្ទចល័ត។ 

Please take a short look on the questions below related 
with your experience in mobile banking, and then 
CIRCLE the level of agreement on each of the items 
below based on your opinion. សូមពិនិតŰេមើលេលើសំណួរåងេ្រកាមែដល
ņក់ទងនងឹបទពិេƘធន៏របស់អ្នកេលើេសƅធŐêរទូរស័ព្ទចល័ត េហើយបŐ្ទ ប់មកគូសរង្វង់េលើ
ក្រមិតៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់របស់អ្នក។ 

Levels of Agreement
ក្រមតិៃនការយល្់រសប 
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Perceived Usefulness (PU) ការយលដ់ងឹពអីត្ថ្របេŲជន ៍    

1. [PU1]: Using mobile banking will allow me to 
accomplish tasks more quickly 
ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តƫចនឹងឱŰខ្ញុំសេ្រមចកចិ្ចការŕនŲ៉ងេលឿន  

1 2 3 4 5 6 7

2. [PU2]: Using mobile banking add to my task 
effectiveness 
ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តបែន្ថម្របសិទ្ធŨពការøររបស់ខ្ញុំ 

1 2 3 4 5 6 7

3. [PU3]: Using mobile banking makes it easier to do 
my task 
ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តកាន់ែតេធ្វើេƫយŭនŨពøយ្រសǼលក្នុងការបំេពញ
កិច្ចការរបស់ខ្ញុ ំ

1 2 3 4 5 6 7

4. [PU4]: Using mobile banking improves my task 
performance 
ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តបេង្កើនផលិតŨពកិច្ចការរបស់ខ្ញុំ 

1 2 3 4 5 6 7

5. [PU5]: Using mobile banking saves me time and 
effort in performing tasks 

1 2 3 4 5 6 7
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ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តជួយសនƖំេពលេវƀនិងកចិ្ច្របឹងែ្របងក្នងុការបេំពញ
ការøរ 
6. [PU6]: Mobile banking is useful in performing my 
task 
េសƅធŐêរទូរស័ព្ទចល័តŭនអត្ថ្របេŲជន៍ក្នុងការបំេពញកិច្ចការរបស់ខ្ញុ ំ

1 2 3 4 5 6 7
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Section 3: Perceived Ease of Use 

ែផ្នកទ ី៣. ការយលដ់ងឹពŨីពøយ្រសǼលេ្របើ្រŕស ់

The following questions are asking your opinions 
about the perceived ease of use on mobile banking. 
សំណួរåងេ្រកាមេនះគឺសួរអពំីគនំិតរបស់អ្នកេលើŨពøយ្រសǼលក្នុងការេ្របើ្រŕស់េសƅ
ធŐêរទូរស័ព្ទចល័ត។ 
Please take a short look on the questions below 
related with your perceptions about using mobile 
banking, and then CIRCLE the level of agreement on 
each of the items below based on your opinion.  
សូមពិនិតŰេមើលេលើសំណួរåងេ្រកាមែដលņក់ទងនឹងបទពិេƘធន៏របស់អ្នកេលើេសƅ
ធŐêរទូរស័ព្ទចល័ត េហើយបŐ្ទ ប់មកគូសរង្វង់េលើក្រមិតៃនការយល់្រសបរបស់សំណួរ
នីមួយៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់របស់អ្នក។ 

Levels of Agreement 
ក្រមតិៃនការយល្់រសប 
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Perceived ease of use  (PEOU) 

1. [PEOU1]: It is easy to use mobile banking 
ƅŭនŨពøយ្រសǼលក្នុងការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

2. [PEOU2]: It is easy to get mobile banking to do 
what I want it to do 
ƅŭនŨពøយ្រសǼលក្នុងការទទលួŕនេសƅធŐêរទូរស័ព្ទចល័តេដើមœីេធ្វើអ្វីែដលខ្ញុចំង់េធ្វើ 

1 2 3 4 5 6 7

3. [PEOU3]: My interaction with mobile banking is 
clear and Understandable 
ការេ្របើ្រŕស់របស់ខ្ញុំេលើេសƅធŐêរļមទូរស័ព្ទគចឺŖស់ƀស់េហើយƫចយល់ŕន 

1 2 3 4 5 6 7

4. [PEOU4]: It is convenient to access mobile 
banking 
ƅŭនŨពøយ្រសǼលក្នុងការចូលេŇេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 

1 2 3 4 5 6 7
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Section 4. Perceived Sacrifice 

ែផ្នកទ ី៤. ការយលដ់ងឹពកីារលះបង ់

The following questions are asking your opinions 
about the perceived sacrifice of using mobile banking. 
សំណួរåងេ្រកាមេនះគឺសួរអពំីគនំិតរបស់អ្នកេលើការយល់ដឹងពីការលះបង់ក្នងុការេ្របើ្រŕស់
េសƅធŐêរទូរស័ព្ទចល័ត។ 

Please take a short look on the questions below related 
with your experience regarding perceived sacrifice in 
mobile banking, and then CIRCLE the level of 
agreement on each of the items below based on your 
opinion.  
សូមពិនិតŰេមើលេលើសំណួរåងេ្រកាមែដលņក់ទងនឹងបទពិេƘធន៏របស់អ្នកេលើេសƅ
ធŐêរទូរស័ព្ទចល័ត េហើយបŐ្ទ ប់មកគូសរង្វង់េលើក្រមិតៃនការយល់្រសបរបស់សំណួរ
នីមួយៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់របស់អ្នក។ 

Levels of 
Agreement 

ក្រមតិៃនការយល្់រសប 

S
tr

on
gl

y 
D

is
ag

re
e 
មិនយ

ល់្រស
បņ

ង្រស
ង 

D
is

ag
re

e 
មិនយ

ល់្រស
ប 

S
om

ew
ha

t D
is

ag
re

e 
មិនយ

ល់្រស
បបន

ចិ
N

eu
tr

al
 អព

ų្រក
ឹត 

S
om

ew
ha

t  
A

gr
ee

 យ
ល់្រស

បបន
ិចបន

ច 
A

gr
ee

 យ
ល់្រស

ប 
S

tr
on

gl
y 

A
gr

ee
 យ

ល់្រស
បņំ

ង្រស
ង 

Technicality  (TCH) បេច្ចកេទស 

1. [TCH1]: I think mobile banking provides a 
convenient features 
ខ្ញុំគិតŁធŐêរទរូស័ព្ទចល័តផ្តល់នវូលក្ខណៈøយ្រសǼល 

1 2 3 4 5 6 7

2. [TCH2]: Mobile banking can be connected instantly 
ធŐêរទូរស័ព្ទចល័តƫចŨ្ជ ប់ŕនŨ្ល មៗ 

1 2 3 4 5 6 7

3. [TCH3]: Mobile banking takes a short time to 
respond 

ធŐêរទូរស័ព្ទចល័តចំķយេពលខ្លីេដើមœីេឆ្លើយតប 
1 2 3 4 5 6 7

4. [TCH4]: The system of mobile banking is reliable 
្របព័ន្ធធŐêរទូរស័ព្ទចល័តƫចទកុចិត្តŕន 

1 2 3 4 5 6 7

Perceived Fee  (PF) ការយលដ់ងឹពៃីថ្លេសƅ 

1. [PF1]: The fee that I have to pay for the use of 
mobile banking is low 
ៃថ្លេសƅែដលខ្ញុំ្រតǹវបង់ស្រŭប់ការេ្របើ្រŕស់េសƅធŐêរចល័តគឺŭនតៃំលņប 

1 2 3 4 5 6 7
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2. [PF2]: The fee that I have to pay for access mobile 
banking is reasonable 
ៃថ្លេសƅែដលខ្ញុំ្រតǹវបង់ស្រŭប់ដំេណើរការេ្របើ្រŕស់េសƅធŐêរļមទូរស័ព្ទគឺƫចទទលួ
យកŕន 

1 2 3 4 5 6 7

3. [PF3]: I am pleased with the price I have to pay for 
the use of mobile Banking 
ខ្ញុំរǪកŻយនងឹតំៃលែដលខ្ញុំ្រតǹវចំķយស្រŭប់ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត 

1 2 3 4 5 6 7

4. [PF4]: I think the transaction fee of using mobile 
banking is cheap 
ខ្ញុំគិតŁៃថ្លេសƅ្របតិបត្តិការៃនការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តគឺŭនតំៃលេŁក 

1 2 3 4 5 6 7
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Section 5: Perceived Value  

ែផ្នកទ ី៥. ការយលដ់ងឹពតីៃម្ល 
The following questions are asking your opinions about the 
perceived value of using mobile banking. សំណួរåងេ្រកាមេនះគឺសួរអំពី
គំនិតរបស់អ្នកេលើការយល់េឃើញពីតៃម្លៃនការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័ត។ 

 
Please take a short look on the questions below related with 
your experience in using mobile banking, and then CIRCLE 
the level of agreement on each of the items below based on 
your opinion.  
សូមពិនិតŰេមើលេលើសំណួរåងេ្រកាមែដលņក់ទងនឹងបទពិេƘធន៏របស់អ្នកេលើេសƅធŐêរ 
ទូរស័ព្ទចល័តេហើយបŐ្ទ ប់មកគូសរង្វង់េលើក្រមតិៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាម 
េğយែផ្អកេលើមតេិŲបល់ របស់អ្នក។ 
 

Levels of 
Agreement 
ក្រមតិៃនការយល្់រសប 
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Perceived value  (PV) 
1. [PV1]: Compared to the cost I need to pay, the use of 
mobile banking provides more benefit 
េបើេ្របȅបេធȄបេŇនឹងតៃម្លែដលខ្ញុំ្រតǹវចķំយេŐះការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចលត័ផ្តលន់ូវអត្ថ្របេŲជន៍ćេ្រចើន 

1 2 3 4 5 6 7

2. [PV2]: Compared to the effect I need to set up, the use of 
mobile banking is favorable to me 
េបើេ្របȅបេធȄបេŇនឹងលទ្ធផលğក់េចញែដលខ្ញុំ្រតǹវការ ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចលត័គលឺ្អសំŻបខ់្ញុ ំ

1 2 3 4 5 6 7

3. [PV3]: Compared to the time I need to spend, the use of 
mobile banking is useful to me. 
េបើេ្របȅបេធȄបេŇនឹងេពលេវƀែដលខ្ញុំ្រតǹវចំķយ ការេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តគឺŭនអត្ថ្របេŲជន៍ចំេţះខ្ញុំ 

1 2 3 4 5 6 7

4. [PV4]: Overall, using mobile banking delivers me good 
value. សរុបមក ការេ្របើ្រŕស់េសƅធŐêរļមទូរស័ព្ទផ្តល់ឱŰខ្ញុំនវូគុណតៃម្ល 1 2 3 4 5 6 7

5. [PV5]: The experience that I’ve been using mobile 
banking has satisfied my needs and wants 
បទពិេƘធែដលខ្ញុŕំនេ្របើ្រŕស់េសƅធŐêរļមទូរស័ព្ទŕនបំេពញេសចក្តចីង់ŕននិងេសចក្តី្រតǹវការរបស់ខ្ញុ ំ

1 2 3 4 5 6 7
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Section 6. Attitude toward mobile banking 

ែផ្នកទ ី៦. ƫកបœករិŲិេŇរកការេ្របើ្រŕស់េសƅធŐêរទរូសព័្ទចលត័ 

The following questions are asking your opinions about 
the attitude toward mobile banking. សំណួរåងេ្រកាមេនះគឺសួរអំពី
គំនតិរបស់អ្នកេលើƫកបœកិរិŲេŇរកការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័ត។ 

Please take a short look on the questions below related 
with your attitude toward mobile banking, and then 
CIRCLE the level of agreement on each of the items 
below based on your opinion. សូមពិនតិŰេមើលេលើសំណួរåងេ្រកាមែដល
ņក់ទងនងឹបទពិេƘធនរ៏បស់អ្នកេលើេសƅធŐêរទូរស័ព្ទចល័ត េហើយបŐ្ទ ប់មកគូសរង្វង់េលើ
ក្រមតិៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់របស់អ្នក។  

Levels of Agreement
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Attitude toward mobile banking  (ATMB) ƫកបœករិŲិេŇរកការេ្របើ្រŕសេ់សƅធŐêរទរូសព័្ទចលត័
1. [ATMB1]: I believe it is (would be) a good idea to 
use this mobile banking for my task performance.  
ខ្ញុំេជឿćក់ŁƅćជេំរǪសដ៏ល្អក្នុងការេ្របើេសƅធŐêរទូរស័ព្ទចល័តេនះស្រŭប់បំេពញការøររបស់ខ្ញុំ

1 2 3 4 5 6 7

2. [ATMB2]: Operating through mobile banking is a 
wise idea ការេធ្វើ្របតបិត្តិការļមរយៈធŐêរទូរស័ព្ទចល័តគឺćគំនតិដ៏Č្ល សៃវ 1 2 3 4 5 6 7

3. [ATMB3]: I am positive toward mobile banking  
ខ្ញុំŭនŨពវិជ្ជŭនចំេţះធŐêរទរូស័ព្ទចល័ត 1 2 3 4 5 6 7

4. [ATMB4]: I would be interested in doing the process through 
mobile banking ខ្ញុំýប់ƫរម្មណ៍ក្នុងការេធ្វើ្របតបិត្តការļមរយៈធŐêរទូរស័ព្ទចល័ត  1 2 3 4 5 6 7

5. [ATMB5]: Using mobile banking will save my 
money ការេ្របើ្រŕស់ធŐêរទរូស័ព្ទចល័តនងឹជយួសនƖំ្រŕក់របស់ខ្ញុ ំ 1 2 3 4 5 6 7

6. [ATMB6]: I think that using mobile banking is 
pleasant ខ្ញុំគតិŁការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័តគឺćការេពញចិត្ត 1 2 3 4 5 6 7
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Section 7. Behavior Intention 

ែផ្នកទ ី៧. បណំងឥរŲិបថ 

The following questions are asking your opinions about 
the behavior intention of using mobile banking. សំណួរåង
េ្រកាមេនះគឺសួរអពំីគំនតិរបស់អ្នកេលើបំណងឥរិŲបថក្នងុការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័ត។
Please take a short look on the questions below related 
with your intention toward using mobile banking, and 
then CIRCLE the level of agreement on each of the 
items below based on your opinion. សូមពិនតិŰេមើលេលើសំណួរåង
េ្រកាមែដលņកទ់ងនងឹបទពិេƘធន៏របស់អ្នកេលើេសƅធŐêរទរូស័ព្ទចល័ត េហើយបŐ្ទ បម់ក
គូសរង្វង់េលើក្រមតិៃនការយល់្រសបរបស់សំណួរនមីយួៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់
របស់អ្នក។ 

Levels of Agreement
ក្រមិតៃនការយល្់រសប 
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Behavior Intention    (BI) បណំងឥរŲិបថ 

1. [BI1]: I’m going to use mobile banking services  
ខ្ញុំនងឹេ្របើេសƅធŐêរទូរស័ព្ទចល័ត 1 2 3 4 5 6 7

2. [BI2]: I want to gain more information on mobile 
banking ខ្ញុំចង់ទទួលព័តŭ៌នបែន្ថមអំពធីŐêរទរូស័ព្ទចល័ត 1 2 3 4 5 6 7

3. [BI3]: I’m going to do transaction through mobile 
banking service ខ្ញុំនងឹេធ្វើ្របតបិត្តិការļមរយៈេសƅធŐêរļមទរូស័ព្ទ 1 2 3 4 5 6 7

4. [BI4]: I want to manage my bank accounts using 
mobile banking 
ខ្ញុំចង់្រគប់្រគងគណនីធŐêររបស់ខ្ញុំេğយេ្របើ្រŕស់េសƅកម្មធŐêរļមទរូស័ព្ទ   

1 2 3 4 5 6 7

5. [BI5]: I intend to perform transactions via mobile 
banking, such as checking account balance.    
ខ្ញុំŭនបំណងេធ្វើ្របតបិត្តកិារļមរយៈធŐêរទូរសព័្ទចល័តដចូćពនិិតŰេមើលសមតុលŰគណនីćេដើម 

1 2 3 4 5 6 7

6. [BI6]: Whenever possible, I will use mobile banking 
services, rather than traditional banking services. 
េពលķែដលƫចេធ្វើេŇŕនខ្ញុំនឹងេ្របើេសƅកម្មធŐêរចល័តććងេŇេğយធŐêរេğយŞ្ទ ល់ 

1 2 3 4 5 6 7
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Section 8. Adoption Intention 

ែផ្នកទ ី៨. បណំងទទលួយក 
 

The following questions are asking your opinions 
about the adoption Intention of using mobile banking. 
សំណួរåងេ្រកាមេនះគឺសួរអំពគីំនតិរបស់អ្នកេលើបំណងទទួលយកការេ្របើ្រŕស់េសƅទរូស័ព្ទ
ចល័ត។ 
Please take a short look on the questions below related 
to your experience regarding the intention in mobile 
banking, and then CIRCLE the level of agreement on 
each of the items below based on your opinion. សូមពិនិតŰ
េមើលេលើសំណួរåងេ្រកាមែដលņក់ទងនងឹបទពិេƘធនរ៏បស់អ្នកេលើេសƅធŐêរទូរស័ព្ទ
ចល័ត េហើយបŐ្ទ ប់មកគូសរង្វងេ់លើក្រមតិៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាម
េğយែផ្អកេលើមតេិŲបល់របស់អ្នក។ 

Levels of Agreement
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Adoption Intention    (AI) បណំងទទលួយក 

1. [AI1]: I plan to use mobile banking in the future 
ខ្ញុំŭនគេ្រŭងនឹងេ្របើេសƅធŐêរļមទរូស័ព្ទŐេពលអŐគត 1 2 3 4 5 6 7

2. [AI2]: I will regularly use mobile banking in the 
future ខ្ញុំនឹងេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តćេទȄងņត់ŐេពលអŐគត 1 2 3 4 5 6 7

3. [AI3]: I will adopt mobile banking as soon as 
possible ខ្ញុំនងឹទទួលយកេសƅធŐêរទរូស័ព្ទចល័តឱŰŕនĂបļ់មែដលƫចេធ្វើេŇŕន 1 2 3 4 5 6 7

4. [AI4]: I am highly interested in trying out the mobile 
banking system ខ្ញុំýប់ƫរម្មណ៍ខ្ពស់ក្នងុការƘកលœង្របព័ន្ធធŐêរទរូស័ព្ទចល័ត 1 2 3 4 5 6 7

5. [AI5]: I will recommend the use of mobile banking 
to my friends ខ្ញុំនឹងែណŐំការេ្របើ្រŕស់េសƅធŐêរļមទរូស័ព្ទេŇមិត្តរបស់ខ្ញុំ 1 2 3 4 5 6 7
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Section 9. Perceived Behavioral Control 

ែផ្នកទ ី៩. ការ្រគប្់រគងឥរŲិបទៃនការយលេ់ឃើញ 

The following questions are asking your opinions 
about the perceived behavioral control of using mobile 
banking. សំណួរåងេ្រកាមេនះគឺសួរអំពីគនំិតរបស់អ្នកេលើការ្រគប្់រគងឥរិŲបទៃន
ការយល់េឃើញការេ្របើ្រŕស់េសƅទរូស័ព្ទចល័ត។ 
Please take a short look on the questions below 
related with your experience in using mobile banking, 
and then CIRCLE the level of agreement on each of 
the items below based on your opinion. សូមពិនតិŰេមើលេលើ
សំណួរåងេ្រកាមែដលņកទ់ងនងឹបទពិេƘធនរ៏បស់អ្នកេលើេសƅធŐêរទូរស័ព្ទចល័ត 
េហើយបŐ្ទ ប់មកគសូរង្វង់េលើក្រមតិៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាមេğយ
ែផ្អកេលើមតិេŲបល់របស់ អ្នក។ 

Levels of Agreement 
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Perceived behavioral control    (PBC) ការ្រគប្់រគងឥរŲិបទៃនការយលេ់ឃើញ 

1. [PBC1]: I think I can use the mobile banking 
services effectively.  
ខ្ញុំគតិŁខ្ញុំƫចេ្របើេសƅធŐêរļមទូរស័ព្ទ្របកបេğយ្របសិទ្ធŨព 

1 2 3 4 5 6 7 

2. [PBC2]: Using mobile banking service is entirely 
within my control. 
ការេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័តគឺស្ថិតេőក្នងុការ្រគប់្រគងរបស់ខ្ញុ ំ

1 2 3 4 5 6 7 

3. [PBC3]: I would be able to use mobile banking well 
for financial transactions.  
ខ្ញុំƫចេ្របើ្រŕស់េសƅធŐêរទរូស័ព្ទចល័តŕនល្អស្រŭប់្របតបិត្តិការហិរញ្ញវត្ថ ុ

1 2 3 4 5 6 7 

4. [PBC4]: I think that I have the resources, 
knowledge, and ability to use mobile banking. 
ខ្ញុំគតិŁខ្ញុំŭនធនŋន ចំេណះដងឹ និងសមត្ថŨពេ្របើ្រŕស់ធŐêរទរូស័ព្ទចល័ត 

1 2 3 4 5 6 7 

5. [PBC5]: I am able to use mobile banking without 
help. ខ្ញុំƫចេ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តេğយពុំýំŕច់ជំនយួ 1 2 3 4 5 6 7 
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6. [PBC6]: I have the power to decide whether I want 
to use mobile banking as check account, payment, and 
any other possible features. 
ខ្ញុំƫចសេ្រមចចិត្តŁេតើខ្ញុំចង់េ្របើ្រŕស់េសƅធŐêរទូរស័ព្ទចល័តដចូć្រតǼតពិនិតŰគណនី
ទូņត់Ƙច់្រŕក់ និងលក្ខណៈពិេសសេផƖងេទȄតែដលƫចŭន 

1 2 3 4 5 6 7 
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Section 10: Perceived Risk toward Using Mobile banking 

ែផ្នកទ ី១០. ការយលេ់ឃើញពơីនភិយ័ 

The following questions are asking your opinions about 
the perceived risk toward using mobile banking. សំណួរåង
េ្រកាមេនះគឺសួរអពំីគំនតិរបស់អ្នកេលើការយល់េឃើញពីơនិភ័យៃនការេ្របើ្រŕស់េសƅធŐêរ
ទូរស័ព្ទចល័ត។ 
Please take a short look on the questions below related 
with your experience in using mobile banking, and then 
CIRCLE the level of agreement on each of the items 
below based on your opinion. សូមពិនតិŰេមើលេលើសំណួរåងេ្រកាមែដល
ņក់ទងនងឹបទពិេƘធនរ៏បស់អ្នកេលើេសƅធŐêរទូរស័ព្ទចល័ត េហើយបŐ្ទ ប់មកគូសរង្វង់េលើ
ក្រមតិៃនការយល់្រសបរបស់សំណួរនីមួយៗåងេ្រកាមេğយែផ្អកេលើមតិេŲបល់របស់អ្នក។ 

Levels of Agreement
ក្រមតិៃនការយល្់រសប 
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Perceived Risk Toward Using Mobile banking   (PRT)  
ការយលេ់ឃើញពơីនភិយ័េŇេលើការេ្របើ្រŕសេ់សƅធŐêរទរូសព័្ទ 

 1. [PRT1]: I feel not very safe when using mobile 
banking ខ្ញុŭំនƫរម្មណ៏Łមនិសូវŭនសុវត្ថិŨពេőេពលេ្របើធŐêរទូរស័ព្ទចល័ត  1 2 3 4 5 6 7

2. [PRT2]: I am worried that private information would 
be leaked when using mobile banking 
ខ្ញុំ្រពǼយŕរម្ភŁពត័៌ŭនឯកជននងឹេលចŋ្ល យេőេពលេ្របើេសƅធŐêរļមទរូស័ព្ទ 

1 2 3 4 5 6 7

3. [PRT3]: I do not believe that the design of the mobile 
banking system can provide security and privacy.  
ខ្ញុំមនិេជឿŁការរចŐៃន្របព័ន្ធធŐêរទូរស័ព្ទចល័តƫចផ្តល់នវូសុវត្ថŨិពនងិŨពឯកជនŕនេទ 

1 2 3 4 5 6 7

4. [PRT4]: I am concerned about the security of banking 
via mobile phones. ខ្ញុំ្រពǼយŕរម្ភអំពីសុវត្ថិŨពធŐêរļមរយៈទូរស័ព្ទៃដ 1 2 3 4 5 6 7

5. [PRT5]: I think the security risk is higher using 
mobile banking service than using traditional bank 
transactions. ខ្ញុំគិតŁការេ្របើ្រŕស់េសƅធŐêរļមទរូស័ព្ទƅŭនơនិភ័យខ្ពស់ែផ្នក
សុវត្ថិŨពćង ការ្របតបិត្តិការេğយŞ្ទ ល់េőធŐêរ 

1 2 3 4 5 6 7
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Section 11: Personal Information 
ែផ្នកទ ី១១ ពត៌ŭ័នŞ្ទ លខ់្លǼន 

Thank you very much for answer our questions, we would like to sincerely 

appreciate your time and efforts to answer the above questions. Your answer 

will be treated in strictly confidential. For our information, would you please 

indicate the following questions: 

សូមែថ្លងអំណរគណុចំេţះការេឆ្លើយនូវសំណួរņំងអស់ េយើងខ្ញុំសូមអរគុណŲ៉ង្រćលេ្រĈផងែដរចំេţះេពលេវƀនងិកិច្ចខតិខ្ំរបងឹ
ែ្របងរបស់អ្នកេដើមœីេឆ្លើយតបេŇនងឹសំនួរåងេលើ។ ចេម្លើយរបស់អ្នកនងឹ្រតǹវŕនរកƙćសŭ្ង ត់។ ស្រŭបព់័ត៌ŭនរបស់េយើងបែន្ថមេលើ
ការសិកƙ សូមេធ្វើការបø្ហ ញពីសំណួរដូចåងេ្រកាម: 

Personal Information ព័តŭ៌នŞ្ទ ល់ខ្លǼន 

1. Gender/ េភទ □ Male/្របុស □ Female/្រសី       

2. Marriage/
Ƙ្ថ នŨព្រគǼƘរ □ Single/េőលីវ  □ Married/េរȄបការ       

3. Age/ƫយុ 

□ 16-25  

years old 

□ 56-65  

years old 

□ 26-35  

years old 

□ > 66  

years old 

□ 36-45 
 years old 
 
 

□ 46-55 
years old  

 

 

4. Education/ 
កំរិតវបœធម៌ 

□ High School
មធŰមសិកƙទតុយិភូម ិ

□ Bachelor 
បរិę្ញ ប័្រត 

□ Master 
អនបុណ្ឌ ិត 

□ Doctoral 
បណ្ឌ ិត 

5. Occupation 
មុខរបរ 

□ Student/និសƖិត           □ Industrial sector/វស័ិយឧសƙហកម្ម               
□ Officials/ម្រន្តŻីជការ     □ Service sector employee/បុគ្គលិកបំេរǪេសƅកម្ម 
□ Other/េផƖងៗ    

6. Income 
(monthly) 
្រŕក់បំណូល្របýំែខ 

□ US$100 or less    □ US$101 to US$350   □ US$351 to 

US$500   □ US$501 to US$1,000     □ US$1,001 to US$2,000   

□ US$2,001 to US$3,000        □ Over US$3,000      
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7. Experience 
in mobile 
banking 
បទពិេƘធន៍េលើេសƅ
ធŐêរទរូស័ព្ទចល័ត 

□ 1-12months/ែខ
□ 6-10 years/Ă្ន  ំ

□ 1-2 years/Ă្ន  ំ
□> 10 year/Ă្ន  ំ

□ 3-5 years/Ă្ន ំ 
 

 
 
 

8. Preferred 
mobile banking 
features 
លក្ខណៈពិេសសរបស់
ធŐêរទរូស័ព្ទចល័តែដល
េពញចិត្ត 

□ Check 
account 

/ពិនិតŰគណន ី

□ Transfer 
money 
/េផ្ទរ្រŕក ់

□ Payments      □Other 

ការទូņត់Ƙច់្រŕក់    /េផƖងៗ……      

9. Category of mobile banking in experience:  
្របេភទៃនេសƅធŐêរទូរស័ព្ទចល័តែដលអ្នកŭនបទពិេƘធន ៍

a. Check 
account 
ពិនិតŰគណន ី

□ Never use/មិនŋ្ល ប់េ្របើ               □ Seldom use/មិនសូវេ្របើ             

□ Common use/េ្របើធម្មļ             □ Frequent use/េ្របើញឹកĘប ់      
□ Very frequent use/េ្របើញឹកĘប់ķស់ 

b. Transfer 
money 
េផ្ទរ្រŕក់ 

□ Never use/មិនŋ្ល ប់េ្របើ               □ Seldom use/មិនសូវេ្របើ             

□ Common use/េ្របើធម្មļ            □ Frequent use/េ្របើញឹកĘប ់      
□ Very frequent use/េ្របើញឹកĘប់ķស់ 

c. Payment 
ការទូņត់Ƙច់្រŕក់ 

□ Never use/មិនŋ្ល ប់េ្របើ               □ Seldom use/មិនសូវេ្របើ             

□ Common use/េ្របើធម្មļ            □ Frequent use/េ្របើញឹកĘប់       
□ Very frequent use/េ្របើញឹកĘប់ķស់ 

d. Send cash 
to ATM 
េផ្ញើ្រŕក់េŇŭ៉សីុនដក
្រŕក ់

□ Never use/មិនŋ្ល ប់េ្របើ               □ Seldom use/មិនសូវេ្របើ             

□ Common use/េ្របើធម្មļ            □ Frequent use/េ្របើញឹកĘប់       
□ Very frequent use/េ្របើញឹកĘប់ķស់ 
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e. Phone top 
up បញ្ចǹលទកឹ្រŕក់ក្នុង
ទូរស័ព្ទ 

□ Never use/មិនŋ្ល ប់េ្របើ        □ Seldom use/មិនសូវេ្របើ               
□ Common use/េ្របើធម្មļ     □ Frequent use/េ្របើញឹកĘប ់      
□ Very frequent use/េ្របើញឹកĘប់ķស់ 

f. Others 
េផƖងៗ 

□ Never use/មិនŋ្ល ប់េ្របើ        □ Seldom use/មិនសូវេ្របើ                  

□ Common use/េ្របើធម្មļ      □ Frequent use/េ្របើញឹកĘប ់      
□ Very frequent use/េ្របើញឹកĘប់ķស់ 


