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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
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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



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),
3



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.



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:
e To investigate the effective factors of consumers’ adoption of mobile
banking in Cambodia
e To understand the effective factors influence consumers' adoption of mobile
banking.
e 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.



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:

e Descriptive Statistics Analysis
e Factor Analysis and Reliability Check
e Hierarchical Regression
e Smart PLS
The flow chart of this study may be shown in the figure below:

Motivation and Objective

I

Literature review

I

Questionnaire design and Data

4

Research Result and Discussion

1

Conclusion and Suggestion

Figure 1- 2 Research flow

Source: Original study



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
8



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).
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Behavioral Actual
Intention Behavior

v

Attitude /'
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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 1is the direct intention of the



individual on using technology and deciding factor of behavior (Magbool, 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 (Cakir & 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).
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Usefulness
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Attitude Behavioral
External . Actual
. Toward —| Intention to
Variables Usi System Use
P 4 sing (A) Use (BI)
Perceived
Ease of Use
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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 1s 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 1s 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.
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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 (Cakir & 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 & Greonholdt 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
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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
HS test perceived ease of use with attitude toward mobile banking and perceived
value. Fourthly, H9 and HI10 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.

31



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 a shows that the
factors of each construct have a relatively high coefficient o (>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)
WOMI1] 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
[

WOMS] 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

PUS5] 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

[
[PEOUA4] 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)

[ATMBI] 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

[ATMBS5] 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.

[AIS] 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
37



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.

[PRTS5] 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 o> 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 i1s 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 41 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
1s 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 Singl.e 208 82.21%
Married 45 17.79%
16-25 years old 164 64.82%
26-35 years old 81 32.02%
Age
36-45 years old 7 2.77%
> 66 years old 1 0.40%
High School 19 7.5
Education Bachelor 197 77.9
Master 33 13.0
Doctoral 4 1.6
Student 150 59.29%
Occupation Indu.strial sector 18 7.11%
Service sector employee 54 21.34%
Other 31 12.25%
USS$100 or less 75 29.64%
US$101 to US$350 93 36.76%
Monthly Income US$351 to US$500 34 13.44%
USS$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%

42



Table 4- 2: Characteristics of the Respondents (Continued)

1-12 months 138 54.55%
1-2 years 64 25.30%
Experience in MB 3-5 years 42 16.60%
6-10 years 8 3.16%
> 10 year 1 0.40%
Check account 96 37.94%
Transfer money 59 23.32%
Preference MB features
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 lf::luent
Check account 53 2095% | 27 10.67% | 102 40.32% |44 17.39% 27 10.67%
Transfer money 75 29.64% | 58 2292% | 70 @ 27.67% | 32  12.65% 18 7.11%
Payment 80 31.62% | 40 1581% | 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 2332% | 30 11.86% | 70 27.67% | 53  20.95% 41 16.21%
Others 118  46.64% | 46 18.18% | 64  2530% | 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 Stargdf}rd
Deviation
Research constructs: External Influence
Social Influence
[SI1] People who influence my behavior think that I should use mobile banking 4.826 1.489
[S12] People who are important to me think that I should use the mobile banking 5.047 1.394
[S13] 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
[WOMI1] 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
[WOMS] 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 4925 1.400
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 3170 1.237
[TR4] In general, the mobile device is a safe environment in which to transact
banking activities through mobile devices 3115 1333
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 4901 1.420
beneficial : :
[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
[PEOUI] 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
[PEOUA4] 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] Iam 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 5929 1135
favorable to me
[PV3] Compared to the time I need to spend, the use of mobile banking is useful to 5 447 1189
me.
[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
[ATMBI1] I believe it is (would be) a good idea to use this mobile banking for my 5573 1.109
task performance. ' ’
[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
[ATMBS5] Using mobile banking will save my money 5.340 1.203
[ATMBS6] 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
[BI61 Wheneyer possible, I will use mobile banking services, rather than traditional 5791 1102
banking services.
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
[AIS] 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

45



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
[PBCS5] 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
. 5.656 1.160
account, payment, and any other possible features.
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
. 4.711 1.601
banking
[PRT3] I do not believe that the design of the mobile banking system can provide
; . 4.423 1.669
security and privacy.
[PRT4] I am concerned about the security of banking via mobile phones. 4.783 1.562
[PRTS5] I think the security risk is higher using mobile banking service than using 4565 1.667

traditional bank transactions.

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 (o) must be greater than 0.7 (Hair et al., 2010).

46



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 a value 1s 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 a 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
a 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 a of this
factor is 0.884, including item-to-total correlation (0.735~0.809) which has a high

coefficient.

47



Table 4- 7: Results of Factor Analysis and Reliability Test of External Influence

Factor Eigen- Cumulative Ttem-to- o hach?s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

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 0.813 0.588
mobile banking
[SI4] In general, the bank has supported the Factor Loading < 0.7 Deleted

use of mobile banking

Word of Mouth 3.463 69.266 0.889

[WOM2] I often got suggestion to use

mobile banking from my friends. esob 0.712
[WOM3| My frlends qlways try to convince 0.847 0.768
me to use mobile banking.

[WOMT1] I have rf.:comme.nded by many 0.820 0.749
people to use mobile banking.

[WOM4| Many people try to show the

benefits of mobile banking to me 0812 0.713
[WOMS] I try to spread the good-word about 0816 0.709

mobile banking.

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

[TR3] I feel confident that technological
advances (such as encryption) on mobile 0.856 0.732
make it safe for me to use mobile banking
[TR1] Mobile banking has enough protection
to make me feel comfortable using it

0.869 0.752

0.844 0.714

[TR4] In general, the mobile device is a safe
environment in which to transact banking 0.810 0.666
activities through mobile devices

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 0.904 0.775
idea

[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 a = 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
Factor  Eigen- Cumulative Ttem-to- C,Jronbach
Research Items . . total s Alpha
Loading value  Explained .
correlation (o)

Perceived Usefulness 3.720 62.000 0.877
[PU3] Using mobile banking makes it 0837 0.745
easier to do my task
[PU4] Using mobile banking improves my 0805 0.702
task performance
[PUZ]. Using mobile banking add to my task 0799 0.698
effectiveness
[PUG6] Moblle banking is useful in 0730 0.672
performing my task
[PUS] Using mobile banking saves me time
and effort in performing tasks Q: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
o = 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

Factor Eigen- Cumulative Ttem-to- o hach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

Perceived Ease of Use 2.744 68.611 0.842
[PEOU3] My interaction with mobile
banking is clear and understandable 0.850 0.717
[PEQU4] It is convenient to access mobile 0.828 0.684
banking
[PEOU2] It is easy to get mobile banking to
do what I want it to do 2827 0.683
[PEOUT1] 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 a 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

Factor Eigen- Cumulative Ttem-to- o bach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation
Technicality 2.547 63.668 0.810
[TCHZ] Mobile banking can be connected 0.816 0.649
instantly
[TCH3] Mobile banking takes a short time 0.803 0632
to respond
[TCHl] I think mobile banking provides a 0.800 0.629
convenient feature
[TCH4] The system of mobile banking is 0772 0.595

reliable

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 | 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 a = 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

Factor Eigen- Cumulative Ttem-to- o hach?s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

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 a = 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

Factor Eigen- Cumulative Ttem-to- o pach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

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 0833 0728
benefit
[PV2] Compared to the effect I need to set
umpe, the use of mobile banking is favorable to 0.832 0.727
[PV5] The experience that I’ve been using
mobile banking has satisfied my needs and 0818 0.710
wants

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 o 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
. . Item-to-
Factor Eigen- Cumulative Cronbach’s
Research Items . . total
Loading value  Explained . Alpha (a)
correlation

Attitude toward mobile banking 3.132 62.649 0.850
[ATMBS3] 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
[ATMBG] I think that using mobile banking
is pleasant 0.775 0.644
[ATMBI1] I believe it is (would be) a good
idea to use this mobile banking for my task 0772 0.632
performance.
[ATMBS5] Using mobile banking will save
my money 0.751 0.614
[ATMB2] Operating through mobile Factor Loadifg < 0.7 Deleted

banking is a wise idea

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 a 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
. . Item-to-
Factor Eigen- Cumulative Cronbach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

Behavior Intention 3.285 65.691 0.869
[BIS’] I'm going to dg transaction through 0.849 0.748
mobile banking service
[BIS] I intend to perform transactions via
mobile banking, such as checking account 0.831 0.719
balance.
[Bll.] I’m going to use mobile banking 0.829 0.717
services
[B.I4] I Wapt to manage my bank accounts 0.774 0.647
using mobile banking
[BI6] Whenever possible, I will use mobile
banking services, rather than traditional 0.766 0.638
banking services.
[BI2] I want to gain more information on Factor Loading < 0.7 Deleted

mobile banking

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 a 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
. . Item-to-
Factor Eigen- Cumulative Cronbach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

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
[AIS] 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 a 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

Factor Eigen- Cumulative Ttem-to- o hach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation

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 0.820 0.727
banking.
[PBC6] I have the power to decide whether
I want to use mobile banking as check
account, payment, and any other possible 0.791 0.691
features.
[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 a 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

Factor Eigen- Cumulative Ttem-to- o hach’s
Research Items . . total
Loading value Explained . Alpha (o)
correlation
Perce-lved Risk toward Using Mobile 3.809 76.186 0.922
banking
[PRT4] I am concerned about the security
of banking via mobile phones. 0.904 0.840
[PRT2] I am worried that private
1nfomat10n yvould be leaked when using 0.874 0.799
mobile banking
[PRTS] I think the security risk is higher
using mobile banking service than using
traditional bank transactions. 0.867 0.787
[PRTS3] I do not believe that the design of
the mpbll@ banl.qng system can provide 0861 0779
security and privacy.
[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

Composite Cronbachs R2

N4 Reliability Alpha
External Influence 0.721 0912 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 -
Perc§1ved risk toward using mobile 0.544 0.853 0.922 i
banking
AttltudG toward moblle banking * 0.741 0.989 0.088 i
Perceived behavioral control
Attitude toward mobile banking *
Perceived risk toward using mobile 0.748 0.987 0.986 -

banking
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.
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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 (HS) 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
(HI11). 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 (p=0.592, t=44.525), perceived ease of use (f=0.248,
t=14.348), perceived value (=0.084, t=5.572) and attitude toward mobile banking
(B=0.155, t=9.388). Furthermore, perceived usefulness is significantly influenced
by perceived ease of use (B=0.507, t=26.516), attitude toward mobile banking
(B=0.304, t=14.391). Moreover, perceived ease of use significantly influences on
attitude toward mobile banking (f=0.145, t=7.657), perceived value (f=0.163,
t=6.751). Technicality is significantly influenced by perceived value (f=0.403,
t=14.856). The perceived fee is significantly influenced by perceived value
(B=0.292, t=14.682). Perceived value significantly influences on attitude toward
mobile banking (p=0.360, t=18.405). Attitude toward mobile banking is
significantly influence on behavior intention (B=0.676, t=5.386). Behavior

intention is significantly influenced by adoption intention ($=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 (f= 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 (= -0.313,
t=2.258). Therefore, H15 is also supported.

Table 4- 19: Evaluation of Structural Model and Hypothesis Testing

Hyp. Path Standardize T-Value P-Value
Estimate
H1 External Influence -> Perceived Usefulness 0.592 44.525 ok
H2 External Influence -> Perceived ease of use 0.248 14.348 Hokok
H3 External Influence -> Perceived Value 0.084 5.572 koK
H4 External Influence -> Attitude toward 0.155 9.388 ok
mobile banking
H5 Perceived Usefulness -> Perceived ease of 0.507 26.516 kK
use
H6 Perceived Usefulness -> Attitude toward 0.304 14.391 koxk
mobile banking
H7 Perceived ease of use -> Attitude toward 0.145 7.657 Hokk
mobile banking
H8 Perceived ease of use -> Perceived Value 0.163 6.751 koxck
H9  Technicality -> Perceived Value 0.403 14.856 Hikek
H10  Perceived fee -> Perceived Value 0.292 14.682 *oxok
H11  Perceived Value -> Attitude toward mobile 0.360 18.405 *oxck
banking
H12  Attitude toward mobile banking -> 0.676 5.386 ook
Behavior Intention
HI13  Behavior Intention -> Adoption Intention 0.789 76.749 ok
H14  Attitude toward mobile banking * 0.300 2.197 ook
Perceived behavioral control -> Behavior
Intention
H15  Attitude toward mobile banking * -0.313 2.258 ok

Perceived risk toward using mobile banking
-> Behavior Intention

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

1ts’ 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 &
Grenholdt 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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Section 1. External Influence
't'g_n@'a. fdnarmnis

The following questions are asking your opinions about
the external influence of using mobile banking. sianie

1muie s A i AR risnids § nreniy sl maliim alsen ayae mani
(piiggininuaing

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. wyuiigapdandaaniengmes

Hfien §iﬁﬁ9ﬁtnﬂﬁ§iﬁﬁ3§ﬁ§ﬁﬁg‘l bR mm?mmmmsgm%n

<
GUH 1 mﬁgwﬁﬁﬁqmn‘}ﬁﬁ?ﬁ'is m:mn}Lﬁjmﬁh}ﬁ}nﬁﬁgma SN MuIth

%g ﬁm?ﬁﬁtriﬂﬁnﬁ'mfﬁﬁﬁ y

Levels of Agreement

nﬁ?n’ism:mn’q}m

Strongly Disagree Semaijpuueingan

Disagree Seusip

RuUeH

(2] (2]
SuUeH

N

a
[2]

Somewhat Disagree §suwnijpsut
Somewhat Agree mnsjnuy

Neutral s#n L
Agree wnijny

Strongly Agree wrjsudingpusn

Social Influence (SI) a§nnrasty

1. [SI1]: People who influence my behavior think that
I should use mobile banking.
anitnesinusmisianusiwa g Aamganfiunaamigiinsiia

1 1

2. [SI2]: People who are important to me think that I
should use the mobile banking
sgitumean: g §Anm ganhnummiginineiin

3. [SI3]: My classmates who have good performance
have benefited from using mobile banking
gniumamaginani]sginmeeg uapmantdimnfanmimuginin

=1

4. [SI4]: In general, the bank has supported the use of
mobile banking
mgmrsmmsmSﬁﬁLganﬁLmh'jmmswm:g:tﬁgmﬁ'ﬁ

Words of Mouth (WOM) mijesfi

1. [WOMI1]: I have been recommended by many
people to use mobile banking.
ginimeugaymyBeinngi g manummiginineiin
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2. [WOM2]: I often got suggestion to use mobile
banking from my friends.
gmeegumigsunuanidfiiimaunummigininsdinddaafuaigmein
1 )

mt
N

3. [WOM3]: My friends always try to convince me to
use mobile banking.
Enuniginninn ansumumaBdyiwnanmimugiaiy

R 8yt e

4. [WOM4]: Many people try to show the benefits of
mobile banking to me
ug metLﬁanw rinﬁﬁ@mﬁﬁmmunﬁ é?mmmmm:mﬁgm?gﬁﬁé

5. [WOMS]: I try to spread the good-word about
mobile banking
gnnunuiiEn tﬁmﬁjmﬁngﬂ:%ﬁtmmmm:gm}gﬁn?ﬁ

Trust (TR) éands

1. [TR1]: Mobile banking has enough protection to make
me feel comfortable using it
tmﬂﬁmm:gstﬁgmﬁﬁmsm:m:miLﬁﬁLmétﬁﬁjtt:mﬂ g smﬁqemnghmnﬁ?

Lm:{j

2. [TR2]: I feel assured that legal structures adequately
protect me from problems associated with using mobile
banking services

gimntthivuueiinspmEmmIgmeppimeiumanmatg famniiiimea

mmmm:gm?gm%ﬁ

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

gnségninmminesnf]sinnmgnion (yum encryption) sellginin

neniRmnunignamninammigiineain
11

4. [TR4]: In general, the mobile device is a safe
environment in which to transact banking activities
through mobile devices
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metglaunind ereinaainANIN IS N wRIIRME 1 mmmﬁLﬁﬁﬁﬁmmmm:
2 ¥ =1 N 1 e J (2]

mmm:gsﬁ?gﬁn‘&ﬁ

Social Norms (SN) uemhsasiy

1. [SN1]: People who are important to me would

recommend using mobile banking services

sg i eanaingsimsgmeinnggpinummigiinenin
1

2. [SN2]: People who are important to me would find

using mobile banking services beneficial

ue iU eanRinsdimsgmemuimmmiimaanaamigiinsaiag
1

n&sianmtmﬁé
P/ |

3. [SN3]: People who are important to me would find
using mobile banking services a good idea
wg it meani: S dmermuimmmbimashaamigiinsiac

mLfimﬁm

H

4. [SN4]: More and more people around me use mobile
banking service
sgaymainEmetifpdyfmamnuimmigisgudn
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Section 2. Perceived Usefulness

nd u. m:mn&ﬂhﬁﬂngunﬁﬁ

Levels of Agreement

The following questions are asking your opinions about f{ERIeMItIAI Iy
the perceived usefulness of using mobile banking.
) & oadoa ' a 1o A [ a '
ongs et mene: fng i Snssgnibmins s fafaganaslemagiime | = o i}
) o E ] c2
BN G MIGIRT B AT °%] 2 2 o
¥ < g “é dg E
Please take a short look on the questions below related | -5 8 3 o
. . . . . c2 —
with your experience in mobile banking, and then 8 ® -g e
. D) =
CIRCLE the level of agreement on each of the items o o 8 o 'g
. . oo a a o 04 D = OI 0)
below based on your opinion. wuiifapdandanpenymeisn | 5 & 3 z o
3 - S H R E fff o o
I3 1 a o o al U 1 a (2 E nE
nrgafaveianadiungmbionanmiginigsdin siwvmiungugind| & & e g | 2 g
L2 Y < < Y J cc g E _E >
a % ' "o o 3] a o ' [ > Y 'J:: —
nintemimippuira ANy o e menh wigniduitnudmaEny | o g 25 2 ﬁ 2
u » q q
3§ g 3 g 8 3
85 9 2 g ¥ &5
A Z A<

Perceived Usefulness (PU) mumariaiisgpmtnsd

1. [PU1]: Using mobile banking will allow me to
accomplish tasks more quickly
mafiim A migininsiiamein g8 apsRumimenainde

2. [PU2]: Using mobile banking add to my task
effectiveness
mﬁLﬁLmﬁ'ﬁmﬁﬁmmigiﬁﬁ"gﬁﬂ?ﬁﬁfﬁﬁ]}iﬁgmﬂmimﬁﬁﬁ}é

3. [PU3]: Using mobile banking makes it easier to do

my task

mifm s mmigiainEAinm Simfun wnsmnn wmmItnm
2 1

REMITAIS
> S

4. [PU4]: Using mobile banking improves my task
performance
mifiimanaamigiinsiinuides Mamnfgminaig

5. [PUS5]: Using mobile banking saves me time and
effort in performing tasks
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anﬁLm AIRIN I MIQIRIN BRTHT tﬁmsjm AN &4 ﬁﬁLﬁaiLmﬁ AMITINM
¥ < P P2y 41' N

minig

6. [PU6]: Mobile banking is useful in performing my

task
TN B MIgIInEint sag\pxmﬁégﬁmsﬁmmﬁgmmﬁh
9

4.
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Section 3: Perceived Ease of Use

'ﬂﬁ_ﬁg Me m:mmﬂhnmnmmLhinnImem

The following questions are asking your opinions

about the perceived ease of use on mobile banking.

manemuie s A Al nuassmidmnin wip s maiim aswn
2 2 <+ » “1‘

ﬁmmsgmﬁgﬁn}ﬁﬂ

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.
wufdapiandanaaymuitunsenfavefanudinimnibian

ﬁmmigm”jgﬁn?ﬁ ttﬁmﬁgwﬁﬁﬁgmg«t&m‘}ﬁﬁﬁ‘ism:mn&pmmm’n&n}p:

§Tgtﬁ‘i] G RE mfgmn?ﬁﬁmnﬁn'ﬁﬁtﬁﬁﬁﬂ

Levels of Agreement

nLEﬁ'ism:mn'JLm

Ul
)

t

Strongly Disagree #smaijuni

Disagree stinijny

]
fn

BHEURH
5

a
fn

Somewhat Disagree Semsaijpuu
Somewhat Agree i

Neutral anp{fia
Agree wijp

Strongly Agree niijniudi]as

Perceived ease of use (PEOU)

1. [PEOUL]: It is easy to use mobile banking
AN /M NN mmegﬁanﬁLmﬁhtmmmmsgm‘jgm}ﬁ

-

2. [PEOU2]: It is easy to get mobile banking to do
what [ want it to do
NN BM NN WA AIAIMIFY I Stmﬂﬁmm:giﬁ?gﬁn}ﬁtﬁﬁjtfjs}%ﬁ mém&tt}

3. [PEOU3]: My interaction with mobile banking is
clear and Understandable
mifimaaigiiinummimugrainAspaan i mmsme

4. [PEOU4]: It is convenient to access mobile

banking

AN EM NN mmeghmsgmwitLﬁLmﬁ'jmmmm:gm‘jgﬁn‘jﬁ
p7] 1
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Section 4. Perceived Sacrifice

't'g_nﬁ ¢. marasdndmenseuh

The following questions are asking your opinions
about the perceived sacrifice of using mobile banking.
ainniamue s A Al nu s midmim s fimia s vhnamiimea

tmﬁmmm:g:fﬁgmﬁm

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.
wufidapdandaapnaymeizunfesSavefinnudunsanidinn
aemigininudin winuniungwmiliadaismimamuaaian

§grﬁﬂ B MuIEN m%gmn‘}ﬁﬁirinﬁn'jmﬁ'jﬁﬁﬂ

Levels of
Agreement

ﬁ[ﬁn’ss matr A pIts

Strongly Disagree #gusniiasuniiais

Disagree Sguinsiasn

HRHINITEIULRE

Somewhat Disagree

Neutral snnifis

Somewhat Agree mipiiastiufnugs

Agree minithin

Strongly Agree miniiastgisais

Technicality (TCH) mngnosns

1. [TCHI]: I think mobile banking provides a
convenient features

SRR EMIGIAI NG AIHR ATRIAIH AN 3N HI{RIAg

\: ¥ < (2] ¥ 8 »

\S]

2. [TCH2]: Mobile banking can be connected instantly
EOMIGIAIN G IR EMINeMEY

3. [TCH3]: Mobile banking takes a short time to
respond
EOMIgIINE ARG Am N mgiﬁﬁjigimﬁﬁ

4. [TCH4]: The system of mobile banking is reliable
pisEmmigiinsiinmuenfinmes

Perceived Fee (PF) mrmasifaiiigsnh

1. [PF1]: The fee that I have to pay for the use of
mobile banking is low
imwnit g mpimmim e snmisdnAn el ny
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2. [PF2]: The fee that I have to pay for access mobile
banking is reasonable
inwnisug i mpodinimmiimamwnenmimegiinfnse g

WHims

3. [PF3]: I am pleased with the price I have to pay for
the use of mobile Banking
ginnwiadiatypgpdamwwpntmaifimaneamigininsdin

4. [PF4]: I think the transaction fee of using mobile
banking is cheap
gAnmigiunuivmismmimainammigininsiinfnedinnmn
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Section 5: Perceived Value
find &. momsnsdadintg
C 3 o

The following questions are asking your opinions about the
perceived value of using mobile banking. sianienimuses i

%éﬁmﬁ'mﬁm?m:mn'ﬁ‘tﬁmﬁﬁ?ﬁ‘{smitLﬁLmﬁ'jmmm MIGIEINGATH Y
<& N (o} Y -1

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.
wufdapiandoanmaaymeitndenfavefnudasnidbinsmm

gm‘inmfimtﬁmﬁswt'jﬁﬁﬁmimﬁtn‘}ﬁLﬁﬁ%smmnhmmmﬁﬁm:ﬁama ghimY
e/ (-1 < 2 [-) P’

2

i mfgﬁm‘}ﬁﬁmnﬁn} mﬁ'ﬁiﬁﬂ

Levels of
Agreement
nLEﬁ'ism:mn'JLm

SR HI I IT NN AT

a

Strongly Disagree

Disagree

a

SHURH

a

YR UWIAUURE

a

H8HIAI{RIT
Somewhat Agree winjpuy

Somewhat Disagree
Agree wniniu

Neritral snns@es

Stronglv Agree winiiaitigiiini

Perceived value (PV)

1. [PV1]: Compared to the cost I need to pay, the use of

mobile banking provides more benefit
tﬁiLTﬂmﬁ] uiel Suniginugpbamumem smafmassonummignin aaing Rigsuans e

3

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

tﬁtLﬁ]mti]mﬁﬁh ATgRATEN AiEmin méLﬁfma mﬁLﬁLm h}tmﬁﬁmm:gm}gﬁmﬁﬁ WRINGS
1 2

& ~
1

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

tﬁtLﬁ]mtﬂﬁm Smnuanisugipibamt mifmanenmigiainsiinfnsannsfm:g
12 1

4. [PV4]: Overall, using mobile banking delivers me good
value. wivun mnn‘ipa’nmﬁmmm:mmn&nﬁn&ﬁrjésiﬁnﬂﬁ‘iﬁ
] 2 < \zlJ 1 o

5. [PV5]: The experience that I’ve been using mobile

banking has satisfied my needs and wants
veftnuiiugm smﬁpﬁnmmmmmagsﬁgm sﬁmmtmﬁﬁﬁ&meémmﬁﬁLﬁimsmﬁ'ﬁé
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Section 6. Attitude toward mobile banking

11!_?19 0. mnmnmmﬂmmmmmnma"mm:g:mgﬁmn

Levels of Agreement

_ _ , . nrfiniemats nipsa
The following questions are asking your opinions about ¢ ol
the attitude toward mobile banking. mianiasmue:Aagii =
=2 a

Al mwasamlm Ay fiunielnmaiimaunanmigiasnuia 2 o o

: P 5 | g |z
2 12 |8 |2
Please take a short look on the questions below related | = 'g 2 =
with your attitude toward mobile banking, and then g 2z _g %
CIRCLE the level of agreement on each of the items o 9 8 5

: b oo al a o o q)
below based on your opinion. wufidapdandaianamymuitn | O 2 § § 8
of -5 @ | & 3
' o a 2 ' a ) v a ' "o < = L
pfisnfavefianudisnsmdinammigiinsis wiwvntsngumind | 3 8 A g < 8 &
L3 ¥ =1 =1 ¥ Jd Q azn E g E "é <
a A 1 1 o o 2 al o 1 1 m N
nintemimaipuaaniywonamesh wismisfnumnany | > 8 S o S 8 2
W w # & B B < B &f
g o o 5 o § =
| ]

S 25588558
O Azl A<dan
Attitude toward mobile banking (ATMB) sanujfifuntelinmanifjmananemmigininuein

1. [ATMBI1]: I believe it is (would be) a good idea to
use this mobile banking for my task performance.
gufjmAmnmnddwi anamnitnenmigiinaiine syt immmaniuagg

2. [ATMB2]: Operating through mobile banking is a
wise i1dea mm}pﬁnﬁm:mmm:ﬁmm:giﬁ?gﬁn‘iﬁﬁmﬁéﬁﬁniwnhﬁi

3. [ATMB3]: I am positive toward mobile banking
gmemuinmesimnmmigiinuain

4. [ATMBA]: I would be interested in doing the process through

mobile banking & misnm i nmaiiufvn mimetamigiin e
1 1

5. [ATMBS]: Using mobile banking will save my
money mifijmainmmigininsiindag magiimanaig

6. [ATMBG6]: I think that using mobile banking is
pleasant gaammmiimanmnasmigiinsiinfmmanmis
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Section 7. Behavior Intention
i’gni . ganasfunus

The following questions are asking your opinions about

Levels of Agreement

niEniamatsaips

the behavior intention of using mobile banking. wanie

Muie :ﬁﬁgsﬁﬁ i’i§ﬁ:ﬁﬁ&gﬁtﬂ?ﬁnﬂnﬁ?mﬁﬁgiﬁmﬁLﬁLmh'ﬁmmmmsgm‘%gﬁn‘iw
1

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. aufiap#andiaianies

thﬁ’iﬁ wafen é’m@ﬁmnﬁémﬁ'ﬁiﬁm?mmmm:g:ﬁgﬁn‘&ﬁ it wug i
ﬁmﬁjﬁm?ﬁ[ﬁﬁ%@ m:mmLmﬁ:ﬁﬁkh}ngsﬁigma S MuIN rﬁ%ﬁ AL uRIUN T

SURTHAY
L3

B8 HIITAITI G131 69

a

Strongly Disagree

Disagree

a

SR HINITRIT

o

HEHIUITAIUTISE

a

Somewhat Disagree

Neutral snpifs

a

AU BEUTRN

Somewhat Agree i

Agree minipniu

o

AIT BT ST I

Strongly Agree us

Behavior Intention (BI) @anusfunus

1. [BI1]: I’'m going to use mobile banking services
gé’mLﬁtmﬁmmm:gm"jgﬁn‘iﬁ

[—

w

(V)]

2. [BI2]: I want to gain more information on mobile
banking §shegniiAmsuiguifinmmigiainania

3. [BI3]: I'm going to do transaction through mobile
banking service §fumfpRuimimuinnnammimugiaiy

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

guippuipaRAnEmmaun g i{mastn Ry mImE gD
1 1

=1

5. [BI5]: I intend to perform transactions via mobile

banking, such as checking account balance.
gwetanmipiumimuim:nnmigiinsdiaguniiapiumegagaan iy

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

muamisumeiiigineg fmfiwnnyrmmisiianmingln mramim wi s
1
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Section 8. Adoption Intention
ind d. tannegammn

The following questions are asking your opinions

Levels of Agreement

about the adoption Intention of using mobile banking.
ﬁng:mmmms :ﬁﬁgsfaﬁ %ﬁﬁ:ﬁﬁ'ﬁgﬁmﬁﬁnﬂﬁ eg mmﬁanﬁLm AItRIN gm‘ig

GO

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. ayuii§s;

)

tﬁmtn‘}h}@mm’mﬁ{ﬁ mmﬁgtﬁ§«t&ﬁ9ﬁmnnéma&gmn‘hmmmm:gimm

<
GOUH 30 mﬁ@ﬁﬁﬁ@ﬁjig&Iﬂ?ﬁLﬁ'ﬁ%SmitﬁﬂﬁLﬁjmTjhﬁ'ﬁfmyiﬁigmﬂ fimy

1 rﬁ%g ﬁm?ﬁﬁmnﬁn'ﬁﬁﬁ'ﬁiﬁﬂ

nifiniemanrypon

pial

=
I
g ng pial
= 8 B
bt 2 s =
] P [ 2]
2 = ‘g =
R Q
5 3 3 | &
8 o -5 2
=] 2]
D 8 b= 5]
O 9 Q)|
O 2 Yo O 8
S B= < fu] )
of @ @ o o O
S g AN w <« o =
A e g 5 5 -5 <
= = =
ol - 3 o] 3 o o0
o ¥ 9 5 O o <
22558 E &5 =

= O )

A AZ AR

Adoption Intention (Al) #nnnsgamm

1. [AI1]: I plan to use mobile banking in the future
gmemppnffivhaamimugiinainunmag 112131415167
2. [AI2]: I will regularly use mobile banking in the

future g8afimanmnummigiinsiinmidanfanunang Lp213 1415167
3. [AI3]: I will adopt mobile banking as soon as

possible gfaegumniwnammigininsiingimemimuinunsifieing 12131415167
4. [Al4]: I am highly interested in trying out the mobile

banking system gmusignngainnmiannngaquiigummigininsin 1127131415167
5. [AI5]: T will recommend the use of mobile banking

to my friends g&uiansimnifijmaswneamimugininaifamag 112131415]6)7
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nd 6. m:Lnﬁthﬁ?unm’mm:mn}nﬁm
& N

Section 9. Perceived Behavioral Control

The following questions are asking your opinions
about the perceived behavioral control of using mobile
banking. sianiewimuie:Aniifimunanidmipopasiunueis

Mt ssam anﬁLm RILRIN QTR NG AT R o
N ¥ =1

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. wuiispiiasned

ﬁ}ngsmﬁthﬁfﬁ wafen §tm9ﬁtmmémﬁ'jgmn?mmmm:g:rﬁgtan‘iﬁ
it mﬁgwﬁﬁﬁgmgﬁm?ﬁlﬁﬁ%sm:mn&wmmhﬁnjy:ﬁgm g MEIN

%gﬁm?ﬁ%mnﬁn'ﬁﬁﬁ'j HA

Levels of Agreement

ﬁLﬁﬁ’Ee matrAfats

S

I

Strongly Disagree §smnijnuni

Disagree #sunijpy

BEURH
2

a
3]

SUURY
2

a
fn

Somewhat Disagree Seusajpuy
Somewhat Agree waijpuy

Neutral unpifin
Agree waijn

il
3

U

Strongly Agree wapueii

Perceived behavioral control (PBC) mpimasianueiemimmimin

1. [PBC1]: I think I can use the mobile banking
services effectively.
gAnmgnufuonummimugiain[unun Ui gme

2. [PBC2]: Using mobile banking service is entirely
within my control.
mapi{maahasmigiinsiinAsimeinamipriaaasg

o L3
1

3. [PBC3]: I would be able to use mobile banking well
for financial transactions.
émmLﬁLmﬁ&zmmmmmﬁ?nmﬁ’ﬁmsmmLmﬁLﬁﬁﬁﬁmstﬁ:msﬁ

N v E # Il g a

4. [PBC4]: I think that I have the resources,
knowledge, and ability to use mobile banking.
gAnmgmensme dian:ia Sanmunmaniimaissmiginsaia

5. [PBC5]: I am able to use mobile banking without
help. gmuyiimanmnanmigiminsiinnmidnstg
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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.
ganunnjpuinniigsaniimamnaamiginsiinguianidnmans

gmﬁﬁm’sLmﬁ Bamsnan :ﬁimmtﬁjtﬁt@ﬂﬁfﬁ UGS
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Section 10: Perceived Risk toward Using Mobile banking

’;’gﬁﬁ 90. mimramimitmas

The following questions are asking your opinions about
the perceived risk toward using mobile banking. sianie

Levels of Agreement

ﬁLﬁﬁ’Ee matrAfats

o

GIRLEE :ﬁm”s ﬁ%é‘ﬁmﬁ'ﬁiﬁm"j’msmn'}ﬂﬁmﬁﬂn §Rwie anﬁLm AILEINER NI

QIRINGATHY

Y <

LS HijﬁjﬁmiﬁLﬁjiﬁ

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. wuiigapdandaaneimuin

o

a

mﬁ@iﬁé’aﬁ@ﬁtmmémﬁ'ﬁgmn‘hmﬁmmm:gm‘igﬁn}ﬁ nﬁmﬁgﬁ'mﬁgmg&tm

ﬁLﬁﬁism:mn&Lﬁjﬁmﬁ}ﬁ}nﬁﬁgmﬂ I MYLEN tﬁ%g ﬁm?ﬁﬁmnﬁn}sﬁh'ﬁiﬁﬂ

Strongly Disagree

48 tﬁn'ijU

Disagree

AR

a

dsurny]

a

Somewhat Disagree

Neutral sn

nifin

AIUUEBURH
n n

Somewhat Agree wnj

Agree wijy

Strongly Agree wajrugingmi

Perceived Risk Toward Using Mobile banking (PRT)
m:mn&nﬁgﬁmﬁﬁmﬂtﬁmnﬁmn}tnmamm:gm‘ig

1. [PRT1]: I feel not very safe when using mobile
banking gmsmmaimdenimswifmmshnanianmiginineia

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

g wmnigmidmsantsfinusmmnshinuyinammimygiaig

1 %

3. [PRT3]: I do not believe that the design of the mobile
banking system can provide security and privacy.
gienfjmmunmispignmmigininsiinmus wginiimniamnantemee

4. [PRT4]: I am concerned about the security of banking
via mobile phones. §pwnigiiitimnaamimurts: grainiy
19

5. [PRTS5]: I think the security risk 1s higher using
mobile banking service than using traditional bank
transactions. gAnmmijijmanunammimygiainnmeuniAwe aiinn

ﬁqiﬁmnmtﬁ m:pﬁmﬁmnmmgmhsmmm:
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Section 11: Personal Information
fnd 99 NRmemnIge
L 3 -] %'l

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:

wuisadanmangimsmadweiedanidune sdagwumnandnapaniisaisdimsnanian §afgensiia
1

%Lﬁtﬁiﬁﬁ'jﬁﬁiﬁﬁjtfi A AL | mﬁmwtﬁﬁﬁéajﬁim SINIMATN A mLmﬁﬁEm sivasitiauieul
L3 (2} P (2} L3 Y v o

mif&ﬁJ] aERmisnmiasnn timﬁiLm'B’:
Y Jd n v u Y

Personal Information éfmenmsge

1. Gender/ e | 0 Male/juw 0 Female/{ri
2. Marriage/ D Single/isidis 0 Married/s]ums
AneMuAANT
0 16-25 0 26-35 0 36-45 0 46-55
years old years old years old years old
3. Age/inn
0 56-65 0> 66
years old years old
4. Education/ | o High School o Bachelor O Master 0 Doctoral
Aintuy sRurinpefiwgd  uimis HRUAfA uadin

5. Occupation
eIt

O Student/&ajjn

O Ofﬁcials/ﬁlgnﬁms

0 Other/igag

0 Industrial sector/initse RIPINAY

O Service sector employee/yadintdinnny

6. Income
(monthly)
[mftian mLﬁﬁ%i’a

0 US$100 or less

US§500 o US$501 to US$1,000
o US$2,001 to US$3,000

o US$101 to US$350 o US$351 to
o US$1,001 to US$2,000
o Over US$3,000
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7. Experience

mobile banking
features
AN s euitag

v 9

mmm:gm‘_’igﬁmmﬁm

inngs
N (2]

in mobile .

banking O 1-12monthsAe T 1-2 years/ss 535 years/s
veiitanudidiion |0 6-10 years/st 0> 10 year/s

EOMIQIRINGATH

8. Preferred

0 Check o Transfer
0 Payments  0Other
account money /
o - MINHANGETNH 49
/ fifnjrand /sgmfi ? m i

9. Category of mobile banking in experience:
Lﬁmﬁmmﬁmmm:gm‘igﬁnﬁ%ﬁi’ﬁ IHAE sueftnnG g

0 Never use/gsmiii O Seldom use/&satf

a. Check
account 0 Common use/sjffugm 0 Frequent use/sfisfinmid
fignnang s &
O Very frequent use/sfisfinmiameas
o0 Never Femingd o Seldom Hengimd
b. Transfer ever use/gsmiy] Seldom use/&swti]
money 0 Common use/sjfiuygm O Frequent use/sfisfinami
mf i ¢
et O Very frequent use/sjisinmmiameas
0 Never use/gsmiifi O Seldom use/&swtf
c. Payment . L
o 0 Common use/sjfiuygm O Frequent use/sfisfinam
Mg NAANGIMA - U
O Very frequent use/sjfisinamiameas
d. Send cash | 0 Never use/gemiif 0 Seldom use/&snyifi
to ATM - a=
R 0 Common use/sjfigm O Frequent use/sjfisfinam
i{mAtetineieun -
. 0 Very frequent use/sjfisinmiameas
M
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e. Phone top 0 Never use/gsmifi O Seldom use/Geryimf
Up USRI | 5 Common use/yifingm O Frequent use/yiiinmt
giaan 0 Very frequent use/siiinmiama

0 Never use/gsmiifi O Seldom use/&satif
f. Others . oo
o 0 Common use/yiiugm O Frequent use/sfisfinmi

O Very frequent use/sjfisfinmiameas
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