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Abstract

., Due to the rapid advancement of wireless technology, the number of mobile phone accounts..
in l~dia now exceeds the population. It is also true that mobile communications is no longer

regarded as a luxury item, since it has penetrated society to the point that anybody may own a

phone. In addition, mobile carriers provide a variety of services to expand their network and

cover any gaps that may arise. As a result, the growth of wireless communication has

established a platform for expanding commercial transactions in a very simple manner, as well

as a wide range of business prospects. These advancements make commercial transactions,

trading, and buying and sell-ingproducts and services more easier. As a result, mobile phones

have become increasingly important in the day-to-day lives of banking clients. Customer

satisfaction is a baseline level of performance and a feasible criterion of excellence for every

company organization, according to modem management science theory. Banks, in particular,

compete for client pleasure by providing similar services. They strive to make their clients'

lives easier. E-banking is a relatively recent method that most banks have used to accomplish

this goal. This system provides customers with various options for contacting customer

support (e.g., ATM machines, telephones, Internet and mobile phones). E-banking is still an

innovation in generating products and services through electronic channels at low cost, despite

advances in e-banking technology having already revolutionized the modem world.

The purpose of this study is to analyse the various factors of infusing the customer satisfaction

towards using mobile banking services and to study the relationship between those factors

along with mediating factors and demographic moderators. The study focuses on 13

dimensions of usage intention model and five moderators to learn about how infusing the

customer satisfaction towards using mobile banking services with effects of various

moderators. The current study takes a quantitative approach and employs a descriptive

research methodology. Initially, a sample of 1115 respondents was selected, but after data

cleaning, 1047 valid responses were selected from respondents for analysis in this study.This

research model aids in identifying relationships between various variables as well as

mediating and moderating effects between factors as well as mediating and moderating effects

between the factors namely perceived usefulness, perceived ease of use, mobile atomsphere,

perceived reliability & responsive, perceived attitude, perceived risk, image of bank,

perceived security, perceived trus, perforamance expantacy, hedpnic motivation, perceived

benefits and social influence and moderators like gender of male and female, marital status
ix



of married and unmarried, income of high middle and low middle, education level of basic

and special as well as multi group analysis of further moderator age of generation X, Y in

determining customer satisfaction while using mobile banking services .

.." '.
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1 | P a g e  
 

CHAPTER 1: INTRODUCTION 

This introductory chapter provides information related to the research topic. The chapter 

starts with the background of research topic. Finally, it deals with the Chapterisation of 

the thesis. 

1.1  Basic Background of the study: 

1.1.1. Emergence of Digital banking: 

 

The Internet and other distant developments, as well as information and communication 

technology (ICT), have changed the globe. The rapid advancement of Information and 

Communication Technology (ICT) has altered business. According to Internet World Stats 

(2015), Internet access reached 3.1 billion worldwide by the end of 2014, with India 

ranking third globally, with about 189 million Internet users as of June 2019. In both 

industrialized and developing countries, there is progress in the mobile sector. Before the 

end of 2015, total mobile memberships had reached over seven billion, with a global 

penetration rate of 97 percent (International Telecommunication Union -ITU 2015). 

According to a study published by the Telecom Regulatory Authority of India in February 

2015, the number of distant supporters in India totaled 961 million, while the total number 

of Internet supporters, excluding those with remote Internet connection, was about 19 

million. 

 

To meet their clients' needs, banks are providing a wide range of services to them via the 

Internet, mobile and portable innovations utilizing various Information and 

Communication Technology (ICT) to keep up with the real world, cut costs, and improve 

client comfort. Clients live in a creative package ready to access necessary financial 

administrations through a variety of alternative channels, including ATMs, web-based 

banking, and mobile banking. Web access is shifting from wired connection with PCs to 

remote access, and financial administrations are now accessible through a Mobile phone 

that is connected remotely. Mobile banking has a lot of potential in developing nations 

where a lot of people use their phones to connect to the Internet. 

 

In India, the banking industry took control of the Information Technology (IT) revolution 

in the 1980s, based on the recommendations of the Rangarajan Committee. The 
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Information Technology (IT) crisis in banking began with the automation of bank offices, 

the introduction of electronic clearing administrations (ECS), public electronic asset 

transfer (NEFT), continuous gross settlement (RTGS), and new transport channels for 

model ATMs, mobile banking, and internet banking, reviving development of banks' 

advancement assignment and interconnection. Indian public banks have been up against a 

massive competition from private banks that are completely development oriented and 

dispatched dutifully. New private banks and new banks move ahead of public banks in the 

same way that progress pushed development activities at public part banks. By the end of 

March 2010, the motorization of the components of nationalised banks had reached 98 

percent, whereas the State Bank of India (SBI) had just recently reached complete 

computerization (Reserve Bank of India 2010). 

 

According to the International Data Corporation (IDC), India has more than 2 million 

customers who have signed up for internet banking (Das 2012). The growing popularity of 

online banking has resulted in the ability to direct financial operations and transactions on 

a daily basis, as well as its facilitation. Indian banks began offering mobile banking 

services in the late 2000s, with the Reserve Bank of India issuing operating regulations in 

2008. The main advantage of mobile banking is that money transactions may be carried out 

at any time and from any location using a mobile phone. In addition, when compared to 

mobile entry, Internet penetration is far lower in provincial regions. In rural areas where 

bank branches are few, it may be easier to provide financial services via mobile phones 

than by any other mode of transportation. As a result, it's important to think about and 

understand customer preferences for mobile banking. 

 

1.1.2 Digital Banking facility in routine life : 

 

The banking region and bank area must stay up with the rest of the globe since it cannot 

afford to fall behind. As the rest of the world embraces innovation and progresses, it is 

only natural that the monetary and banking sectors follow suit. According to several 

viewpoints, the monetary and banking sectors are responsible for many people's 

livelihoods since a huge percentage of the world's population places their confidence in 

banks and trusts them to keep track of their money. In this sense, it's impossible to argue 

that the banks should be paid for their customers' confidence. The banks must demonstrate 
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that they are considering their customers' most outlandish ideas, as well as their 

entertainment and retail outlets.  

 

Going digital is the best approach to cope with this. This increases the safety of people's 

money and provides them with a large number of job opportunities that can assist them 

better their life. The days of waiting in large lines at banks are long gone. Individuals may 

now utilise the internet to make asset trades. It saves them time, which they can use 

towards more important things in their daily lives. Moreover, for some people, going to the 

bank is a mind-boggling experience. There are some people who can't stand taking a day 

off from work to go to the bank. Along these lines, advanced monetary aid is also quite 

beneficial in those situations. 

 

 Banks are not now a part of our lives, yet they play a vital role in our everyday 

lives. Many days will pass without a single financial transaction. As a result, banks 

are always attempting to incorporate new technology in order to improve customer 

experience and understanding. 

 Digitization is not only an opportunity for the banking industry; it is an unavoidable 

need since every industry is being digitized, and the banking sector is no exception. 

 Mobile banking is rapidly gaining traction as a complement to internet banking. 

 

1.1.3 Digitalization in the Banking Sector and its growth: 

 

Web banking" refers to the process of digitizing traditional banking procedures in order to 

facilitate financial transactions. Rather with traditional banking, digitalized banking 

anticipates the creation of Mobile updated objects and organizations to meet the needs of 

their digitalized clients. The introduction of automated banking has improved the money 

related area/banking region and changed the entire banking procedure. It has empowered 

customers by allowing them to see their account accounting nuances, pay online bills, and 

move money from one account to the other in a timelier manner. The end client so saw the 

value in a purposeful life of money, an ongoing problem free of computerized banking.  

 

The need for computerization was felt inside the Indian banking and banking region inside 

the last piece of the 1980s, where there was a need to update the customer care, accounting 

and MIS ordering. In the late 1980s, India was hurt by many cash-related and banking 
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developments, and as a result, the banking and banking sector sought to improve customer 

service and computerize data recording and bookkeeping. The Federal Reserve Bank of 

India established a board in 1988, led by Dr. C. Rangarajan, to investigate computerization 

in the banking sector. The digitization system hastened up close after the shift within the 

Indian economy, following the launch of the liberalization,  privatization and globalization 

process (LPG). 

 

The process of computerization accelerated with the transformation in the Indian economy 

in 1991-92, when private and new banks joined the Indian market. The general people 

locale banks place a premium on digitalizing the economy and improving the 

organizations. The crucial years of online banking/e-banking development in India were 

1996-1998, following which the Government of India passed the Information Technology 

Act, 2000 in order to legitimize electronic exchanges and other electronic business 

systems. 

 

Since the creation of ATMs, India has been a leader in digitization in the financial sector. 

Tele-banking, Electronic Compensation Service, Electronic Funds Transfer framework, 

MICR, RTGS (Real-Time Gross Settlement), Point of Sale and Agreement Terminal, and 

so on are all commonplace in the financial sector. E-banking has considerably reduced 

trade expenses and compensated for them through several channels. The RBI and the 

National Payment Corporation of India have taken a number of steps to assist payment and 

settlement systems in banks, including the launch of the United Payments Interface (UPI) 

and the Bharat Interface for Money. Customers don't need to keep or pass on cash close by 

them any more as a result of such actions and phases, and they may now make exchanges 

anywhere and whenever they choose. 

 

1.2   Technical Service Quality of Mobile Banking System: 

 

Services Quality is judged (Zrithaml 1993); rather than what may be on sale, a customer 

estimates what an expert association should supply (parasuram 1988). To a couple, service 

quality may be defined as the distinction between a customer's suspicions for aid and the 

impression of help received. 
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According to the nature of services theory (Oliver 1980), customers would perceive quality 

as 'poor' if execution fails to fulfil their desires and as 'high' when implementation 

surpasses suspicions. Limiting presumptions or broadening the image of what customers 

have really received may be required to close this gap (Parasuraman 1985). Taylor and 

Baker (1994) defined quality as "predominance or importance" (Zeithaml, 1988). Or 

alternatively,  as the customer's overall opinion of the association and its services' general 

inadequacy / predominance (Bitner and Hubbert, 1994; keiningham et al., 1995). 

Customers' social objectives are also influenced by service quality regulations (Cronin and 

Taylor 1994, choi 2004). 

 

1.2.1 Customer Satisfaction : 

 

Before going any further, it is essential to fully grasp the significance of the phrase 

"purchaser loyalty." The articulation doesn't convey a bright customer, but it's better than 

that. Customer steadfastness is a term that is frequently used in the business and trading 

worlds. It is not an industrial word for an assessment of the ruler of products and services 

supplied by an organization to arouse the mistrust of its customers. 

 

In a competitive market where businesses compete for customers, customer loyalty is 

viewed as a differentiator and has evolved into a crucial part of the business process. There 

is a wide range of new work that explores the benefits of customer trust in business 

assistance. It is well established that customer happiness is critical to long-term corporate 

success (kristensen et al., 1992; zeithami et al., 1996; McColl-kennedy and Scheider, 

2000). It is also depicted as an all-encompassing issue that affects all connections, 

regardless of their size, whether advantageous or disadvantageous, local or global. Better 

monetary/banking prizes/returns are also experienced by organizations with a higher 

customer satisfaction base (Bolton, 1998; Yeung et al, 2002). 

 

As a result, more customer loyalty and satisfaction leads to greater unambiguous customer 

reliability (Anderson and Sulivan, 1993; Boulding, 1993), which leads to higher future 

compensation (Fornell, 1992, Bolton, 1998). Furthermore, a number of market pioneers 

have been discovered to have unparalleled customer assistance systems in place. They 

were compensated with a high-level pay as well as customer service. In addition, 
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businesses in a similar market are obligated to research the concept of the help they give in 

order to attract and retain customers. 

 

Clearly, various analysts conceptualize customer satisfaction and devotion as an 

individual's tendency to euphoria (or disappointment) as a result of differentiating the 

apparent advantages and execution or result similar to the supposition (Brandy and 

Robertson 2001, Lovelock, Patterson, and Walker, 2001). There are two general 

conceptualizations of fulfillment here, explicitly, the trade supposition versus the trade 

supposition versus the trade supposition versus the trade supposition (Boulding 1993, jones 

and suh 2000, Yi and La, 2004). Meanwhile, absolute fulfillment refers to a customer's 

total assessment of their usage experience to date (Johnson, Anderson, and Fomell, 1995); 

it is based on a customer's own collection of encounters with services. The client 

establishes a personalized standard that is used to assess the quality of services as a result 

of this assembly. 

 

1.2.2 Conception of services quality of Mobile Banking and impact on Customer 

Satisfaction : 

 

Customer satisfaction may be defined as contentment with the concept of labor and 

products, the potential of a relationship, the value/execution extent of a labor and products, 

and the labor and products' ability to satisfy the customer's desires (Brown C. 1998). While 

the perception of service quality is more long-term (Parasuraman A. 1988), fulfillment is 

more explicit and short-term, and service quality is regarded as a model of fulfillment 
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(Dick 1994). As a result, there is little doubt that service quality and contentment are 

inextricably linked. 

 

In any event, the contrast between the work may be evident in the way that a buyer may be 

satisfied with a specific service but not believe that the scope of services was of high 

quality. Storbacka (1994) investigated this topic using a close model as follows: "As a 

result, a client may reply to a study stating that a specific bank is of high quality, even if 

this did not imply that the customer was satisfied with the bank. It may have excessive 

financing charges, or it may not match the customer's preference for some other 

explanation "Sohail M.S. (2008) evaluated the concept of services from the standpoint of 

the customer. With the massive progress in e-banking, they investigated how banks can be 

serious about providing superior assistance. The findings were based on a factor analysis 

that identified the components that influence customers' perceptions of web banking 

services. "Proficiency, viability, and security," "fulfillment," and "responsiveness" were the 

names given to these components. 

 

1.2.3 Factors influencing the quality of mobile banking services :: 

 

The reception of mobile exchange applications by customers has been thwarted by a 

variety of mechanisms and factors. Literature reviews distinguish a portion of the issue and 

factor associated with Mobile banking systems, which are also linked to other IT / IS 

applications; these segments are also used to generate appropriate for this investigation to 

collect the hidden examination demonstrate and analyze the exploration objectives. 

Banking foundation and culture, cost of services and gadget, Risk and security, services 

portrayal, cost of services and gadget, and gadget highlights are the five categories that the 

mobile may be divided into. 
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1.2.3.1 Risk, security, and trust are all important factors : 

 

The value of a service was identified as one of the most important factors in each mark 

customer segment's decision to choose a financial service delivery channel. "Using a 

mobile phone for banking is dependable and trustworthy," several agreed (Mattila, 2002, 

p.10). "Risk is a customer impression, not a product quality," according to Fain and 

Roberts (1997, p.53). Customer views toward digital banking in China may be influenced 

by security concerns, according to research (Laforet and Li 2005). Furthermore, it was 

viewed as perhaps the most significant concern in the reception of mobile banking services 

(Luarn and Lin, 2004; Brown et al, 2003), as people may be concerned about security 

issues such as information input and output systems (Laukkanen and Lauronen, 2005), loss 

of connection risk (Kuisma et al., 2007; Black et al., 2001), and individual performance 

mistakes during mobile banking help exchanges (Laukkanen and Lauronen, 2005; Kuisma 

et al., 2007). As a result, many people may opt out of using this service and overlook the 

extra benefits of using mobile banking. 

When picking a financial help conveyance channel, the value of assistance was seen as one 

of the most important components within each target client packet. "Using a mobile phone 

for banking is dependable and reliable," several agreed (Mattila, 2002, p.10). "Hazard is a 

customer's perspective, not a feature of an object," according to Fain and Roberts (1997, 

p.53). The security aspect was discovered to have an influence on shopper attitudes about 

digital banking in China (Laforet and Li 2005). Furthermore, it was seen as possibly the 

most significant concern in the gathering of Mobile banking assistance (Luarn and Lin, 

2004; Brown et al, 2003), as individuals may be concerned about security issues during 

Mobile banking assistance trades, such as data information and yield frameworks 

(Laukkanen and Lauronen, 2005), loss of association risk (Kuisma et al., 2007; Black et 

al., 2001), and singular execution botches (Luarn and Lin, 2004 (Laukkanen and Lauronen, 

2005; Kuisma et al., 2007). If necessary, the public may opt not to use this service and 

ignore the additional benefits of mobile banking. 

Regardless, several previous studies have found that, shockingly, security concerns were 

not a major impediment to customers getting and using mobile banking (Suoranta, 2003; 

Laukkanen and Lauronen, 2005). It is reasonable to believe that security is a significant 

factor that influences the use of mobile banking. Soroor (2005; 2006), for example, 

focused on the security problem in mobile banking and offered various assessment 
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approaches that might be applied in Iran and abroad to enhance the structure: First, a 

secure connection must be established between the customer and the bank services to 

ensure data security and integrity. Also,  the customer's confirmation near to the start of a 

Mobile banking conference (for instance substance validation, trade affirmation). 

 

1.2.3.2 Social with economic background and culture in society regarding 

digitalization: 

 

Customers utilising Mobile banking were not anticipated to be considerably trained and 

were typically more young people in China, according to Laforet and Li (2005). This was 

in contrast to the situation in Western nations, as studied by Karjaluoto, Mattila, and Pento 

(2005). (2002). According to Trappey and Trappey (2001), the Chinese are accustomed to 

carrying cash and have little faith in traditional monetary help. When compared to other 

Asian clients, Chinese buyers appear to be more traditional and less influenced by new 

advancements and innovation trends. According to Heinonen (2004) and Forman and 

Sriram (1991), a few customers would choose to interact with a bank representative rather 

than use "a safeguarded distance advancement" (for instance Mobile banking).  

Furthermore, Singh (2004) stated that men utilized mobile banking more than women, and 

that mobile banking customers were primarily from high-paying groups such as business 

professionals, salaried agents, and marketing executives. Also, while investigating utilizing 

Mobile, buyers may have seen a bad, difficult-to-use picture (Fain and Roberts, 1997) of 

advancements and PCs, which might be elements that affect the use of Mobile banking. 

 

1.2.3.3 Cost of service, tools and device: 

According to Nah (2005), the cost of mobile phone assistance was classified as an 

undertaking apprehension. Luarn and Lin (2004) argued that the cost of mobile banking 

services was maybe the most important consideration. Furthermore, Ram and Sheth (1987; 

1989) said that customers would not modify their technique for carrying out their financial 

undertakings until they were offered a significant demonstration to-esteem benefit. The 
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cost of banking services might have the reverse effect on the adoption of mobile banking, 

causing users to prefer traditional banking services (Laukkanen et al, 2007). 

 Customer agrees to pay a fair fee to utilize this service, which will vary depending on the 

banking. The course of action of a little cost of services is also a major benefit for 

customers via Mobile banking and performing arts banking exchange limitations via a 

mobile phone, so an incentive in support of a cash limit may be an additional element 

impacting the reception of Mobile banking services. 

 

1.2.3.4 Service as uniqueness: 

The record of balance services of record is perhaps the most enticing Mobile banking 

service, and it is intended to assist customers in quickly checking their record balance and 

current exchange whenever and wherever they want (Laukkanen, 2007). Region free 

access provided consolation in referring account modifications, according to Luakkanen 

and Lauronen (2005). In addition, in published works on customer behaviour (Yale and 

Venkatesh, 1986; Gehrt and Yale, 1993), openness, accessibility, ease, and portability are 

called extents of accommodation.  

 

One of the appeals of Mobile banking services is the ability to give customers more control 

over their financial position (Laukkanen and Lauronen, 2005), since the shopper frequently 

wants to handle with his or her own cash related transactions via the mobile phone. 

According to Luakkanen (2005), the flexibility of being able to utilize support at any time 

and from any location engages customers in a quick performance of banking chores 

(moving money or dealing with a bill). This would save time while also establishing a 

positive and capable image. 

 

The bank provides a variety of services including mobile media, information, commerce, 

and one-on-one support (Laudon, and Laudon, 2002). The SMS service is the most 

convenient way to verify account modifications and the most recent exchange through 

mobile phone. The additional assessment of Mobile services was shown to be hampered by 

the speed of data transmission and the user interface, according to Laukkanen et al (2007). 
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1.2.3.5 Features/ Specifications of Device:  

The truly limited information and display capacity of today's mobile phones is viewed as 

restricting the use of mobile banking apps (Pousttchi, and Schurig, 2004; Laukkanen, and 

Lauronen, 2005). A mobile phone's small screen, for example, cannot force enough 

information on a record, necessitating a search. Regardless, the Mobile phone device itself 

may have minimal impact; Laukkanen (2007) discovered that when customers were 

familiar with using a Mobile phone service, they didn't place a premium on screen size in 

the assistance, instead focusing on spatial difficulties. When it comes to mobile banking, 

device features may not be a problem for bank customers. 

 

1.3  Technical modernization in banking segment: 

 

Banks' operations have evolved, as has the growth of budgetary organizations. Due to the 

massive advancement of ICT (Information and Communication Technology), distant 

development, and massive dissipation of mobile phones, customers no longer need to visit 

bank offices and can conduct all financial transactions whenever and wherever they 

choose. The first example of computerization in the money-related sector in India was the 

genuine record posting machines, which were introduced in the mid-to-late 1980s in 

response to the Rangarajan board report. The Indian financial structure envisioned its 

advantages (Information Technology) practices in the last piece of the 1990s or mid 2000s 

with the sending of ATMs, centre money related plans (CBS), and so on The Indian 

financial structure envisioned its advantages (Information Technology) practices in the last 

piece of the 1990s or mid 2000s with the sending of ATMs, centre money related plans 

(CBS), and so on The Indian financial structure envisioned its advantages (Information 

Technology) practices in the last piece of the 1990s or mid 2000. 

 

Innovative foundations like INFINIT (Indian Banking Network), SWIFT (Society for 

Generally Inter-bank Banking Telecommunication), PKI based electronic data transfer, 

Structured Banking Management Frameworks (SFMS), and NFS (National Banking 

Switch) were created to help ensure about partition practises in India (Rangarajan, 2011). 

Although the computerization rate of portions of nationalised banks reached 97.8% by the 
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end of March 2010, SBI has recently completed the complete computerization of all of its 

branches (RBI, 2010). 

 

RBI highlighted the requirement for banks to shift their focus to additional created 

developments in districts like MIS (Management Information System), all around peril the 

board, budgetary fuse, CRM (Customer Relationship Management), and updating 

automated data streams inside banks and to the Reserve Bank without manual mediation in 

the IT Vision Document 2011-2017 conveyance (RBI, 2012). 

 

 

 

1.3.1 Automated Teller Machine  (ATM): 

Although there are indications of a cash dispenser in operation in Japan in the mid-1960s, 

the first ATM was installed in a Barclay's Bank branch in London in 1967. Interbank 

communications networks, which allowed a customer to use a card from one bank at 

another bank's ATM, were developed later, in the 1970s.ATMs have expanded throughout 

the globe in a matter of years, with a presence in every major country. Even small island 

states like Kiribati and the Federated States of Micronesia already have them. 

 

The ATM is widely regarded as one of the most inventive and reforming mechanical 

innovations in the banking sector. Customers can control their money at an ATM by using 

a charge/Master card provided by the bank. This paved the door for Indian customers to 

bank whenever and wherever they wanted. The major ATM benefits were first provided by 

HSBC Bank in 1988. 
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Analysts predict that ATMs will become even more popular, and that the number of ATM 

withdrawals will rise. Rather than or in addition to traditional bank tellers, future ATMs 

are expected to have full-service terminals. 

 

Despite the fact that each ATM has a unique design, they all have the same fundamental 

components: 

 Card reader: This component reads the magnetic stripe on the back of the card or 

the chip on the front of the card. 

 Keypad: The customer uses the keypad to enter information such as their personal 

identification number (PIN), the kind of transaction requested, and the transaction 

amount. 

 Cash / Bill dispenser: Bills are dispensed through a slot in the machine that is 

connected to a safe at the machine's bottom. 

 Printer: Customers can ask for receipts to be printed here if they need them. The 

kind of transaction, the amount, and the account balance are all recorded on the 

receipt. 

 Screen: The ATM sends out instructions that help the customer through the 

transaction procedure. A detail such as account information and balances is also 

displayed on the screen. 

 

1.3.2 Internet/ online Banking: 

 

Electronic banking improved dramatically in both developed and developing nations, 

reshaping monetary operations. Customers can use electronic banking, often known as web 

banking, to conduct financial transactions without having to visit a bank branch. Web-

based banking (also known as e-banking or online banking) makes use of the internet as a 

means of transferring money to customers (Khan and Mahapatra, 2009). This is one of the 

newest movement stations in the retail banking sector, and it provides services such as 

viewing move reserves, exchanging details, paying service bills, and shopping online via a 

media transmission association (Daniel, 1999; Ala dwani, 2001). Web banking, also 

known as digital banking, has transformed the traditional brick-and-mortar approach into a 

clicks-and-mortar strategy with the assistance of the internet (Chau and Lai, 2003). 
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In 1996, ICICI bank was the first to provide web banking (Malhotra and Singh, 2007). 

HDFC, City Bank, IndusInd, and Time Bank were among the banks that followed (before 

long piece of HDFC). SBI, Allahabad Bank, Canara Bank, Punjab National Bank, 

Syndicate, Bank of Baroda, and other nationalized institutions presented advanced banking 

in a brief general style (Iyengar and Belvalkar, 2010). RBI had set up a working social 

event to consider the numerous pieces of web banking, and their enormous brilliant lights 

were on three crucial zones, for example, (1) improvement and security concerns, (2) 

genuine difficulties, and (3) managerial and authoritative issues. The RBI issued 

regulations on 'online banking in India' after considering the proposals from the working 

group. According to RBI guidelines, banks that have a true presence in India and are 

authorized and coordinated are permitted to offer web banking. In India, there are three 

levels of web banking services: electronic information move structure, information only 

systems, and completely electronic commerce system (RBI, 2001). 

 

1.3.2.1 Information (Data) only systems: 

 

The bank's website provides basic useful information such as financing charges, loan costs, 

and branch locations, as well as item highlights, FAQs, and advance and store crunchers. 

The site allows for the downloading of resumes, but the instinct is limited to email. There 

is no coordinated effort between the bank's formation structure and the customer, and no 

obvious confirmation from the customer is required. 

 

In this e-banking system, the bank has a website that provides a general overview of the 

bank, including its branches, various officers and their contact information, products and 

services offered by the bank, interest rates, various loan and deposit schemes, installment 

(EMI) calculations, and so on. This information is available to users, who may also 

download various application forms. On the website, there is a link for communicating 

with the bank through email. However, because there is no direct connection with the 

bank's application system, this remains a one-way conversation. The Cosmos Bank website 

only displays information about the bank, such as products and schemes, information about 

the bank's services, ATM locations and addresses, and so on. Customers, on the other 

hand, do not see any account or customer information online. 
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Because no particular client identity is required to access bank information, and banks do 

not enable access to any of their apps or databases, these banking systems require the 

fewest security measures. As a result, the internet poses no direct danger to the bank's 

production system. 

 

1.3.2.2 Electronic Information (Data) Transfer System: 

 

These types provide customers with specific information such as exchange nuances, 

account adjustments, record articulation, and so on. Clear parts, such as passwords, are 

used to provide separate proof and validation of the customer. The vast majority of the data 

is viewed just once, and it is obtained from the bank's creation system in either group or 

disconnected mode. Asset movement isn't supported in these frameworks. 

 

The bank usually has a website that is more client tailored than the ‗Information only 

banking systems' in this e-banking system. Customers may view account balances, 

transactional information, and account statements for a given time period. However, all of 

this data is still in a read-only format. To be authenticated by the bank, the user must 

provide his or her login id and password, which are generated by the bank. The bank must 

still maintain a centralized database, but access to it can be done in batch mode or offline, 

and the information is updated on the internet on a regular basis. 

 

As a result, the data and information on the bank's website may not be up to current at the 

time of access. HDFC Ltd., for example, is the Housing Development Finance Corporation 

Ltd. (www.hdfc.com). Existing loan clients may access their account information and 

examine it online once a month or every two weeks, according to HDFC. It also allows you 

to see and print statements including account overview, provisional interest statement, 

interest rate adjustments, and disbursement data, among others. It does, however, allow 

you to update your personal information on the website, such as your address, phone 

number, and password. 

 

1.3.2.3 Fully Transactional Technology/System: 

 

This system permits bidirectional trade restrictions. Customers may use these frameworks 

to chip away at their records for charge installments, asset transfers, and purchasing in for 
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various products and services, and their records will be legitimately revived. The vast 

majority of Indian banks are now providing completely value-based web banking sites to 

their clients. SBI, HDFC, ICICI, and City Bank, for example, are in front of the pack when 

it comes to offering advanced banking (Nandan et al, 2008; Sharma, 2009). 

 

This banking system enables bi-directional communication between the bank's central 

database system and other application systems and the bank's customers. Customers can 

perform online transactions to dynamically update the bank database. State Bank of India 

(www.statebankofindia.com), for example, is India's largest state-owned banking and 

financial services company. It has about 16000 branches in India and almost 130 branches 

in other countries. It has around 21000 ATMs, with nearly 45000 ATMs across India if 

affiliate banks are included. Every day, 56 million transactions take place throughout the 

world, resulting in an entry in the Guinness Book of World Records! SBI's website 

contains useful content such as numerous services supplied, loans and financial plans 

offered, interest rates, a range of charges and fees, and various forms to download such as 

compliance forms, online loan application forms, and so on. The website, on the other 

hand, allows for both internet banking and mobile banking. 

 

SBI's online internet banking allows retail banking clients to manage their accounts from 

any location, at any time, just by sitting in front of their computer. This largely removes 

the constraints imposed by location, time zones, and, in India, overcrowding at bank 

counters. SBI's internet banking allows users to conduct routine banking transactions such 

as fund transfers between accounts, money transfers to third party accounts at any SBI 

branch, group transfers to any account from SBI group banks as well as other banks, 

demand draught requests, money transfers from savings accounts to PPF (Public Provident 

Fund) accounts, and cheque requests. 

Banking customers would rather not conduct online transactions for a variety of reasons, 

including a preference for face-to-face transactions (39 percent), a lack of data about 

previous online transactions (22 percent), a lack of convenience (10 percent), and non-

attendance of the current bank's office (2 percent) (Iyengar and Belvalkar, 2010). 

 

It also allows e-banking transactions such as paying various utility bills online, booking 

travel tickets by road, rail, or air online, paying insurance premiums, transferring funds to 

SBI mutual funds, paying various government taxes such as income tax, service tax, and 
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state government tax, paying customs duty, and paying fees to a few selected educational 

institutions. 

 

1.3.3 Mobile Banking Technology/System: 

 

 

 

In 1996, ICICI bank was the first to provide web banking (Malhotra and Singh, 2007). 

HDFC, City Bank, IndusInd, and Time Bank were among the banks that followed (before 

long piece of HDFC). SBI, Allahabad Bank, Canara Bank, Punjab National Bank, 

Syndicate, Bank of Baroda, and other nationalized institutions presented advanced banking 

in a brief general style (Iyengar and Belvalkar, 2010). 

 

RBI had built up a working social event to consider the many pieces of web banking, and 

their enormous brilliant lights were on three crucial zones, for example, (1) improvement 

and security concerns, (2) genuine issues. (3) Issues of management and authority The RBI 

issued regulations on 'online banking in India' after considering the proposals from the 

working group. According to RBI guidelines, banks that have a true presence in India and 

are authorized and coordinated are permitted to offer web banking. In India, there are three 

levels of web banking services: electronic information move structure, information only 

systems, and completely electronic commerce system (RBI, 2001). 

Customers may use mobile banking to monitor account balances, move information 

between them, and request electronic bill payments. Because of its dependence on 

convenience and the ability to bank practically whenever and anywhere, mobile banking 

has a huge market potential (Kleijnen et al, 2004; Herzberg, 2003; Rivari, 2006; 

Laukkanen, 2007). 
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Inter-bank Mobile Payment Service (IMPS): 

 

The National Payment Corporation of India (NPCI) launched the Interbank Mobile 

Payment Service (IMPS) in November 2010. (NPCI) . Evil presences are enticing, 24 

hours a day, 7 days a week, between bank electronic asset transfer frameworks via mobile 

phone structures. This allows money to flow quickly, and both the sender and the recipient 

receive SMS requests from their respective banks after the transaction. The NPCI has 

established the following operating guidelines: 

 Customers must register with each financial balance with participating institutions 

and receive a unique seven-digit MMID (Mobile Money Transfer Identified 

Number) 

 

 There is no requirement for Internet access; instead, the customer must download 

the product and create a dynamic equivalent with one-time. 

 

 Short message administration (SMS) or the application installed and used in the 

flexible phone can be used to manage the administration. 

 

With the growing acceptance of IMPS/RTG/NEFT, the RBI postponed the previously set 

up restriction for portable banking as much as feasible and allowed banks to determine 

their own exchange limit based on risk insights with the permission of their relevant 

Boards. 

 

1.4   History of Mobile Banking Technology/System: 

Mobile banking used to be done largely by text or SMS until the development and 

activation of mobile web services in 1999; it was known as SMS banking. Using the 

mobile web via WAP technology, European banks were on the cutting edge of mobile 

banking service offerings. 

Before 2010, the most popular mobile banking products were SMS banking and mobile 

web. Mobile banking applications (apps) began to evolve as smart phones with iOS or 

Android operating systems became more common. Clients were able to download banking 
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apps with more sophisticated UI and enhanced transactional capabilities to their cell 

phones. 

 

To present, many financial institutions utilize SMS and mobile applications to keep their 

customers up to date on account activity, send out notifications about probable fraud, 

and/or update and maintain service provision. A text message from a bank informing 

customers that their ATMs or applications would be unavailable for a period of time owing 

to system maintenance, or a confirmation text from the bank confirming a transfer made by 

the client via the mobile app, are two examples. 

 

As of the end of March 2012, there were 41 new banks functioning in India, with 431 

branches, according to RBI data. There were 46 additional banks with representative 

offices in India. Among the new banks, Standard Chartered has the most outlandish 

branches (96), followed by HSBC (50), City Bank (42 branches), and Royal Bank of 

Scotland (42 branches) (31 branches). 

 

1.4.1 Current Scenario of Mobile Banking Technology/System: 

 

The most recent data on customer preferences for banking channels shows that branch and 

web banking remain common across the world (Capgemini, 2012). Clients that use web 

banking want to be able to do a wide range of transactions and have a comprehensive view 

of their account information. Due to low costs, increasing processing power, and simplicity 

of use, the market for mobile phones and portable devices is expanding. Globally, there are 

around 4 billion mobile phone affiliations according to current estimates. In India, the 

number of mobile passageways is increasing quickly. 

 

Due to the increasing adoption of mobile phones in India, it is easier to provide financial 

services via mobile phones rather than opening new offices. Mobile banking is becoming 

increasingly popular in both developed and developing nations (Khraim et al, 2011; 

Dasgupta et al, 2011). According to Juniper Research, the number of clients utilizing 
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mobile financial services would more than double to 860 million by 2016, up from 300 

million in 2011. Mobile banking is gaining popularity all around the world. Mobile 

banking and contactless parts combined with near field correspondence will be employed 

in North America and Western Europe (NFC). It will be used to target unbanked customers 

and individual to-singular banking across Asia Pacific and the Middle East/Africa 

(Capegemini, 2012). 

 

Mobile banking existed before the invention of smart phones (yes, even back then), but not 

in the way we know it today. Individuals using mobile phones were able to get SMS (text) 

messages reporting on banking and account information as early as 1999. That was the end 

of it. 

 

However, mobile phone screens were too tiny, making it impossible to read additional 

information. In reality, Wells Fargo launched a mobile banking service in the early 2000s, 

but adoption rates were so poor that it was terminated. Then came the iPhone, which 

spawned apps, which spawned more complex services. The majority of the applications 

were designed with the end user in mind. Simply customers requested more mobile 

services as displays became larger, processing power increased, and new features were 

added. 

 

By 2016, over half of the world's population had used a mobile banking app to check their 

account balances. By 2016, Millennial had reached their 30s and were starting to 

participate in more complicated activities than monitoring their bank accounts. In fact, 

according to data from the Federal Reserve, the millennial generation is driving the growth 

of mobile banking, with over 70% of them using mobile banking apps and many of them 

stating that they would quit a bank without one. 

 

By the end of 2019, 87 percent of banks with assets ranging from $50 million to $50 

billion have a mobile app. It's clear to understand the ongoing growth potential and the 

continued desire for development when one thinks that by 2021, there will be 7 billion 

mobile users, with 3 billion of them pledging to use mobile banking. 
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1.4.2 Current scenario of  Mobile banking at Global level: 

 

Mobile banking is an internet system that allows customers to bank using their mobile 

phones. With web access being the most recent pattern for customer development, mobile 

banking has become the most well-known innovation for customers. Customers no longer 

need to go to banks to conduct monetary transactions. Customers may bank from anywhere 

in the globe at any time using mobile banking. 

 

In order to boost customer assumption and fulfillment, the banking industry is adopting 

new difficulties and exercises. Customers are swiftly adopting new banking apps that are 

familiar to banks, while also taking advantage of the new innovation. This has been one of 

the key factors in the growth of the mobile banking sector. Mobile phone applications are 

altering the way customers complete banking services, which is also one of the driving 

forces for the growth of the mobile banking industry. Mobile banking has the advantage of 

being more accessible and risk-free than online or digital banking. The singular 

disadvantage of using Mobile banking is that ordinary use of Mobile banking can apply 

extra charges from the banks for offering the services. The one downside of using Mobile 

banking is that regular usage of the service may result in additional costs from the banks. 

 

The mobile banking market is segmented into four categories: plan, arrangement, 

development, and improvement. Customer the board, Mobile banking features, Mobile 

portion features, and Mobile trading features are all part of the plan division. Mobile 

banking features combine account balance inquiry, data of ongoing exchanges, asset 

transfer, cash transfer using email address or mobile number, and ready bank services by 

arrangement division. A missed call from the enrolled Mobile number to the bank's real 

number provides the customer with information about the account balance. These services 

help customers realize their expectations, which has sparked increased interest in mobile 

banking in the industry. 

 

1.4.3 Global Neobank (Online banking): 

 

A neobank (also known as an online bank, internet-only bank, virtual bank or digital bank) 

is a type of direct bank that operates exclusively online without traditional physical branch 

networks. The term neobank has been in use since at least 2016[1] to describe fintech-

https://en.wikipedia.org/wiki/Direct_bank
https://en.wikipedia.org/wiki/Branch_(banking)
https://en.wikipedia.org/wiki/Branch_(banking)
https://en.wikipedia.org/wiki/Branch_(banking)
https://en.wikipedia.org/wiki/Neobank#cite_note-:0-1
https://en.wikipedia.org/wiki/Fintech
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based financial providers that were challenging traditional banks. There were two main 

types of company that provided services digitally: companies that applied for their 

own banking license and companies in a relationship with a traditional bank to provide 

those financial services. 

 

  Source : Penn Mutual Asset Management, Business Insider Intelligence  by Justin Kaplan 

 

According to the FDIC's "National Survey of Unbanked and Underbanked Households" 

published in October 2018, 25.2% of U.S. households either did not bank or were 

underbanked. Neobank users are often younger and have fewer ties to traditional banks. 

Once neobanks reach sufficient scale, they can roll out more products and services to 

generate additional value from these relationships. They can also leverage cutting-edge 

technology more easily — often offering personalized experiences through budgeting, 

money-tracking tools and real-time balances. Through a cloud-only presence, neobanks 

can add different services over time and leverage the vast amount of transaction data they 

collect.  

 

Additionally, the opportunity in emerging markets is significantly larger than in the 

developed world, because these countries have broad mobile phone penetration, younger 

demographics and much larger unbanked populations. They also have less brand loyalty to 

incumbent banks compared with what you would find in the United States and Europe. 

https://en.wikipedia.org/wiki/Bank
https://en.wikipedia.org/wiki/Banking_license
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Top digital banks are doubling their customer bases within two to three years. But it is 

difficult to find a pure-play on this trend in the public markets, as almost all of these 

neobanks are currently in private markets. Venture capital and growth equity investors 

have funded several companies in this space, recognizing the significant total addressable 

market (TAM) and rapid pace of growth. Looking at the chart above, the global neobank 

market was valued at $18.6 billion at the end of 2018. It is expected to reach $63 billion by 

the end of 2024, expanding at a 22.5% compound annual growth rate during that period. 

Some of the largest digital banks include Chime, Nubank and Revolut. Chime was ranked 

No. 25 on the CNBC 2020 Disruptor 50 list and raised a financing round in September 

2020 that valued the company at $14.5 billion.  

 

1.4.4 Mobile Banking Trends for 2021: 

 Mobile App ATM Connectivity/Cardless ATM 

Customers can manage their accounts with mobile applications for a long time, but new 

developments in near-field communications technology and QR code scanning will make it 

easier than ever to connect with banking ATMs. Users will soon be able to access funds by 

simply scanning their phone screen or being in close proximity to an ATM, rather than 

fumbling with debit cards and entering passwords in a public setting. Expect this trend to 

continue and expand to include apps like Apple Pay and Google Pay, as well as QR code 

functionality. 

 

 More Biometrics 

Multi-factor authentication is quickly becoming the industry standard for security, 

particularly among financial organizations. Smartphone‘s' capacity to record biometric data 

such as fingerprint scans and face recognition will improve, allowing for improved fraud 

protection and making mobile banking apps more intuitive and simple to use. Again, a 

generational change may be driving this trend, as 62 percent of Gen Z is comfortable 

utilizing biometrics for identification. And, given that biometric data is more trustworthy 

than a human when it comes to validating identity, it's possible that creating a bank account 

may become a Smartphone function in 2021 as well. 

 

 

 Voice Command and Voice Recognition 
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Mobile banking apps are leveraging voice commands to help customers get the services 

they need with little friction, much as voice queries are taking over mobile search and 

allowing customers to use apps without even touching their smart phones. Voice 

commands will allow them to access services faster and more easily than sifting through 

multiple menus or searching for the right option. While voice recognition AI was noted as 

a growth point last year as well, 2021 will likely see the integration of voice recognition 

AI, which will enable increased security for such transactions.. 

 

 Machine Learning and Chatbots 

As more individuals use mobile banking applications, financial institutions will be able to 

collect more data on how those services are utilized and use that data to improve the entire 

customer experience. Bots that assist customers find services that will meet their present 

requirements can be powered by machine learning algorithms. Machine learning, when 

combined with speech technology, will make mobile banking more responsive and user-

friendly in the future. Chatbots, on the other hand, will continue to increase in popularity in 

2021, and when combined with other technological advancements, will be able to give 

customers with not just better customer service, but also function as digital financial 

assistants and advisers. 

 

 Big Data Fraud Prevention 

Because of the capacity to collect and analyze data on how individuals use financial 

products, it is now simpler than ever to spot irregularities that are often linked with fraud 

and identity theft. For example, if a customer makes several transactions in one state but 

the mobile banking app suggests that the device is in another, the account may be frozen 

until the financial institution confirms the purchases. These potential fraud concerns may 

be handled quickly and simply since alerts and notifications can be provided straight to the 

app. In 2021, big data and its application to security and customer experience will remain a 

hot topic. 

 

 Automation and Personalization 

People have been paying bills online for a long time, and they've even used existing 

banking systems to automate payments. Expect this automated trend to spread beyond bill 

payments and into other services, such as assisting customers in saving money. More 

extensive and tailored information, which taps into a customer's savings or financial 
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objectives, can help guide such savings automations. Users may use a mix of AI, 

algorithms, and machine learning to analyze their spending patterns, establish a strategy, 

and stick to it. 

 

 Blockchain in Banking 

Because of the way Blockchain maintains data, it's a great way to speed up payments while 

also increasing security. Furthermore, due of the way blockchain handles data, processing 

will require less human interaction, resulting in cheaper processing fees. While banks have 

been employing some kind of blockchain data storage for a few years, the financial sector 

as a whole is looking at this transition due to improvements in speed, efficiency, accuracy, 

and security (of both transactions and data). Although blockchain appears to be difficult, as 

it can be, its underlying premise is actually extremely simple. A database, or blockchain, is 

a form of digital ledger.  

 

To comprehend blockchain, it is necessary to first comprehend what a database is. Large 

databases do this by storing information on servers comprised of sophisticated computers. 

In order to have the computing power and storage capacity required for many people to 

access the database at the same time, these servers can occasionally be created utilizing 

hundreds or thousands of computers. While a spreadsheet or database may be accessed by 

anyone, it is frequently owned by a company and maintained by a designated individual 

who has total control over how it functions and the data it contains. 

 

1.4.5 Current scenario of Mobile banking at India Level: 

 

The most recent data on customer preferences for banking channels shows that branch and 

web banking remain common across the world (Capgemini, 2012). Clients that use web 

banking want to be able to do a wide range of transactions and have a comprehensive view 

of their account information. Due to low costs, increasing processing power, and simplicity 

of use, the market for mobile phones and portable devices is expanding. Globally, there are 

around 4 billion mobile phone affiliations according to current estimates. In India, the 

number of mobile passageways is increasing quickly. 
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Due to the increasing adoption of mobile phones in India, it is easier to provide financial 

services via mobile phones rather than opening new offices. Mobile banking is becoming 

increasingly popular in both developed and developing nations (Khraim et al, 2011; 

Dasgupta et al, 2011). According to Juniper Research, the number of clients utilising 

mobile financial services would more than double to 860 million by 2016, up from 300 

million in 2011. Flexible banking is gaining popularity all around the world. North 

America and Western Europe are the two most populous continents in the world. Mobile 

banking and contactless parts will be combined with close field correspondence (NFC). It 

will be used to target unbanked customers and individual to-singular banking across Asia  

 

Pacific and the Middle East/Africa (Capegemini, 2012). 

  Pre-Nationalization Phase  (Prior to 1955) 

 Nationalization (1955-1990) 

 Introduction of Indian Banking & Banking sector Reforms and partial 

Liberalization 

(1990 -2004) 

 Period of increased Liberalization (2004 onwards) 

 

Business and cooperative banks make up India's banking system. Nationalized banks, the 

State Bank of India and its partners, private sector banks, and international banks are 

among the business banks. These banks, together with local rural banks, make up India's 

public sector banks. 
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The following is an outline of the Indian financial structure: 

 

FIGURE 1. 1: STRUCTURE OF SCHEDULED BANKING (SOURCE: MANUAL ON 

BANKING AND BANKING STATISTICS, RBI, 200 

 

1.4.5.1 Government initiatives in India: 

 

In October 2008, under the Payments and Settlements Act 2007, the Reserve Bank of India 

established operating rules and guidelines for banks for computerized banking transactions, 

with less updates and clarifications in additional conveyances. The following are the main 

points: 

 

 Only banks that have completed centre financial arrangements (CBS) can provide 

offices for flexible financial support to their clients. 

 Mobile banking services should be available on every mobile phone handset, 

regardless of carrier or network operator. 

 The services are only available to banking clients and debit/credit card holders, 

according to RBI standards. 

 To guarantee interoperability between banks and their mobile specialized 

organizations, message designs such as ISO 8583 with appropriate modifications 

had to be used. 
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 Customers can use mobile banking services provided by banks that are licensed in 

India and have a physical presence in India. 

 The transactions can be allowed in INR only and cross border inward and outward 

transfers or transaction are prohibited. 

 

As of June 2012, the Reserve Bank of India had allowed 69 banks to bring advanced 

financial assistance to the table, with 49 banks having effectively commenced working out. 

In India, versatile banking is now governed under the RBI-suggested bank-driven 

approach. The RBI's portable financial regulations, which were revised in December 2011, 

eliminated the usual cap that had been in place for both individual settlement and procuring 

employment and things. Without beginning to end encryption, moving a resource worth up 

to Rs. 5000/- should be possible. Genuine cash transfer office up to Rs.5000 from a money 

related balance has been permitted by banks to receivers or beneficiaries who do not have 

records with cash payout office at an ATM banking essayist. 

 

1.4.5.2 The Role of Data Centers in Mobile Banking Trends: 

As financial institutions put more online banking apps into their clients' hands, it's more 

critical than ever to guarantee that these services are built on a dependable, rock-solid 

infrastructure. Both in terms of customer service and security, the stakes are extremely 

high. A few minutes of downtime that prevents a client from accessing their funds may 

lead them to lose trust in their bank and seek services from another supplier. A data breach 

involving financial information, it goes without saying, could be disastrous for any bank. 

That's why it's more vital than ever for financial services to work with data centers that are 

designed to the highest standards. While it's critical to find the proper mix of space, power, 

and cooling when selecting a collocation provider, financial institutions can't afford to 

settle for anything less than 100 percent uptime reliability and complete transparency into 

the condition of their equipment. Customers take their financial data extremely seriously, 

and banks must be even more cautious when it comes to providing services through mobile 

banking apps. 
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1.4.5.3 The Effect of Demonetization on Mobile Banking: 

In India, demonetization is widely regarded as the most significant driver for mobile 

banking. The Indian government announced the demonetization of all Rs 500 and Rs 1000 

banknotes on November 8, 2016, which meant that the 500 and 1000 banknotes could no 

longer be used as legal money. People were only allowed to withdraw Rs20,000 each week 

from their accounts due to a ban on cash withdrawals. 

The common people experienced several difficulties as a result of the lack of liquidity in 

the economy, which prevented individuals from transacting with actual currency. They had 

to queue for hours to get the new RS 2000 note out of the banks. The extreme scarcity of 

cash was making it impossible for the middleman to survive, and the Government of India 

decided that boosting the mobile banking industry in India was the need of the hour in 

order to address the acute shortage of cash. 

 

 

 

 

Digital Payment Trends in India during demonetization : 

 

 

Figure no. 1.1 Transactions (In millions)                                                 Source : Media 

Reports (www.bjp.org) 
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One of demonetization's declared goals, it is thought, was to encourage people to use 

digital payments. It was a wise decision by the Indian government, since digital payments 

saw a significant increase in volume in the first few months of the demonetization phase 

(up to August, FY 2016-2017), compared to transactions in the previous corresponding 

year. It can be seen that digital payments have increased from about 624 million 

transactions in 2015-16 to around 1100 transactions since demonetization. 

 

It took a long time for a country like India, whose existence was based on primary 

currency, to adjust to digital payment systems, and so the pre-demonetization period saw 

modest development in digital payments. Demonetization was a one-time step to 

encourage the growth of digital payments, with the goal of making India a cashless society. 

 

Figure No. 1.2  

During that time, the amount of mobile banking transactions increased from 524 million to 

1048 million (Nov-Aug of 2016-2017). Mobile banking transactions increased in value 

from 2,700 crore in September 2015 to 104,300 crore in 2016 and 186,200 crore in 2017. 

(Hindu Business Line). The combination of modern technology with traditional banking 

has shown to be a profitable condition for financial institutions. Paytm, a mobile wallet, 

takes full advantage of demonetization to make it easier for users to make minor payments 

like hiring taxis, purchasing cinema tickets, and paying utility bills. Demonetization aided 
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the growth of digital payments via mobile banking and gave numerous possibilities for 

companies such as Paytm, Mobikwik, and others.

 

 

Figure no. 1.3  

The accompanying graph clearly shows that, despite the fact that mobile banking was 

established well before India's demonetization action, its development was relatively slow. 

Each financial year prior to demonetization, we see a small increase in mobile wallet 

transactions. From FY13 to FY14, there was just a 19 million transaction increase in 

mobile wallet transactions. However, with the launch of Digital India in 2015, mobile 

wallets began to gain traction and anticipated a higher rise in transaction volume than the 

previous year, thanks to integrated technology and the internet. 

 

Following the declaration of demonetization in 2016, mobile wallets such as Paytm and 

Phone Pe gained traction, and mobile wallet transactions have grown steadily since then. In 

times like demonetization, Paytm has become the finest cash option for the country. Many 

shopkeepers, vegetable sellers, and gas stations have begun to accept payments using 

mobile wallets like as Paytm, Phone Pe, and others. Paytm had a 435 percent increase in 

visitors, a 200 percent increase in app downloads, and a 250 percent increase in overall 

transaction volume and value. 
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1.4.5.4 Growth of Mobile Banking In India: 

 

Figure no. 1.4  Transactions (In millions)                                                                                         

(Source: RBI ) 

According to the above data from RBI Reports, the number of mobile banking 

transactions increased extremely slowly between 2012 and 2014. However, with the 

introduction of the Digital India programme in 2015, the number of transactions 

increased dramatically, reaching 386.6 million in 2015-2016, over twice the previous 

year's total of 171.9 million in 2014-2015. Later in the year 2016-2017, mobile banking 

transactions increased from 386.6 million in 2015-16 to 976.85 million in 2016-2017. 

When comparing the pre-demonetization period to the post-demonetization period, there 

has been an increase in the number of mobile banking transactions. One of the drivers for 

mobile banking in India is thought to have been demonetization. Following the COVID-19 

epidemic in India, Mobile Banking transactions reached 14,402.70 lakh (1440.27 million) 

in January 2020, and 16,188 lakh in June. From January to June 2020, there were 84602 

lakhs (8460.2 million) in total transactions (Source: RBI). All 354 Indian banks authorized 

by the Reserve Bank of India. From January to June 2020, there were 84602 lakhs (8460.2 

million) in total transactions (source: RBI). After demonetization, the greatest catalysts to 

encourage the use of mobile banking in India were the 354 banks authorized by the 

Reserve Bank of India (public and private sector). 
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1.5 SWOT Analysis of Mobile Banking 

SWOT analysis compares the strengths, weaknesses, opportunities, and threats that a 

company, business, or operation faces in terms of assisting customers, stakeholders, and 

workers. A SWOT analysis of the banking sector will identify these four mechanisms for 

capturing the opportunity for the bank to strengthen itself by reducing threats and 

weaknesses. 

 

 

 

1.5.1 Strength of Mobile Banking: 

 Customers place a high level of trust in public or private sector banks when it 

comes to transaction security. 

 As a technology, mobile banking offered all of the support needed to impact 

financial transactions. 

 Ease of access at any time and from any location retains current customers while 

also attracting new ones. 

 The rapid growth of the mobile and wireless markets supports mobile banking to a 

large extent. 

 Improvements to the mobile banking application to improve the efficiency and 

effectiveness of the service. 
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1.5.2 Weakness of Mobile Banking: 

 In India, there is a lack of understanding about the new channel and technology 

among mobile banking customers. 

 Clients' lack of technological expertise, particularly among the elderly and female 

customers. 

 The new channel's and technology's security concerns might be viewed as a serious 

flaw. 

 Operation of mobile handsets and application distribution. 

 

1.5.3Opportunities of Mobile Banking: 

 In India, the number of people using mobile banking is rapidly increasing. 

 The banking function can be anchored in the mobile phone's/loaded handset's 

features. 

  India's cell phone tariff rates are lower. 

 Enhancing client efficiency and effectiveness through mobile banking technologies 

and applications.. 

 

1.5.4Threats of Mobile Banking: 

 The RBI's regulatory restrictions put the mobile banking system, as well as its 

development and expansion, in jeopardy. 

 Consistent innovation, modernization, and growth of new technologies, as well as 

its appropriateness. 

 The traditional banking system is under jeopardy as a result of the introduction of a 

new financial system. 

 The new technology is being abused by the customer. 

 

 

 

 

 

 



35 | P a g e  
 

(Above analysis can be presented in a SWOT Matrix:) 

Table no: 1.5  SWOT Matrix of Mobile Banking of RBI 

Strength Weakness 

 Leverage banking transaction. 

 Modification of mobile banking 

Application. 

 Ease of accessibility. 

 Quick growth of mobile and 

Wireless market. 

 Lack of knowledge about the new 

Technology among the mobile users. 

 Mobile handset operability. 

 Security concern about the new 

Technology. 

 Lack of knowledge of technology. 

Opportunities Threats 

 Quick increase in the mobile user. 

 Lowering of mobile Tariff rates. 

 Mobile handsets loaded features can 

be rooted in the application. 

 Regulatory restrictions by RBI. 

 Traditional banking at risk. 

 Acceptability of new technology. 

 Customer misuse. 

 

1.6 Problem Discussion of Mobile Banking: 

Advancement, innovation-enabled conveyance channels such as mobile banking, have an 

unlimited supply of customers. Despite the benefits of flexible banking, only a small 

percentage of customers actually utilize it. Although mobile banking is still in its early 

stages of acceptance, it is necessary to keep up with the speed at which digital banking is 

becoming more popular. When compared to developed countries such as the United States, 

the United Kingdom, or Finland, India's collection of flexible banking is still in its infancy. 

Despite the fact that the RBI has removed the step-by-step per customer move limit, many 

banks, including SBI and ICCI Bank, still have a long way to go to achieve the volume and 

worth of diverse financial transactions. Few studies have looked on the adoption of mobile 

banking in India, highlighting the need for more research to understand the partners and 

barriers to mobile banking use. 

 

The motivation behind this research is to better understand and appreciate the factors that 

contribute to Gujarat's adoption of mobile banking. The use of advanced banking is well 

ahead in India's urban areas, as opposed to flexible banking, which is still in its early 

stages. Extended use of digital banking will enhance client expectations and satisfaction 
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with the concept of this new mode of payment. As a result, comprehending the mobile 

banking aid concept and analyzing customer steadfastness is an important area of 

investigation. There is a requirement to understand and like the factors that influence the 

reception of flexible banking by contemporary digital banking clients who like to obtain 

banking services through various channels. 

 

1.6.1 Rationale of the Study: 

Innovation has brought about a change in the setting of financial transactions all around the 

world. The contemporary banking sector's major problems stem from a mismanagement of 

the potential for profiting from innovative efforts. The success of a new innovation-driven 

transport channel, such as flexible banking, is completely dependent on client approval. 

Client collecting is expected to play a significant role in the validation and implementation 

of new innovation or administration, according to a number of academics (Davis et al, 

1989; Venkatesh and Davis, 2000; Venkatesh et al, 2003; Wixom and Todd, 2005). 

 

In any event, when weighed against the benefits of flexibility, a large number of customers 

are utilising these services. At the moment, the adoption of flexible banking is in its 

infancy, but it is projected to catch up to, if not outpace, the adoption of digital banking. 

Various studies have been carried out in both developed and developing countries to assess 

the variety of banking options available (Kleijnen et al., 2004; Riivari, 2005; Suoranta and 

Mattila, 2004; Laforet and Li, 2005; Luarn and Lin, 2005; Laukkanen &Cruz, 2009; Lee 

and Chung, 2009; Wessels and Drennan, 2010).  Despite the fact that there are several 

advantages to flexible banking, as compared to developed nations such as the United 

States, the United Kingdom, and Finland, India's adoption of mobile banking is still in its 

early stages. Regardless of the fact that the RBI has removed the daily exchange limit 

limitation, other banks, aside from SBI and ICCI Bank, would have to become much more 

dependent on the volume and assessment of mobile banking transaction (IDRBT, 2011). 

 

In India, a little more than 22.51 million bank clients have enlisted for flexible financial 

assistance, compared to 961 million mobile allies (RBI, 2014). These subtleties suggest 

that innovative movements and administrative accessibility don't always prompt a client's 

affirmation of flexible banking. There are just a few research studies on the collection of 

flexible banking in India, indicating the need for more research to grasp the benefits and 
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drawbacks of mobile financial distribution (Dasgupta et al 2011; Ketkar et al, 2012; 

Rejikumar &Ravindran, 2012; Samudra and Phadtare, 2012). 

 

In comparison to traditional brick-and-mortar banking, where the client communicates 

with the bank's website, the support transit measure for digital banking is outright unique 

(Daniel, 1999; Jayawardhena and Foley, 2000; Pikkarainen et al, 2006.). The use of digital 

banking is steadily increasing all around the world. It is critical to comprehend the digital 

banking client's quality perception. Assessing the assistance notion of modern financial aid 

and customer dependability is huge for banks to remain genuine in the business 

community, maintain their client, and increase the efficiency. Clients do not prefer to 

conduct online trades for a variety of reasons, including security concerns (43 percent), a 

preference for versus trades (39 percent), a lack of data about conducting online trades (22 

percent), a lack of convenience (10 percent), and nonattendance of the current bank's office 

(2 percent) (IMAI,2006). 

 

In light of this, evaluating the quality of advanced banking credits and customer 

satisfaction appears to be valid and important in the Indian financial context. According to 

a research from global consulting consultant McKinsey and Company, advanced banking 

was utilized by 7% of record holders in India in 2010-11. (2011). Given the limited level of 

advanced banking data collection, it is important to assess the client's level of satisfaction 

and determine whether they are likely to migrate to alternative channels such as mobile 

banking. 

 

Understanding how clients see administration quality is critical in determining what clients 

are valued in an online exchange for attracting new clients and keeping present ones. Aside 

from that, there's a need to understand the elements that influence contemporary digital 

banking customers' decision to use mobile banking, given their proclivity to use many 

channels rather than a single one for banking administration (Howcroft et al, 2002; Chung 

and Kwon, 2009; Riquelme and Rios, 2010). 
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1.7 Benefits of the Study: 

 

This investigation owes a debt to both conjecture and the leaders' practise. Bank 

supervisors might use the findings of this investigation to understand the truth be told 

scholarly customer and their numerous features. The knowledge of distinct gathering 

components and limitations would entice them to develop structures to promote India's 

flexible monetary option. This examination's section credits can be used to design 

strategies that will allow you to increase the decision to other saw areas. This report 

provides guidelines for banks and other cash-related businesses to better understand the 

major factors that influence flexible monetary use. For this reason, the evaluation sought to 

take into account advanced monetary aid, which is becoming more common in India. The 

quality credits and assessing their happiness will help with maintaining a record and 

developing the web banking organization's support concept, resulting in a higher degree of 

satisfaction and continued use of this service. The high-level monetary outcomes of their 

banks can be improved by using the quality credits identified via this examination. 

This study sought to determine the factors that impact the goal of employing flexible 

banking in a coordinated manner, as well as the degree to which the specific credits of 

flexible banking and client ascribes. The development of a decision model for flexible 

banking in the Indian financial environment is a major theoretical undertaking. The study 

identified the key segments as well as the barriers to mobile banking. The investigation 

also identified the models of advanced banking assistance thought. 

 

1.8 Research Questions: 

Specifically, the study will answer the following research questions:  

 What are the factors that influence the customer‘s adoption of mobile banking in 

India? 

 Is there any relationship between mobile banking services and customer 

satisfaction? 

 How mobile banking does services influence to customer satisfaction?  
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 What are the mobile banking services provided to customers? 

 What are the services provided by different banks like private or public banks? 

 Is there any relationship amongst different various factors affected to customers? 

 What is the level of satisfaction derived from mobile banking services? 

 How mobile banking does services influence amongst various demographics 

factors?  

 

1.9 Structure of Thesis: 

The thesis follows following structures:  

 

Chapter 1: This chapter provides details of the research topic, information on mobile 

banking application and objectives to be achieved.  

 

Chapter 2: These chapters provide details of the literature review and theories concerning 

to mobile banking application. It deals with the range of factors, variables and dimensions 

which affects the customer satisfaction while online banking transaction. It provides 

critical valuation of previous research done by the range of researchers on mobile banking 

application. This chapter concludes with the research questions,  gap and conceptual 

framework of research for the rest of the research.  

 

Chapter 3: This chapter provides details of the various research methodologies used in the 

current study. It provides information on sampling technique, research method, sample size 

and various analysis tools and techniques which are applied for the current study.  

 

Chapter 4: This chapter provides statistical analysis on the data collected at primary survey 

of customers operated mobile banking application. The collecting and evaluation of data in 

order to identify patterns and trends is known as statistical analysis. It's a part of the data 

analytics process. Statistical analysis is useful for obtaining research interpretations, 

statistical modeling, and survey and study design, among other things. 
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Chapter 5: This chapter deals with the key conclusion, findings and discusses the result 

derivative from the primary analysis of the study. It also provides most important 

suggestions, Theoretical Contribution, Practical Contribution future research direction. The 

key outcome of the research is also concluded in this chapter. 

 

1.10 Definitions of Key Terms in study 

Digital Banking: 

Digital banking is the digitalization (or transfer to the web) of all the predictable financial 

transactions and project advantages that were previously available to clients only when 

they were physically present in a bank. 

 

Mobile Banking: 

Mobile banking is the process of doing banking transactions via a mobile device (phone, 

tablet, etc.). This activity can be as simple as a bank transfer extortion or use movement to 

a client's cell phone or as complicated as a customer paying bills or transferring money to 

another nation. The ability to bank anywhere and at any time is one of the advantages of 

flexible banking. When compared to banking in person or on a Personal Computer, flaws 

include security concerns and a restricted range of capabilities. 

 

 

Service:  

Services are the illusive financial commodity that is offered by one person in the interest of 

another. It isn't a task done for the benefit of another individual. 2001 (Gronroos). Because 

services are delivered in a split second, they are transient in nature. Services must have 

genuine personality, be distinguishable from the specialty co-op, and be utilized. 

 

Customer satisfaction: 

Customer satisfaction is defined as an assessment of how pleased customers are with an 

organization's products, services, and capabilities. Data on customer satisfaction, as well as 
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research and assessments, may help a company decide how to improve or alter its products 

and services. 

 

Security: 

All of the procedures necessary to ensure that a location is secure, or that lone persons with 

consent access or leave it, are referred to as security. A security is a financial instrument, 

usually any tradable financial asset. The definition of what constitutes a security varies 

depending on the jurisdiction in which the assets are exchanged. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Chapter 2 Literature Review 

 

2.1 Thematic Review of Literature 

To far, just a few attempts have been undertaken to investigate the influence of internet banking 

on Indian banking. The current literature has been studied in order to gain a better knowledge of 

the many ideas and factors connected to online banking, as well as to identify the research need 

for this study. In numerous studies, there has been a lot of discussion on the many factors that 

influence internet banking adoption and how to measure its impact on customer happiness and 

corporate performance. As a result, the following literature has been evaluated in order to 

concretize the research need for the current study: 

 

As previously said, online banking, which was first launched in the early 1990s, makes use of 

computer technology to allow customers to handle their transactions more quickly and 

effectively on their own from anywhere in the globe with only a click of the mouse. Tulani et al., 

(2009) investigated the adoption and use of online banking by commercial banks in Zimbabwe 

and discovered that individuals use it to check account balances, pay bills, and transfer money. 

They also discovered that adopting internet banking has perceived benefits such as cost savings, 

improved loyalty, and recruiting new clients. Utility requests, security, utility transactions, ticket 

booking, and cash transfers are all elements that influence consumers to utilise the e-banking 

channel, according to Singhal and Padhmanabhan (2008). Because of the perceived utility, 

security, and privacy given by online banks, Quereshi et al., (2008) evaluated elements that 

affect the nature of customers' attitudes about online banking and discovered that over half of the 

clients moved from traditional banking to online banking. Similarly, Azouzi (2009) investigated 

the adoption of electronic banking in Tunisia and discovered that while the majority of 

respondents (95 percent) had access to the internet, only a small percentage of them used it as 

their primary banking channel. Auta (2007) empirically investigates the influence of e-banking 

on the Nigerian economy and finds that consumers are happy with the e-banking system, which 

delivers convenience and flexibility benefits such as simple transfer, quick transfer, lower costs, 

and time savingsIn an Australian context, Lichenstein and Williamson (2006) give an 

understanding of how and why certain elements influence consumer decisions regarding internet 

banking, and found convenience to be the primary incentive for customers to bank online. 



Customer trust in a conventional bank, as well as income, age, and sex of the respondents, were 

shown to be the key variables influencing consumer decision to work with the same bank over 

the internet, according to Flavian et al., (2006).  As a result, internet banking services have lately 

become highly successful, including complex features such as account aggregation, stock 

quotations, rate alerts, and portfolio management programmer to assist consumers manage all of 

their assets more effectively and on time (Tan and Teo, 2000). 

 

The researchers also looked at the numerous elements that influence online banking uptake 

(Ashtiani and Iranmanesh, 2012; Eze et al., 2011; Yaghoubi and Bahmani, 2010; Oii et al., 2010; 

Kashier et al., 2009). According to Tat et al., (2008), the most significant element affecting intent 

to continue using internet banking services is trust, which is followed by compatibility and 

simplicity of use. Bander and Charter (2006) investigated the influence of trust on online 

banking adoption and discovered that trust plays an essential role in improving the usability of 

online banking. Wang et al., (2009) investigated whether a customer's perception of risk 

(perceived risk) when transacting on the internet has an impact on the e-banking website 

(specific trust) and the customer's willingness to use e-banking. They discovered that perceived 

risk has a direct impact on consumer willingness to use e-banking and that specific trust has a 

positive moderating effect on the relationship between perceived risk and customer willingness 

to use e-banking. 

 

In addition, Hassan et al., 2012, Ravichandran et al., 2010; Dixit and Datta, 2010; Baskar and 

Ramesh, 2010; Ganguli and Roy, 2010; Khurana, 2009; Haque et al., 2009, Yang and Peterson, 

2004 and others have found that the quality of a bank's service affects both its customers' 

intention to use internet banking and their satisfaction. Lee and Lin, 2005; Siu and Mou, 2005; 

You and Donthu, 2001; Wong et al., 2008; Parasuraman et al., 1985; Parasuraman et al., 1988; 

Lee and Lin, 2005; Siu and Mou, 2005; You and Donthu, 2001; Wong et al., 2008; Parasuraman 

et al., 1985; Parasuraman et al., 1988; Parasura. 

 

Furthermore, Muhammad and Rana (2012) discovered that perceived simplicity of use, 

perceived utility, compatibility, innovativeness, and perceived trustworthiness all had an impact 

on a customer's decision to utilize online banking. Similarly, Wu, Chang, and Lin (2012) 



discovered that customer trust, perceived utility, perceived ease of use, and relative benefit all 

had a substantial impact on their behavioral intention to use online banking. In Taiwan, Chang 

and Hamid (2010) looked at how two criteria, perceived ease of use and perceived utility, 

influenced customers' willingness to utilize online banking. In a similar vein, Yiu et al., (2007) 

investigated the adoption of internet banking by Hong Kong retail customers and discovered that 

constructs like perceived usefulness, perceived ease of use, perceived risk, and personal 

innovativeness on information technology all have a positive relationship with internet banking 

adoption. 

 

In every financial firm, the ultimate goal and objective is the consumer. The influence of online 

banking on consumer satisfaction has also been studied (Alam and Soni, 2012; Musiime and 

Ramadhan, 2011; Singh and Kour, 2011). Customer satisfaction in online banking in China is 

influenced by three major variables, according to Ma (2012): privacy, reputation, and pricing. 

Customers' pleasure is produced, according to Alam and Soni (2012), by rapid services, low 

service charges, ease of depositing and withdrawing money, ATM booths, account statements 

sent through SMS/e-mail, and error-free records. According to Zafar et al., (2012), the 

components of service quality that generate customer pleasure and loyalty include tangibility, 

dependability, competence, and conflict resolution. Internet banking adoption and consumer 

satisfaction have a positive significant connection, according to Musiime and Ramadhan (2011). 

In an internet mediated environment (IME), Dai et al. (2011) investigated the antecedents of 

online service quality, commitment, and loyalty, and discovered that service content quality and 

service delivery quality are two important antecedents of consumer service enjoyment, affecting 

commitment and loyalty. 

 

Five service quality characteristics, according to Muhammad and Alhamadani (2011), are key 

antecedents of customer satisfaction: dependability, responsiveness, empathy, assurance, and 

tangibility. Nupur (2010) looked at e-banking and customer happiness in Bangladesh and 

discovered the same service quality factors as Muhammed and Alhamadani (2011) identified as 

fundamental consumer satisfaction dimensions. Lin and Sun (2009) investigated factors 

influencing online shopping satisfaction and loyalty based on technology acceptance factors such 

as perceived usefulness and ease of use, website service quality, and specific hold-up cost 



factors, and found that customer e-satisfaction will directly influence customer e-loyalty, and 

technology acceptance factors will positively influence customer e-loyalty.  Satisfaction and trust 

were recognized as key determinants of consumer loyalty by Floh and Treiblmair (2006). Li et 

al. (2006) looked at the interaction between the user and the website, using commitment and trust 

as important mediating factors, and discovered a strong link between the desire to remain with a 

website and the website's commitment and trust. Furthermore, Fock and Koh (2006) examine the 

link between trust and commitment in the context of online banking, finding that a greater degree 

of trust and commitment is connected with a desire to use internet banking services Customer 

happiness and perceived value are connected to loyalty indirectly through commitment, 

according to Luarn and Lin (2003). Riquelme et al., (2009) investigated whether customer 

service and online qualities predict overall satisfaction and discovered that satisfaction may be 

increased by enhancing politeness, content timeliness, and the products and services provided. 

Customers are happy with the dependability of bank services, but they are dissatisfied with the 

dimension of user friendliness, according to Khan and Mahapatra (2009).  As a result of the 

studies, it is clear that assessing the influence of trust, perceived ease of use, perceived utility, 

and service quality given by banks online on customer happiness and commitment is necessary. 

 

Business performance is a term used to characterise an organization's ability to achieve its goals 

(Opara et al., 2010). In fact, it is a two-dimensional notion based on objective and subjective 

performance that reflects an input/output connection (Hasan et al., 2010). Some scholars have 

concentrated on objectively assessing the influence of information technology (Karim and 

Hamdan, 2010; Onay and Ozsoz, 2007; Malhotra and Singh, 2007; Siam, 2006; Guo et al., 

2004). Others, on the other hand, have focused on assessing influence based on subjective 

criteria (Ahmad et al., 2010; Shaukat and Zafarullah, 2009; Hajri and Tatnall, 2007; Jham and 

Khan, 2005; Lee and Hwan, 2005).  In addition, according to Kaleem and Ahmad (2008), 

bankers in Pakistan believe online banking to be lucrative since it reduces discomfort, lowers 

transaction costs, and saves time. Uppal (2011) compared pre- and post-e-banking performance 

of Indian banks in terms of productivity and profitability, finding that post-e-banking 

performance was better than pre-banking performance. Similarly, Kour (2012) looked at the 

impact of IT on branch productivity, while Kashap and Sharma (2012) looked at the impact on 

branch productivity, labour productivity, and profitability before and after e-banking, and found 



that bank performance improved after implementing information technology, particularly mobile 

banking and internet banking. As a result of the literature study, it is necessary to assess the 

influence of internet banking on company performance using both objective and subjective 

criteria in both the pre- and post-e-banking periods. Customer satisfaction, service quality 

offered by banks, perceived ease of use, perceived usefulness, and customer commitment will be 

used to measure objective performance, while customer satisfaction, service quality offered by 

banks, perceived ease of use, perceived usefulness, and customer commitment will be used to 

measure subjective performance. 

 

2.2 E-banking services: Global and Indian scenario  

Many studies on banks and banking consumers have been done since the introduction of e-

banking services throughout the world to better understand the influence of technology 

developments in the banking sector. Egland et al. (1998) conducted a research on 8983 banks in 

the United States, comparing the performance of both online and non-internet banks, and came to 

the conclusion that technology development had no effect on bank performance.  However, a 

research done by Furst et al. (2000 & 2002) on 2,517 banks in the United States found that online 

banks fared significantly better than non-internet banks in terms of profitability. Hassan et al. 

(2002) performed a survey of 105 Italian banks, focusing on those that offer e-banking services. 

It was found that e-banks outperformed traditional banks, and that there is a strong link between 

the availability of e-banking services and bank profitability. Another research of 2517 

institutions by Carlson et al. (2001) found that e-banking had an influence on bank profitability, 

but also noted that there are other factors impacting bank profitability that are not related to e-

banking. 

Guru et al. (2000) investigated the electronic channels used by Malaysian banks, as well as the 

attitudes of consumers to various delivery methods. They came to the conclusion that Internet 

banking was almost non-existent in the country due to a lack of sufficient legislative framework 

and security concerns. Despite the fact that over 60% of respondents had Internet access at home, 

this was a promising sign for PC-based and Internet banking in the future. 

 



By concentrating on two nations, India and Australia, Unnithan and Swatman (2001) 

investigated the key causes for change in the banking sector's evolution and the trend toward 

electronic banking. According to the experts, Australia has an excellent Internet infrastructure in 

terms of telecommunications, PC penetration, and consumer security protocols. India, on the 

other hand, is falling behind on the aforementioned metrics, with a shaky infrastructure, low 

penetration, and inadequate security procedures. Although a number of large banks have begun 

to provide Internet banking services in India, it will be difficult to achieve significant 

development until the critical mass of PCs, Internet connections, and telephones is reached. 

However, as the number of IT workers has grown, there has been increased demand on the 

government to launch new programmes to expand the scope of e-banking. 

 

To avoid the possible problems of cross-border e-banking, India may take a cautious approach at 

first. Indian banks, according to Mathew and Nitsure (2002), should seek benefits in the export 

of some remote processing services for which they appear to have established a significant 

advantage over time. Financial data processing, some back-office activities, customer call 

centers, stock transfers, trip booking, insurance claim processing, and a few more client services 

are among them. 

 

Sangaran (2001) performed a research in Malaysia that focused on the necessity for banks to 

alter their attitudes in order to accept online banking and take it to the next level. He emphasised 

that in order to compete on a global scale, banks must first create a solid strategy before 

introducing Internet banking. Suganthi et al. (2001) examined Malaysian banking websites and 

discovered that, while most public banks are online, only four out of the top ten banks had 

transactional sites. The remaining banks' websites were solely available for informational 

purposes. 

 

In their analysis, Mathew and Nitsure (2002) found that the Reserve Bank of New Zealand 

regulates Internet banking operations in the same way as it regulates traditional banking 

activities. In Japan, banks are progressively prioritizing online transactions with consumers, 

with internet banking being a critical component of their entire strategy. Returning to India, 



several foreign banks are attempting to grab the market based on their experience in their own 

countries. However, these banks must adapt their business strategies to meet the needs of the 

Indian market. In the current environment, banks require a radical transformation that can be 

accomplished through a shift in mindset to embrace new technology, recognition of core 

competencies, management initiative to remodel the organization to be more outward-looking, 

and alignment of roles and value propositions with customer segments. The appropriateness of 

technology, as well as a thorough examination of consumer demands, are both critical. 

 

Mattila et al. (2003) investigated the use of e-banking by Finnish consumers. In the year 2000, 

the Internet accounted for 39.8% of all retail banking transactions in Finland. Internet banking 

was shown to be the third most preferred form of payment among the elderly. In terms of 

demographics, it was shown that about 33% of high-income and better-educated adult males 

utilised e-banking as their preferred method of payment. The perceived difficulty in utilising 

computers, as well as a lack of human assistance, was determined to be the major barriers to 

using Internet banking by most elderly clients. 

 

E-banking is relatively established in the United States, with a reasonable number of 

transactional websites and business volumes. However, major banks continue to outnumber 

smaller banks in terms of providing internet banking services. Although it has been shown that e-

banks are more lucrative than non-e-banks, this phenomena should not be applied universally. E-

banking appears to be gaining traction, but it is far from sufficient. This is most likely due to the 

lack of a value-added offer provided by banks to their clients.E-banking is becoming more 

popular in Europe, with most of the larger banks now offering these electronic services. In 

terms of Internet penetration, as well as the breadth and quality of online services, Sweden and 

Finland are at the top. In Australia, internet banking took a while to catch on, but it is finally 

gaining traction. Most of the main banks in New Zealand that offer e-banking services operate 

as a division of the bank rather than as a distinct legal company (Nitsure, 2003). 

Some notable studies done in other nations, such as the European Union and Australia, show 

astounding findings in terms of technology adoption in the banking sector. Delgado et al. 



(2004) conducted a research in the European Union on 13 predominantly online banks and 335 

established traditional banks. For the purpose of analyzing technology adoption in banks, they 

looked at the years 1994 to 2004. Their findings show that online banks are less profitable than 

non-internet banks that have recently been established. He did a similar analysis on 15 

predominantly online banks and 335 traditional banks in 15 European Union nations and came 

up with similar conclusions, with one additional intriguing finding that internet banking 

adoption has a negative impact on profitability (Delgado et al., 2006). Sathye (2005) 

performed a study of 61 credit unions in Australia and found that e-banking had no meaningful 

influence on bank performance and risk profiles. 

 

According to a research by Nsouli and Schaechter (2002) of the International Monetary Fund 

(IMF), e-banking is widely used in countries such as Korea, Austria, the Scandinavian region, 

Switzerland, and Singapore, where 75 percent of all banks provide such services. The 

Scandinavian region has the highest percentage of Internet users, with up to 33% of bank clients 

in Finland and Sweden utilizing internet banking in some form or another. In the United States, 

Internet banking is still dominated by major banks. While the majority of customers in the 

United States have accounts with banks that provide Internet services, only approximately 6% of 

them use those services now. While the majority of banks have integrated new electronic 

delivery methods with physical branches, only a small percentage of them sell their products 

exclusively through electronic channels. These "internet-only" banks do not have a branch 

network, but they may have physical locations such as ATMs or even administrative offices. 

The United States has around 30 virtual banks, whereas Asia has two and the European Union 

has many, either as independent regulated organizations or as subsidiaries or branches of 

physical banks. 

 

In a study of 85 Indian banks, Singh and Malhotra (2004) found that banks with e-banking 

capabilities are more lucrative and operationally efficient than non-electronic banks. Electronic 

banks offer greater asset quality, are better managed, and have reduced operational costs. Since its 

inception in New Zealand, the number of people using Internet banking has grown at a healthy 

rate. In the year 2000, the number of Internet banking customers rose from around 310000 to 



over 480000 by the year 2001. (Taylor, 2002). According to another report, the number of 

Internet banking customers surpassed one million in 2008. In January 2008, around 68 percent 

of Internet users in New Zealand used online banking sites, according to the findings (Neilsen, 

2008). 

According to Dhillon et al. (2008), several psychological difficulties such as the security of 

internet transactions, a lack of excitement, and a lack of confidence have hindered the expansion 

of Internet banking in India. Globalization is having an influence on e-commerce operations in 

the Indian banking industry, according to Bisht et al. (2002). Despite the huge branch growth, 

they pointed out those regional and sectoral imbalances in banking facilities remained. They 

believed that the survival of the fittest theory would be crucial to the existence of healthy 

banking. Singh and Upadhyay (2010) focused on inclusive growth in rural India as well, 

emphasizing the importance of the banking industry in broadening its horizons, especially among 

the rural population. 

Personal bank visits fell 15% in 2011, according to a McKinsey & Company report, but online 

and mobile banking usage almost tripled. Customers have also expanded their use of internet 

banking from 1% in 2007 to 7% in 2011. According to the poll, despite the fact that 95% of 

Indians are pleased with their banks, they are hesitant to suggest them to others, showing a 40% 

drop in loyalty over the last five years (Joglekar and Mampatta, 2011). 

 

2.3  E-Banking Features  

As mentioned in the previous section, there is a growing tendency for people all around the 

world to use e-banking. This practice is gaining on in India as well. E-banking not only 

increases competition, but it also makes it easier for clients to evaluate the features of 

financial goods or services offered by different banks (Rogerson, Foley & Jayawardhena, 

1999). There are differences in the e-banking features provided by private, public, and foreign 

sector banks in India. According to research (Khatri and Ahuja, 2010; RBI, 2001), foreign banks 

provide superior e-services and make greater use of IT adoption, resulting in much higher 

operational efficiency than the other two groups. 

Banks and financial institutions have been at the forefront of the use of the Internet and 

technology. E-banking, PC banking, and Internet banking are all terms used to describe online 



banking. The automated distribution of banking goods and services directly to consumers over 

electronic communication channels, most notably the Internet, is known as online banking.  The 

internet, often known as online banking, is a web gateway via which clients may access a 

variety of financial services, ranging from bill payment to investing (Ibrahim et al, 2006; 

Bauer et al., 2005; Parasuraman and Zinkhan 2002; Pikkarainen, Karjaluoto, and Pahnila 

2004). 

 

With the exception of cash withdrawals, Internet banking allows users to do nearly every sort of 

financial transaction with a single mouse click. With the onset of globalization and severe 

rivalry, the use of the Internet as a new alternative channel for the distribution of financial 

services has become a competitive necessity rather than merely a method to gain a competitive 

advantage (Flavián, Torres, & Guinalu, 2004; Gan and Clemes, 2006). According to Singh and 

Kumar (2006), the first phase of banking sector reforms for electronification began in 1997, with 

a focus on technological advancements, reorganization measures, structural development, and 

human capital development, which helped them achieve global benchmarks in terms of 

preeminent practices and prudential norms. 

 

Hugar and Vaz (2008) appraised the customer orientation in public sector banks, private sector 

and foreign sector banks. The study concluded that private sector banks have more ATMs at the 

end of March 2006 followed by SBI group where 77.5 percent branches are fully computerized 

and 18.2 percent are partially computerized. Hugar and Vaz (2008) evaluated client 

orientation in public, private, and international banks. According to the research, private 

sector banks had more ATMs at the end of March 2006, followed by the SBI group, which has 

77.5 percent completely computerized branches and 18.2 percent partially computerized 

branches. In foreign banks, business per employee and profit per employee are higher. The 

most complaints have been filed against SBI, followed by ICICI. The research also 

recommends that public sector banks use customer relationship management in order to 

compete effectively. 



Several channels of delivery, such as Internet banking, telephone banking, mobile banking, and 

ATMs, have begun to improve in banks as technology advances. Different perspectives on the 

future acceptability of technology-based services have been presented. According to one 

viewpoint, "physical banking" would be replaced by "internet banking." To compete with the 

thousands of branches of public sector banks around the country, new private sector banks with 

fewer branches and personnel focus on developing IT-based delivery channels.  The argument 

against using the technology was that it would result in depersonalization, or an increase in the 

distance between the bank and its clients (Liu, 2008; Gill, 2008). 

 

E-banking has 17 important service quality aspects, according to Jun and Cai (2001). Reliability, 

competence, credibility, communication, customer comprehension, simplicity of use, timeliness, 

security, aesthetics, cooperation, response, courtesy, access, content, continual improvement, 

correctness, and suitable operating hours are among these attributes. They believed that for both 

traditional and Internet banks, a few characteristics such as timeliness, dependability, and access 

are critical. Jayawardhena (2004) devised a 21-item checklist for evaluating service quality in 

online banking. These 21 elements are further condensed into 5 quality dimensions, namely 

access, trust, attention, credibility, and website interface, using an Exploratory Factor Analysis 

(EFA) and a Confirmatory Factor Analysis (CFA). 

 

Joseph et al. (1999) looked at the impact of the internet on banking service delivery. Feedback 

and complaint management, convenience and accuracy, accessibility, efficiency, queue 

management, and customization are the six essential characteristics of e-banking service quality, 

according to the researchers. Customer satisfaction and service quality may be influenced by 

cross-cultural variations between consumers and bankers, according to Uelschy et al. (2000). 

 

Bhat (2005) investigated the characteristics of Indian banks' service quality and how they 

differed across demographic factors. The study was limited to five banks: State Bank of India, 

Punjab National Bank, CITI Bank, Jammu & Kashmir Bank, and Standard Chartered Grindlays 

Bank, and it was done in the Indian states of Jammu & Kashmir, Punjab, Haryana, and Delhi. 



The findings indicate that, as compared to Indian bank categories, international banks are 

significantly near to their consumers' expectations. The lack of tangibility and responsiveness 

among Indian banks was highlighted in the study as a source of poor service quality. According 

to Hassan and Ruhul (2013), relative population increase impacts nominal wages, which in turn 

affects price levels? As a result, variables such as population growth and consumer literacy rate 

have an impact on the banking business. 

 

Consumer happiness and usage of e-banking technologies, according to Christolov and 

Marianne (2004), are linked to both individual customer characteristics and specific 

technology. In the United States, roughly two-thirds of employees' wages are immediately 

deposited into their accounts. In the late 1960s, ATMs were initially introduced in the United 

States. 

 

The number of ATM transactions has increased quickly in that country, with an average of 

902 million transactions per month recorded in 2003. Furthermore, approximately two-thirds 

of ATMs in the United States are Offsite ATMs. Between 1995 and 2002, the number of debit 

card transactions increased at a rate of about 42 percent per year, with total debit card 

transactions reaching around 495 million per month in 2003. According to a Federal Reserve 

research, despite widespread usage of e-banking technology such as ATM cards, credit cards and 

debit cards, phone banking, and other new services, the majority of e-banking services are 

utilized by high-income, young, and educated people. For the first time in 2003, electronic 

payments surpassed paper cheques in volume. Consumers, on the other hand, preferred human 

interaction in particular services involving complicated transactions, such as loans and 

mortgages. 

 

Customers were initially provided e-banking facilities such as ATMs, computerized monthly 

statements, safe online activities, and so on, by a small number of international banks operating 

in India. Because the new generation of private sector banks did not inherit a heritage of manual 

processes, they were able to quickly adapt to modern banking practices and provide cutting-edge 



services. However, the public sector banks face several problems, each of which is unique 

(Nitsure, 2003). India has experienced a tremendous increase in ATM installations in recent 

years. India has the largest proportion of young people of any country. ATMs, credit and debit 

cards, mobile banking, Internet banking, and other IT-based services have attracted a large 

number of new consumers to the banking network (Paul and Mukherjee, 2006). 

 

Santouridis et al. (2009) studied the influence of e-service quality on customer satisfaction in the 

banking industry. It has six dimensions: assurance, information quality, responsiveness, 

empathy, dependability, and web assistance. In Greece, which has a lower internet penetration 

rate, a field study was performed among e-banking customers. The studies indicated that Greek 

banks performed above average in terms of service quality while using the internet. All aspects 

of quality have been shown to be predictors of total customer happiness, with dependability 

having the most important influence. 

 

Banks are employing novel ways to be competitive on a global scale. The decentralization, or 

internationalization, of the research and development function has become a trend in the 

globalization plans of a rising number of large-scale multinational businesses (Casson & 

Singh, 1993; Pearce and Singh, 1992). E-banking has been more popular in India, according to 

Dasgupta (1999), Gupta (1999), Pegu (2000), Mukherjee & Nath (2003). Even while most 

Indian banks have their own websites, only a few of them offer transactional net banking 

(Mathur and Rai, 2006). The key to success is innovation, and an increase in the number of new 

goods and services, especially in rural regions, would undoubtedly widen the reach (Saini, 

2011). 

 

According to Singh and Arora (2011), respondents of nationalized banks desired changes in a 

few areas, including personnel behaviour, atmosphere, and e-facilities. They also wanted to labor 

for extended periods of time. Respondents from private and international banks, on the other 

hand, desired improvements in other aspects of e-banking, such as fair fees, more accessibility, 

and simple communication. 



To summaries, e-banking service quality includes simplicity of signing on to the system, 

conducting transactions, good amenities, and communicating with bank professionals to 

encourage consumers to adopt new technologies (Siaw & Yu, 2004; Tan & Teo, 2000). Banks 

must provide correct account information for financial transactions involving stakeholders. 

Internet banking transactions must be precise and error-free, according to stakeholders. If a 

mistake occurs, it should be corrected as soon as possible once it is discovered. Acceptance of 

internet banking is heavily reliant on customer relationship management. Even though Internet 

banking is widely recognized as one of the most effective delivery channels in the global 

financial sector, it is pointless for banks to invest in the service if their consumers do not want or 

accept it (Goi, 2005). 

 

Although there is a lot of literature on e-banking features, there hasn't been much research on 

client demographics. This study aims to close these gaps and provide greater insight into these 

viewpoints by gathering a sample from public, private, and international banks in India's NCR 

region. 

 

2.4  Customer Satisfaction  

Customer satisfaction may be described as an assessment of a product or service after it has been 

consumed (Gundersen, Heide and Olsson, 1996). It's the outcome of a comparison between pre-

purchase expectations and perceptions of performance during and after consumption (Oliver, 

1980). The expectation disconfirmation hypothesis, according to McQuitty et al. (2000), is the 

most commonly recognised model of customer satisfaction. Oliver claimed that satisfaction 

levels are typically a result of differences between expected and perceived performance in his 

hypothesis. When a product or service exceeds expectations, it is referred to as satisfaction 

(positive disconfirmation). Dissatisfaction, on the other side, happens when a person's 

performance falls short of expectations (negative disconfirmation). 

 

A consumer who enters a bank must be completely satisfied with the quality of e-banking 

services that the bank provides. One of the most essential factors in distinguishing products and 



services has been discovered to be service quality. According to Davidow and Uttal, maximizing 

customer happiness via great customer service is "the ultimate weapon" (1989). 

 

Customer happiness has a direct and indirect influence on company performance, according to 

several studies. Customer happiness has an impact on corporate profitability, according to Luo 

and Homburg (2007). The majority of research have also looked into its link with customer 

behavior patterns. Customer satisfaction, according to the research, most of the time improves 

customer loyalty, which leads to repurchase intentions and, as a result, a rise in good word-of-

mouth (Chi and Qu, 2008; Faullant et al., 2008; Dimitriades, 2006; Sharma, 2014). 

 

According to Smith (2006), technology was first used in banks to save costs by separating front 

and back office activities, but technology may also be targeted to improve particular tasks. The 

conundrum remains, however, how to retain a sufficient number of human encounters with 

consumers. According to Christolov and Marianne (2004), consumer satisfaction in the case of e-

banking is also influenced by the human service aspect. Customers prefer to visit banks in 

person to get the most out of their services. One of the most significant components of 

customer satisfaction assessment is perceived value, which is used to assess the service's 

actual advantages. Perceived value is the relationship between the prices or charges a client 

pays for services in exchange for a monetary sacrifice and the benefit gained from service 

perception. They believe that visiting a bank office in person will provide them with more 

value (Holbrook, 1994; Bolton and Drew, 1991; Cronin and Taylor, 1992). 

 

Because the end user pays for the bulk of new products and services, end user experience has 

become a critical component in internet-based firms. As a result, new product features including 

perceived ease of use, quality; aesthetics, attractiveness, and value for money must match or 

surpass customer expectations for the product. As a result, evaluating consumer satisfaction has 

become critical, particularly for high-tech products and services. Customer satisfaction has 

traditionally been measured using questionnaire measures that employ either a Likert or a 

semantic differential scale (Wilson & Sasse 2004). 



Technology advancements have reduced tedious and time-consuming procedures, reduced 

human mistakes, and expanded access to banking-related facilities, all of which have improved 

consumer satisfaction with e-banking services. Generally, telephone banking capabilities allow 

customers to do most non-cash transactions that would otherwise necessitate a physical visit to 

the branch. Customers can also use internet banking to do activities at their leisure, at any time 

and in any location. As a result, customers have a higher sense of control, increasing customer 

satisfaction at the same time (Prendergast and Marr, 1994). 

 

According to Rust and Zahorik (1993), a pleased customer displays better retention and that 

customer satisfaction has a substantial beneficial influence on customer loyalty. Customer 

satisfaction and repurchase intentions, in particular, are linked (Rust & Zahorik, 1993; Taylor 

& Baker, 1994; Patterson & Spreng, 1997; Bolton, 1998; Hellier et al., 2003 and Fen & Lian, 

2007). In order to achieve customer happiness, it is critical to define the aspects of service 

quality (Johnston, 1995). 

 

According to Girish and Preetha (1997), technology in banks will assist to enhance efficiency 

and customer satisfaction. To overcome the difficulties posed by foreign banks' entry, Indian 

banks will need to spend substantially in technology in order to compete, cut costs, enhance 

customer service, increase productivity, and provide new goods and services. Customers should 

embrace technology in order to be satisfied with banking services. 

 

According to Sai (1999), banks should employ a two-pronged strategy to address rising 

consumer discontent. First, the development of a diverse variety of services that are both 

appropriate and useful to clients, and second, the timely and effective delivery of these services 

by front-line employees. To guarantee that these services be delivered quickly, banks must 

implement innovative technical improvements such as Electronic Fund Transfer (ETF), 

Electronic Clearing Service (ECS), branch networking, automatic teller machines (ATMs), and 

sophisticated and up-to-date communication capabilities. 



In the United Kingdom and Ireland, Daniel (1999) highlighted simplicity of use as one of the 

most important factors influencing client adoption of Internet banking and satisfaction. Both 

perceived usefulness and technology utilisation are directly influenced by perceived ease of use 

(Adams, Nelson & Todd, 1992; Davis, 1989). Furthermore, earlier authors believed that internet 

banking has a competitive advantage in the services sector when it comes to adopting a new 

retailing channel (Polatoglu and Ekin, 2001; Gerrard and Cunningham, 2003), and convenience 

is one of the most important factors in transaction channel preferences and a key determinant of 

consumer satisfaction (Polatoglu and Ekin, 2001; Gerrard and Cunningham, 2003) (Ramsay and 

Smith, 1999; Wang et al., 2003). 

 

According to certain research, personal interactions between bank workers positively affect 

consumers' propensity to repurchase in the event of low customer satisfaction. Employees should 

work together to efficiently answer many enquiries in order to satisfy consumers (Jones, 

Motherbaugh, and Beatty, 2000; Bhattacharya and Bolton, 2000; Errol DSouza, 2002; Salmen 

and Muir, 2003). 

 

Errol DSouza (2002) examined the performance of private and public sector banks in the 1990s 

and found that, while the turnover/employee ratio grew in public sector banks, the same factor 

in private and foreign banks doubled when compared to the comparable ratio in public sector 

banks. This is attributable to technical advancements in the different private and international 

banks, rather than the presence of a very substantial rural and semi-urban concentration of 

bank branches among public sector banks. Private and foreign banks have shifted their 

workforce to a higher-skilled workforce while simultaneously attempting to minimize the 

number of clerical employees. They require more technically skilled personnel, and bankers 

attempt to coordinate the actions of employees with a variety of talents in order to address 

clients' various types of e-banking service inquiries and fully satisfy them. 

 

Another study found that combining better technology with increased labour skills resulted in 

higher turnover for these banks since they were able to provide better customer service and 

manage assets more effectively, resulting in higher customer satisfaction (Bhattacharya and 



Bolton, 2000). Consumers are willing to pay more for banks with effective corporate governance 

standards, according to Hoque and Doucouliagos (2005), who found that customers are prepared 

to pay more for banks with effective corporate governance norms. 

 

According to Khalil and Pearson's (2007) research, trust has a major impact on attitudes 

regarding sustaining long-term connections with consumers in online banking. To persuade 

customers to use online banking, banks must devise tactics that increase their faith in the 

technology. Quick reaction, staff interactions, assurance, follow-up, and empathy are the most 

important aspects. Other key elements in online services that influence consumer satisfaction 

include security, electronic delivery methods, and privacy. Another study found that new 

technology-based distant services are typically unique from conventional interaction-based 

services, and that the characteristics that affect the evaluation of such e-banking services are 

distinct from those that influence the evaluation of people-based service interactions (Sur, 2007, 

Dhillon et al. 2008). 

 

Banks must make their technology-based remote service a "pleasing" brand toward which 

clients have an overall favorable disposition, according to Soma and Sarkar (2008). Using the 

antecedents to create and sustain client happiness might be an effective technique. Banks should 

also be concerned about their customers' technology-based remote services experiences, from the 

first introduction to technology to purchase to delivery and beyond, as the case may be, because 

a customer's remote self-service experience can affect his satisfaction, which in turn can affect 

his commitment and thus retention.Another research found that bank costs on e-banking 

transactions are extremely expensive, and that banks must develop new solutions to minimize the 

cost of banking operations, which may then be passed on to customers in the form of lower fees 

(Gao and Owolabi, 2008; Joshua, Moli and Koshi, 2005; Luka and Frank, 2012). 

 

Cheolho (2010) looked at the antecedents of customer happiness with online banking in China, 

as well as the impacts of experience on the antecedent-consumer satisfaction connections. Six 

antecedents of customer satisfaction are proposed based on prior research: ease of use, design, 



speed, security, information content, and customer support service, and the effects of experience 

on the correlation between these factors and customer satisfaction are investigated using a 

structural multi-group (high-experience group and low-experience group) model. The findings 

revealed that while design, speed, security, information content, and customer support service all 

have a substantial impact on customer happiness, simplicity of use does not contribute much to 

overall satisfaction. The impacts of design, security, speed, and information content on customer 

satisfaction were substantially larger in the high experience group, but the effect of customer 

support service on customer satisfaction was significantly greater in the poor experience group, 

according to the findings. 

 

In their study, Ibok and Ikoh (2013) found that account access, account control, account usage or 

transaction, simplicity of use, confidence, privacy, and security are all key predictors of 

consumer satisfaction with online banking. However, given negative correlations for cost and 

time effectiveness, bank management may be able to boost adoption and happiness among online 

bank customers by addressing these characteristics. This also entails taking the necessary steps to 

improve basic services as well as the privacy and security of online banking. In essence, this will 

improve company transactions and, as a result, consumer satisfaction.  

2.5 Customer Retention  

Customer retention is a component of the customer loyalty construct that has been developed 

(Boulding et al. 1993; Zeithaml, Berry & Parasuraman, 1996). Indeed, in literature, the words 

"client retention" and "customer loyalty" are sometimes used interchangeably. Customer 

retention and loyalty, on the other hand, are not interchangeable phrases since they might relate 

to various things. As a result, it is proposed that the notion of client retention be clarified further 

(Hennig and Klee, 1997).  

 

Customer retention is concerned with repeat patronage, which is linked to brand loyalty and 

repeat purchase behavior (Jacoby and Chestnut, 1978). According to Methlie and Nysveen 

(1999), concentrating on building brand reputation as well as customer pleasure are the primary 

determinants of customer retention in any marketing plan. 



Although customer happiness is an essential indication of client retention, it is not necessarily a 

guarantee of customer retention. Customers are also influenced by a variety of other factors such 

as options, pricing, money, and convenience (Jones and Sasser, 1995). Customer loyalty has a 

beneficial impact on consumer retention, however customer loyalty does not always equate to 

customer retention. Only in instances where customers have a variety of alternatives to select 

from is loyalty a viable idea. The bottom conclusion is that retention should not be mistaken for 

loyalty, which means that banks must understand why their customers choose to stay, and they 

should not assume that it is a good deliberate decision (Colgate et al., 1996). 

 

Customers who have several accounts with a bank are more likely to remain loyal in the future, 

according to Noe (1996). The amount of time and difficulty it would take to move banks, 

according to Colgate and Norris (2001), are both obstacles to departure. Customers' concerns 

appear to be hampered by the amount of paperwork needed, difficulties with existing loans or 

securities, and a positive history with their present bank. 

 

In India, Angur et al. (1999) looked at the use of alternative service quality metrics in retail 

banking. They focused their investigation on clients of two major Indian banks. They came to the 

conclusion that not all characteristics are equally relevant in explaining the variation in total e-

service quality. According to their findings, responsiveness and dependability tend to be the most 

essential characteristics, followed by empathy and tangible dimensions; assurance, on the other 

hand, appears to be the least important of the key dimensions. These are all true for physical 

banking, but to keep clients in the e-banking industry, internet banking features must focus on 

internet facilities, website interactivity, and security concerns as well. 

 

Despite the fact that the Internet is the most popular electronic delivery channel for banking 

today (Karjaluoto et al., 2002), it has the following features that may make it difficult for 

businesses to keep customers: I increased rivalry among banks (Chatterjee and Narasimhan, 

1994; Makadok, 1998); ii) perhaps poor differentiation (Dholakia and Rego, 1998); and iii) 

market commoditization (Bakos, 1991). 



 

Banks strive towards a 0% defection rate of lucrative clients in order to reduce customer churn 

(the acquisition and subsequent loss of customers) (Farquhar, 2004). Furthermore, long-term 

clients spend more and, if happy, may even produce favourable word-of-mouth for the banks, 

which serves as free advertising without any further expenditure (Reichheld & Kenny, 1990). 

Long-term consumers also spend less time on transactions and are less price sensitive (Healy, 

1999). They are willing to spend a little more for a secure transfer of their cash. As a result, 

keeping customers becomes a key concern for bank executives, who must evaluate variables that 

may boost client retention rates. When compared to a new client, a loyal customer brings in 2-5 

times the profit (Anderson & Sullivan, 1993; Bhattacherjee, 2001). Internet banking competition 

is no longer exclusively based on price (Jun, Cai and Kim, 2002). 

 

Customers who use e-banking often are more comfortable utilising these services than visiting 

banks, according to Karjaluoto et al. (2002). However, even if non-users are aware of the 

advantages and conveniences of internet banking, many do not utilise it because they lack 

confidence. Despite the fact that e-banking has numerous advantages and clients are fully aware 

of the cost and time savings elements of e-banking, according to Dhekra (2009), many customers 

continue to use traditional banking. There is a fear of losing money owing to transactional 

mistakes, and hackers are a major factor in driving Tunisian clients away from online banking. 

They demonstrated their readiness to pay a greater premium for secure online banking 

transactions in order to mitigate the danger of dealing online.According to Chothani et al. (2004), 

a 5% improvement in customer retention may boost profitability by 35% in the banking industry 

and 1250% in the customer credit card market. As a result, banks are focusing their efforts on 

keeping clients and expanding their market share. 

 

Client satisfaction plays an important part in retail banking, according to Smith and Bolton 

(2002), as it leads to customer retention. As a result, there is a need to concentrate on service 

quality, bank operating hours, and banker-customer engagement. It is also critical to have an 

internet banking system and phone banking that are available 24 hours a day, 7 days a week, and 



allow customers to quickly connect with a banker to obtain information about their accounts. 

Customer satisfaction, according to Anderson et al. (1976), is a form of ease and accessibility 

that makes it simple for customers to do financial operations. On the other hand, the bank's 

ability to provide these advantages to its clients on a consistent basis will have an influence on 

customer satisfaction. One approach that banks have is to provide the greatest service to their 

clients. Every bank is responsible for providing high-quality services.  

 

Treiblmaier et al. (2006) looked at the significance of antecedents of online loyalty such as trust, 

website quality, service quality, and overall satisfaction. His research focuses on how to keep 

clients online and committed to a certain bank. A survey of over 2000 clients of an Austrian 

online bank was undertaken, and a structural equation modeling method was utilized to gather 

insights on how to secure customer retention in the online banking sector. The importance of 

trust and satisfaction as antecedents of loyalty has been recognized 

 

2.6 Acceptance Models used in Mobile banking Adoption  

One of the main areas of interest for Information Systems (IS) researchers is technology 

adoption. To study mobile banking adoption, a variety of theoretical perspectives have been 

developed: innovation diffusion theory (IDT) (Rogers, 1995), the technology acceptance model 

(TAM) (Davis, 1989) and its extensions, unified theory of acceptance and use of technology 

(UTAUT) (Venkatesh et al., 2003), and UTAUT2 (Venkatesh et al., 2003). (Venkatesh et al., 

2012). These theoretical models are based on social psychology ideas like the theory of reasoned 

action (TRA) (Fishbein and Ajzen, 1975) and the theory of planned behavior (TPB) (Fishbein 

and Ajzen, 1975). (Ajzen, 1991). Mobile banking is a technological advancement in the banking 

industry. There are numerous hypotheses that explain the variables that influence the acceptance 

of new technologies, according to the literature on innovation adoption. Innovation Diffusion 

Theory (IDT), Technology Acceptance Model (TAM), and Theory of Planned Behavior are 

among the most important (TPB). 

 



Innovation adoption, according to Roger's (1983) Innovation Diffusion Theory (IDT), is a 

process of reducing uncertainty. Individuals will acquire and synthesize knowledge about the 

new technology to minimize confusion about it. Five essential factors impacting the adoption of 

any breakthrough were identified based on three decades of innovation research. Relative 

advantage, compatibility, trial ability, observability, and complexity are the five qualities Davis 

(1989) established the Technology Acceptance Model (TAM), which states that users' 

acceptance of computer systems is determined by their behavioral intention to use, which is 

determined by attitude, which is comprised of two beliefs: perceived ease of use and perceived 

utility. In the realm of Information Systems (IS), TAM is a modification of TRA. TAM theorizes 

that an easy-to-use technology, if deemed to be beneficial, will have a favorable impact on the 

intended user's attitude, which will enhance their intention to use the technology, resulting in 

adoption behavior. The degree to which a person feels that utilizing the system would improve 

his or her performance is described as perceived usefulness. The degree to which a person feels 

that utilizing the system will be devoid of mental effort is described as perceived ease of use. 

TAM is a widely used paradigm for analyzing IS (Information System) adoption (Al-Gahtani, 

2001). Another model is Theory of planned behavior (Ajzen, 1991), which is based on TRA and 

examines human behavior as well. This model has also been used to investigate how mobile 

commerce services are adopted (Khalifa and Shen, 2008). 

 

2.7 Theories on Technology Acceptance 

The research centered on Venkatesh et al UTAUT .'s framework. UTAUT and its expanded 

theoretical frameworks are extremely popular and frequently used to forecast technology 

adoption intentions. Customers' purchase/usage intentions are likely to be predicted by 

performance expectancy (PE), effort expectancy (EE), social influence (SI), and enabling factors, 

according to Venkatesh and many other studies (FC). Several more elements were stated in 

several modifications/adoptions to the concept. The authors of this study chose to incorporate the 

risk perception and trust element, and were inspired to re-establish the model in Jordan. TAM is 

for Technology Acceptance Model, TPB stands for Theory of Planned Behavior, TRA stands for 

Theory of Reasoned Action, and IDT stands for Innovation Diffusion Theory (IDT). 



 The TAM and UTAUT model 

Many academics have looked into m-banking using the Technology Acceptance Model (TAM). 

The authors used the Technology Acceptance Model to investigate the factors that impact M-

banking uptake in Kenya. M-Kesho, an M-banking programme, was the subject of the research. 

To evaluate and collect data, they employed Confirmatory Factor Analysis. They also validated 

their proposed research model using and Structural Equation Modeling. The findings revealed 

that perceived ease of use, perceived self-efficacy, perceived usefulness, and perceived 

credibility all had a substantial impact on customers' attitudes about M-banking use. The authors 

utilized and extended the well-known Technology Acceptance Model to investigate the factors 

that impact m-banking uptake in Malaysia (TAM). The methodology they proposed was able to 

predict customer desire to utilize mobile banking.We will not utilize the TAM model in this 

study since it lacks moderate variables, which have been proven to be beneficial in examining 

the factors influencing consumer intention to embrace mobile banking services. 

 

The Unified Theory of Acceptance and Utilize of Technology (UTAUT) are used to look at the 

elements that influence consumers' willingness to use mobile banking. They discovered that the 

following variables impacted people's intentions to use mobile banking: social influence, 

performance expectations, perceived financial cost, and perceived legitimacy. They discovered 

that the enabling conditions had an impact on the customers' behavior. They also discovered that 

the effects of performance expectation and perceived financial cost on behavioral intention were 

modulated by gender. The authors also discovered that the effects of enabling circumstances and 

perceived self efficacy on actual adoption were modulated by age. Khraim and his colleagues 

uncover the underlying elements that influence mobile banking adoption in Jordan in another 

study done in Jordan. The elements that may influence Jordanian mobile phone users' adoption 

of m-banking services were investigated in this study. 

 

Compatibility, complexity, self-efficacy, risk, and relative benefit are all characteristics that 

influence mobile banking adoption, according to the findings of the study. Those studies, in 

comparison to ours, did not include any technology-related characteristics, as well as education 



and experience as moderator variables. Finally, unlike our research, which focused on the factors 

that influence customer adoption of mobile banking, Shammot's research focused on the 

perspectives of commercial bank managers (not customers) in Jordan on the benefits of utilizing 

mobile banking. According to the findings of the study, Amman bank managers believe that 

utilizing M-Banking will give their clients with a high level of comfort. According to the 

findings, managers with less than 8 years of experience believe that utilizing M-Banking may 

help them better monitor and follow up on work reports than managers with more than or 

equivalent to 15 years of experience. 

 

2.8  Hypotheses Formulation and Research Model 

The TAM was chosen as a good theoretical foundation for creating the conceptual model used in 

this investigation. The TAM has long been regarded as one of the most popular and accepted 

models in the world of information systems (Rana et al., 2013; Venkatesh et al., 2003). Over the 

last two decades, the TAM has shown to be one of the most powerful and reasonable models for 

predicting an individual's intention and acceptance It is worth noting that the TAM has been the 

most widely used theory to describe consumers' intentions and use of various electronic banking 

channels such as internet banking (Al- Somali et al., 2009), online banking (Curran and Meuter, 

2005), and mobile banking (Al- Somali et al., 2009). (Sundarraj and Wu, 2005; Curran and 

Meuter, 2005). Various Mobile banking studies have effectively used the TAM to forecast user 

intention and uptake of this technology ( Gu et al., 2009; Lee et al., 2007). Furthermore, the goal 

of this research is to offer a simple model that may capture the most relevant factors that may 

influence Indian customers' adoption of mobile banking. 

 

Two key variables – perceived ease of use and perceived usefulness – are found as main 

predictors of the Behavioral intention to use the given technology, according to the TAM (Davis 

et al., 1989). As a result, both perceived simplicity of use and perceived utility were 

recommended as significant variables impacting Indian customers' adoption of mobile banking in 

the current study model. Other elements like as perceived risk (Hanafizadeh et al., 2014; 



Riquelme and Rios, 2010) and trust have been included to the TAM (Kim et al., 2009; Zhou, 

2011). 

 

H1: Image of bank positively influences perceived trust regarding mobile banking services. 

 

IB is defined as the outside circumstances of aiding clients in overcoming barriers and hurdles in 

order to use another IT system (Bergeron, Rivard, and De Serre 1990, Venkatesh and Davis 1996). 

Clients will consider mobile banking support to be simple to use if they believe there are natural 

conditions to help them figure out how to use it, even if they are unable to do so quickly. 

Furthermore, due of previous experience, familiarity improves understanding of how to use mobile 

banking services (Gefen 2003). 

 

According to Keller (2003a), banks have grasped the key to what distinguishes them: the 

relationship that develops between a customer and a banker while the bank's image is supported. In 

the financial services business, a positive bank image is crucial. It is critical in the financial industry 

since it aids in the organization and labeling of a plethora of new offers in a way that customers can 

comprehend (Keller, 2003b). The reputation of a bank is quite important. After all, banking only 

works if the customer is prepared to entrust significant quantities of money to the bank. The 

financial sector's image is especially crucial in the current economy, because investors and other 

major spenders are wary of undertaking huge financial transactions. Bank images are structurally 

limited in that they cannot be depicted. The strength and marketing power of a bank's image is 

quickly becoming one of the most important levers for distinction and success in today's banking 

world. 

 

To keep consumers from transferring to a competitor, banks must deliver a consistent brand 

experience. As a result, the banking industry is now stressing the necessity of customer-focused 

marketing. Banks strive to develop marketing tactics that enhance brand image among consumers in 

order to increase customer happiness and loyalty while also boosting performance. Despite the fact 



that bank brand image is becoming a more essential issue in the competitive banking sector, there 

are few research in this area. 

 

The present consumer perception of a brand is referred to as the bank's image. Consumer 

perceptions of a corporation are shaped by factors other than the product or service it offers. 

According to Porter (1985), a mental picture of a bank depicts how a brand is viewed, encompassing 

all identifying characteristics, the product or company personality, and the emotions and 

connections produced in the mind of the customer. It may be characterized as a unique set of 

associations that target consumers have in their heads. Keller (2003c) defines brand image as the 

consumer's views of an image as represented through brand associations. It's a collection of beliefs 

regarding a certain image. In a nutshell, it is the consumer's view of the product. It refers to how a 

certain image is positioned in the marketplace. The image of a bank transmits more than simply a 

mental image. The image of a bank is made up of aspects of perceived quality and respect. In other 

words, a bank's image is a brand perception that is stored in a customer's memory and reflects their 

entire impression. A bank's favorable image may be viewed as a critical capability for a company to 

maintain its market position. A bank's brand image is related to the pictures of rival banks; it is not 

absolute. Customers typically create opinions about a bank based on their personal banking 

experiences. Furthermore, the image of a bank has a strategic purpose. A bank's brand image may be 

utilized to assist it enhance its competitive position through strategic marketing efforts. As a result, 

clients' intentions to choose a bank are strengthened by a positive bank image. 

 

H2: Perceived ease of use positively influences perceived usefulness regarding mobile 

banking services. 

 

PEOU refers to a client's willingness to accept that using a certain service will be simple to 

understand and use (Davis, 1989, referred to by Ramdhony and Munien 2013). It has to do with the 

amount of difficulty that the customer perceives while utilising technology and mobile assistance in 

their everyday lives (Chitungo and Munongo 2013). PEOU, according to Aboelmaged and Gebba 

(2013), impacts an individual's attitude toward the use of innovation. PEOU is a key characteristic in 



electronic business applications, such as Internet exchange, web-based banking, and mobile 

business, according to existing research (Lin and Wang 2006). PEOU in data ID and completed 

exchanges should result in a positive and persuasive single experience (Aboelmaged and Gebba 

2013). 

 

The degree to which a consumer feels that using a specific service will be uncomplicated, simple 

to understand, and simple to use is characterized as ease of use (Davis, 1989, cited by Ramdhony 

& Munien, 2013). It's linked to the customer's perception of how difficult it is to utilize 

technology and mobile services in everyday life (Chitungo & Munongo, 2013). 

 

According to Aboelmaged and Gebba (2013), a person's attitude toward the usage of technology 

is influenced by perceived ease of use. According to existing research, simplicity of use is a 

critical feature in electronic business applications such as online trading, online banking, and 

mobile commerce (Lin & Wang, 2006). The perceived simplicity of use in identifying 

information and conducting transactions should result in a positive and compelling individual 

experience (Aboelmaged & Gebba, 2013). 

 

Perceived Risk is defined by Pavlou (2001) as "the consumers' subjective anticipation of suffering a 

loss in pursuit of a desired outcome." There are a number of reasons to support and include 

perceived risk in the suggested conceptual model. The first result of employing electronic banking 

channels has been widely described as having a high level of ambiguity, intangibility, heterogeneity, 

and vagueness (Curran and Meuter, 2005; Eriksson et al., 2008; Gan et al., 2006; Jaruwa 

chirathanakul and Fink, 2005;Kolodinsky et al., 2004). As a result, employing such a channel to 

conduct financial transactions may result in increased financial performance and privacy risk 

(Martins et al., 2004). Second, the rate of electronic financial crimes is on the rise. A closer 

examination of the relevant data reveals that perceived risk is one of the most significant barriers to 

customers' readiness to use mobile banking (Akturan and Tezcan, 2012; Cruz et al., 2010; Lee et al., 

2007; Hanafizadeh et al., 2014). 

 



H3: Hedonic motivation positively influences performance expectancy regarding mobile 

banking services. 

HM stands for "the enjoyment or pleasure derived from using an invention, and it has been shown to 

have a key role in determining innovation acceptance and adoption" (Venkatesh 2012). When 

customers discover that the technology they are using provides them with pleasure, fun, distraction, 

comfort, satisfaction, fulfillment, and joy, they are less likely to switch to a competing technology 

(Alalwan, Rana, Dwivedi, Lal, and Williams2015, Baabdullah, 2018a, Koenig-Lewis 2010). HM's 

influence on M-Banking usage has been documented in a number of studies (for example, Alalwan 

2017,Dwivedi, Rana, Janssen 2017,Dwivedi, Rana, Jeyaraj 2017,Zhou 2010,Yu 2012). 

 

Hedonic Motivation, according to Venkatesh et al. (2012), is a sensation of enjoyment derived 

through the usage of technology. Users of technology are unlikely to move to another if they have 

found satisfaction, delight, and comfort in using it (Alalwan et al., 2015; Baabdullah, 2018a; 

Koenig- Lewis et al., 2010). 

 

Habit is defined by Venkatesh et al. (2012) as the extent to which people repeat their acquired 

actions. Prior behaviors (Kim et al., 2005) and automatic behaviors (Limayem et al., 2007) are both 

examples of behaviors that start after a number of repetitions (Morosan & Defranco, 2016a). Orbell 

et al., 2001a found that when customers utilize their mobile devices in a variety of contexts, such as 

payments, shopping, and taxi booking, it instills a sense of satisfaction in their behavior, which 

keeps them loyal. Baptista and Oliveira (2015) discovered that the frequency of customers' previous 

actions is the most important predictor of their current behavior. Current study examines habit in the 

context of MTB and concludes that utilizing MTB on a regular basis provides customers with a 

sense of pleasure and happiness. Consumer behavior may be transferred from a wide to a narrow 

setting, according to recent study. 

 

HM is defined by Venkatesh et al. (2012) as a consumer's expectation of having fun and pleasure 

while using an IS system. Initially, IS designs were task-oriented, focusing solely on the 

technology's utilitarian aspects (Thong et al., 2006), but later designing professionals understood 

that customers would be more willing to use a latent technology if they were entertained while 



doing so (Thong et al., 2006). (Morosan & Defranco, 2016a).  Scholars are interested in 

noutilitarian characteristics like fun, entertainment, and enjoyment, therefore the current study 

used HM to assess customers' happiness with mobile-app-based apps like MTB. Poong et al. 

(2017) claimed that learning via mobile phones improves pleasure and enjoyment experiences, 

which contribute to hedonic motivation in system usage. Consumer motivation increases their 

pleasure with technology and develops an inclination to embrace and utilise new systems, 

according to previous study by Baptista and Oliveira (2016), Brown and Venkatesh (2005), 

Salimon et al. (2017), and Siyal, Donghong, et al. (2019).  

 

Hedonic motivation, or perceived pleasure, is described as the amusement, joy, or pleasure 

derived through the use of technology. Because mobile phones are mostly used as entertainment 

devices, it was argued that fun was crucial in mobile banking use. Consumers are cognitively 

drawn to the internet platform because of the hedonic result. According to Salimon, Yusoff, 

Sanuri, and Mokhtar, consumers are attracted to and motivated to utilize technologically based 

services because they are pleasurable. 

 

Hedonic motivation was also linked to a higher intention to use mobile services, which explains 

the growing use of hedonic motivation in current mobile commerce adoption models. The 

hedonic incentive component was found to be a strong predictor of client trust in online banking 

in Pakistan, according to Sharif and Raza's research. Their findings corroborated those of Hwang 

and Kim and Akhlaq and Ahmed, who discovered that a client's sentiments and emotions are a 

necessary condition for trust views in an innovative system. “Mobile phone is considered as an 

entertainment device by certain persons; thus, pleasure may play a vital part in expounding 

mobile banking usage,” Hanudin said of HM use in mobile banking. 

 

H4: Mobile atmosphere positively influences perceived usefulness regarding mobile 

banking services. 

MA is defined as "the degree to which a person believes that an authoritative and specialised basis 

exists to assist them in using the system" (Venkatesh 2003). A lot of studies have shown that MA 

fair and square use has a good influence on clients (for example Dwivedi, Rana, Janssen 

2017,Dwivedi, Rana, Jeyaraj 2017,Rana, Dwivedi, Williams, and Weerakkody 2016,Shaikh and 



Karjaluoto 2015,Yu, 2012,Zhou 2010). The ability to sign in to individual records, the ability to 

shift money from one record to the next, and a high degree of resemblance all support M-Banking 

usage (Shaikh and Karjaluoto, 2015). Individuals' perspectives are influenced by creative 

foundations and hierarchical occurrences, which might encourage them to continue using a certain 

service (Dwivedi, Rana, Janssen 2017, Lee and Chung 2009). According to 343 members, Jordanian 

consumers are more likely to use M-Banking branches when they receive complete assistance and 

favorable circumstances (Alalwan 2017). Individuals' ability to use the Internet and obtain access to 

web-based financial offices has influenced their intentions to use the technology. The degree of 

resemblance that customers experience while using innovation will, in general, increase their desire 

to use it. Because of India's rapid technological advancements, it's possible that the immense 

convenience and ease of using the Internet will influence customers to choose a web-based banking 

system. 

 

Individuals examine resources and facilities that may be available to support their system usage 

when opting to adopt a new technology since technical support and infrastructure assist to reduce 

consumer barriers (Venkatesh et al., 2003) and further incline them to use it. In fact, users may be 

more satisfied with FC if support services are interoperable with other systems they use (Alalwan et 

al., 2017). Various research in diverse settings, such as e-banking adoption (Salimon et al., 2016), e-

learning (Paola Torres Maldonado et al., 2011), and online purchasing (Paola Torres Maldonado et 

al., 2011), have previously proved the stimulant function of FC (Lu et al., 2005). FC is being studied 

as a motivating element contributing to customer happiness, with MTB system support and 

infrastructure as superior resources for retaining consumer loyalty in current study. Consumers' 

worry and anxiety would be reduced if they had a good impression of MTB system resources (Yang 

& Forney, 2013). 

 

When a new technology can be implemented with the least amount of work, customers choose to 

utilise it (Siyal, Donghong, et al., 2019; Wong et al., 2015). In their study on e-banking, Salimon et 

al., 2017 discovered a favorable relationship between effort expectation (EE) and customer 

motivation. Similarly, Alajmi (2019) looked at the importance of EE while selecting a new 



technology. In a recent study regarding utilizing m-taxi, Weng et al. (2017) found that the least 

amount of work necessary to run a new technology maintains user happiness and loyalty to that 

system. EE has been shown to have a substantial influence on customer satisfaction in a variety of 

sectors, including social networking sites (Ernst et al., 2013), multimedia (Liao et al., 2008), mobile 

tourism apps (Tan et al., 2017), and mobile banking (Ernst et al., 2017). (Afshan & Sharif, 2016). 

 

H5: Performance expectancy positively influences customer satisfaction regarding mobile 

banking services. 

PE is defined as "the degree to which an individual believes that implementing the innovation would 

assist the person in question in achieving improvements in occupation execution" (Venkatesh 2003). 

Users understand that using M-Banking services will affect the way they think about banking, the 

routes they take, the number of times they visit the site, and the number of transactions they make 

(Dwivedi, Rana, Jeyaraj, Clement, and Williams 2017, Bhatiasevi, 2016,Dwivedi, Rana, Janssen 

2017,Martins, Oliveira, and Popovic 2014,Zhou 2010). Furthermore, based on UTAUT, both 

Bhatiasevi (2016) and Zhou et al. (2010) concluded that PE has a significant influence on the 

consistent use of M-Banking. Various research have cited the influence of PE and its equivalents' 

jobs (for example, perceived relative advantage and considered usefulness) on real M-Banking 

service use (for example Earthy colored, Cajee, Davies, and Stroebel 2003,Sripalawat 2011,Zhang 

2018). 

 

Performance expectation was not shown to be a factor that influences m-banking acceptability 

among young people in Ghana by Owusu Kwateng et al. However, Farah et al. discovered that 

performance expectation influences m-banking uptake in Pakistan. In Pakistan, Raza et al. validated 

the idea. In India, Gupta and Arora discovered that performance expectancy is a major antecedent of 

the desire to use m-payments. 

 

A number of studies have discussed the impact of the role of PE and its counterparts (such as 

perceived relative advantage and perceived utility) on the amount of actual M-Banking service 



usage (e.g. Brown, Cajee, Davies, & Stroebel, 2003; Sripalawat et al., 2011; Zhang et al., 2018). 

According to Brown et al. (2003), perceived relative advantage impacted the degree of actual M-

Banking adoption. TAM was also used in investigations (e.g. Sripalawat et al., 2011). 

 

H6: Performance benefits positively influences hedonic motivation regarding mobile banking 

services. 

"The degree of straightforwardness connected with the use of a system" is how PB is defined 

(Venkatesh 2003, p.450). Users identify with developments that are beneficial and simple to use 

(Alalwan2017, Ozturk, Belgians, Nusair, and Okumus2016, Shareef, Dwivedi, Kumar, and Kumar 

2017). Oliveira, Faria, Thomas, and Popovic (2014), Yu (2012), and Zhou et al. (2010) confirmed 

the major role of PB fair and square of use among users in M-Banking after using UTAUT. Users 

will be particularly inclined to obtain an innovation if it is simply available (2017b, Dwivedi, Rana, 

Janssen 2017, and Oliveira 2014). As a result, when users naturally renew a mechanical aid, they 

should not feel difficulty or complexity in using the invention; rather, their usage will decline 

fundamentally (Yu, 2012, Liébana-Cabanillas, Marinkovi, and Kalini 2017, Yiu, Grant, and Edgar 

2007). According to Shaikh and Karjaluoto (2015), when M-Banking innovation refreshes result in 

changes in the degree of simplicity in using the services, the degree of usage is primarily impacted. 

 

According to previous research (Kwok and Uncles, 2005; Palazon-Vidal and Delgado Ballsetter, 

2005), sales promotions can be effective and valuable for customers, and can positively influence 

their behavioural decisions, because they provide them with experiential benefits that are not 

inherent in the offer and product. By emphasising the benefits of a product, a sale promotion may 

increase customers' experiences such as pleasure, delight, and diversion, influencing their attitude 

toward the business and influencing buy intention (Palazon-Vidal and Delgado Ballsetter, 2005). 

 

The more pleasant e-banking technology is employed in the context of technology-based financial 

service offerings, the more bank clients will desire to use it, according to Yaseen & Qirem. The 

connection between users and service providers will improve as technology becomes more 

accessible (Jauw and Purwanto, 2017). The requirement for enterprises to understand and apply new 



technology, according to Moghavvemi et al., will influence their adoption or utilization. When a 

large number of individuals utilise technology, it demonstrates that it is simple to use. As a result, 

individuals who utilize IT advances will automatically expect them to be simple to use. Then 

Moghavvemi et al. discovered that the variable was a factor that influenced the desire to use IT 

advances. Although Owusu Kwateng et al. did not discover that effort expectancy is a factor that 

influences behavior intention to use m-banking among young people in Ghana, they did find that it 

is a factor that influences behavior intention to use m-banking. Farah et al. and Raza et al., on the 

other hand, shown that effort expectations are a role in m-banking uptake in Pakistan.  In India, 

Gupta and Arora discovered that effort expectation is a major predictor of m-payment behavior 

intention. 

 

Extrinsic motivation components (taking beliefs and objectives as one's own) are internalized in the 

long term, according to previous studies (Deci, Vallerand, Pelletier, & Ryan, 1991; Ryan & Deci, 

2000). Customers can manage externally controlled activities internally by utilizing penalties or 

incentives in this fashion (Ryan & Connell, 1989). 

 

In terms of mobile payment, there are real benefits to downloading and utilizing mobile wallets 

(e.g., free value-added services, discounts, internet access, and so on). The results demonstrate that it 

has a substantial impact on changing consumers' views and raising their desire to use mobile wallet. 

The compensation idea was incorporated into the model to reflect tangible rewards and was thought 

to have a beneficial impact on attitudes and intentions. Perceived advantages are also significant; as 

a result, this study proposes that new advertising and pricing methods, such as cost reduction, should 

be developed to attract increasingly price aware consumers Nitin Nayak et. al. (2014). 

 

H7: Perceived risk negatively influences perceived trust regarding mobile banking services. 

Client trust is depicted by the perceived danger involved in PRI, which is seen as a component that 

gives trust its basic essence (Kesharwani and Bisht 2012). This viewpoint is favorable in the context 

of mobile banking, where there is a physical separation between the bank and the customer, 



conditions are difficult to predict, and connections are difficult to manage. The age of trust has been 

seen as a critical component in completing online bank transactions. Due to the lack of a sensible 

guarantee, the buyer cannot be confident that the bank will not engage in unethical actions (Liebana-

Cabanillas 2015). Several studies demonstrate that trust and risk should be inversely connected, with 

the objective that as the perception of risk rises, so does trust in the channel or vendor (Liebana-

Cabanillas 2015). 

 

The degree of uncertainty in the outcome of utilizing an invention is referred to as perceived risk 

(Kazemi, Nilipour, Kabiry, & Hoseini, 2013). In the pursuit for a desired result, Pavlou (2003) 

defines perceived risk as the user's subjective anticipation of suffering a loss (Kazi & Mannan, 

2013). The customer's perception of risk, according to Luo, Li, Zhang, and Shim (2010 in 

Kazemi et al., 2013), is a critical element in influencing the adoption and usage of an innovative 

technology. Because of the danger to privacy and security issues, the impression of risk is 

considered a significant element in the adoption of mobile banking (Al- Jabri & Sohail, 2012). 

According to several research, customers' perceptions of risk are a major impediment to the 

future expansion of mobile banking services (Luo et al., 2010). The link between perceived risk 

and mobile banking usage is clear, but not always negative (Silva Bidarra et al., 2013). 

 

The readiness to render oneself susceptible to action performed by a trusted party based on a feeling 

of confidence or certainty can be characterised as trust (Gefen, 2000). As a result, trust plays an 

important role in mobile banking adoption, assisting clients in overcoming their worries of 

security/privacy threats and fraudulent activity in the mobile environment (Gu et al., 2009; Zhou, 

2011; Afshan and Sharif, 2016). 

 

H8: Perceived trust positively influences customer satisfaction regarding mobile banking 

services. 

In an online business context, PT is defined as the belief that merchants are willing to continue 

based on a person's assumption (Grazioli and Jarvenpaa 2000, Luhmann 1979) and avoid 

engaging in unethical behavior (Gefen 2003, Hosmer 1995, Williamson 1985). PT reduces 



extortion and the risk of deception (Pavlou, 2003) and provides customers with tangible benefits, 

such as more reliable financial administrations from legitimate institutions (Gefen 2003). When 

customers have faith in banks, they will find mobile banking to be beneficial and ready to use it.  

 

Satisfaction is a psychological condition that occurs when expectations and experiences are 

compared (Oliver, 1980). In this sense, customer happiness is an essential factor in retail banking 

since it is an effective response to purchasing conditions. According to several academic research 

(Püschel et al., 2010; Mohammadi, 2015), satisfaction is an antecedent that influences the 

outcomes of satisfaction with mobile banking. This study focused on three customer satisfaction 

relationships: trust, loyalty, and good word-of-mouth. According to research on retail banks, 

customer happiness and trust are inextricably linked (Thakur, 2014; Mohammadi, 2015). 

Customer confidence is regarded in this context to represent the quality and dependability of the 

service provided (Kim et al., 2008). As a result, trust is an essential consumer consequence when 

it comes to sustaining long-term client relationships (Jin and Park 2006). 

 

Customer satisfaction and trust have a favorable link, according to previous studies (Aftab, 2013, 

Liebana-Cab nillas et al, 2013). Satisfaction with service delivery will lead to more openness 

regarding the service provider (Morgan and Hunt, 1994). Customer happiness and, as a result, 

trust will rise as the usage of applications grows (Al- Hawari, 2014). 

 

In order to utilize mobile banking, you must have a high level of trust. Because mobile banking 

services do not feature face-to-face communication, it might be difficult to establish trust (Chung 

& Kwon, 2009). Customers place a great value on the trust that a supplier expresses online while 

acquiring items and/or services (Raitani & Vyas, 2014).  

 

Trust is crucial for understanding interpersonal behavior and economic interaction (Silva 

Bidarra, Munoz-Leiva, & Li ebana-Cabanillas, 2013). It can also alleviate a customer's need to 

monitor and verify all activities and data, lowering the customer's fear of fraud, ambiguity, and 

possible hazards while also making bank transactions simple (Gu et al., 2009). 

 



Trust is described as a feeling of safety based on the assumption that one party's actions are 

motivated by a desire to help the other party's interests (Lewis & Soureli, 2006). It may also be 

defined as a personal belief held by others based on an individual's expectations, with the 

assumption that others would not act in an opportunistic manner (Gu, Lee, & Suh, 2009). It is a 

precursor to loyalty, according to some academics (Lassala et al., 2010). Other research into the 

relationship between trust and loyalty has found that loyalty is inextricably linked to trust (Chu et 

al., 2012). 

 

Customers' resistance to other short-term offers is increased by the beneficial effect of trust on 

loyalty, which helps to preserve the idea that the parties would not act rashly on opportunistic 

grounds (Lassala et al., 2010). It's also linked to the fact that trust fosters coherence and 

competency in future conduct, allowing both parties to profit from the connection (Chu et al., 

2012). 

 

H9: Perceived usefulness positively influences customer satisfaction regarding mobile banking 

services. 

According to Davis (1989), PUS may be defined as the "abstract likelihood" that another innovation 

would enhance the way a customer is treated fairly (Silva Bidarra 2013) or how much people believe 

that using a certain system will increase their productivity at work (Kazi and Mannan 2013). 

According to Venkatesh and Davis (2000), the primary antecedent that determines the behaviour 

aim for the usage of a personal computer system is the PUS (Kazi and Mannan 2013). PUS is 

regarded as having a reliable, favourable effect when it comes to the application of an invention 

(Chitungo and Munongo 2013). Clients are keen to utilise mobile banking once they realise how 

beneficial it is to their productivity at work.  Clients consider mobile banking to be beneficial when 

they witness their friends, family members, or colleagues utilise it and recommend it. However, if 

people observe that a system does not help them execute particular exercises, it is unlikely that it 

would be adopted (Chitungo&Munongo 2013). 

 

The banking sector has a lot of promise with mobile banking. The growing prevalence of cellular 

cellphones has provided banks with a significant chance to enhance customer retention (Shaikh 



& Karjaluoto, 2015), retain existing bank clients in a new system (mobile banking), and convert 

cellular telephone users to bank users (Gu et al., 2009). Mobile banking is critical not just for 

cost reduction and increased competitiveness, but also for banks' capacity to retain existing 

customers and attract new ones (Silva Bidarra et al., 2013). Furthermore, the launch of mobile 

applications for banks and their successful use in data analysis may significantly decrease 

marketing and campaign expenses since, if the programme achieves its role, the outcome will be 

loyalty, based on customer knowledge. 

 

Perceived Ease of Use is defined as "the degree to which a person feels that utilising a specific 

system would be painless" (Davis et al., 1989). Because of the unique nature of mobile banking, 

which necessitates a certain degree of expertise and ability, perceived ease of use may play a 

significant influence in deciding customers' willingness to utilise the technology. Various mobile 

banking research have backed up this theory (Akturan and Tezcan, 2012; Gu et al., 2009; 

Hanafizadeh et al., 2014; Luarn and Lin, 2005). 

 

It's critical to build a framework of risk and benefit perceptions to gain a deeper understanding of 

customers' behavioural intentions in connection to their use of delivery apps (Gupta and Sajnani, 

2019). When a customer had a positive past experience, they are more likely to return and purchase 

the same website or application for food ordering (Kedah et al., 2015). Special offers, awards, cash 

backs, and superior discounts given by the apps also assist to attract more clients (Das, 2018) and 

increase the perceived value of the offer ( Thaler, 2008). Better product information available online 

leads to increased enjoyment and a more favourable behavioural intention to make a purchase choice 

(Ahn et al., 2007; Corbitt et al., 2003). 

 

H10: Perceived reliability and responsive positively influences perceived usefulness regarding 

mobile banking services. 

 

PRR has been designated as the primary metric for assessing the quality of assistance provided to 

Bank clients in Kosovo. When consumers want assistance from the bank, PRR identifies with 



persuasive handling of queries and concerns. The findings of this investigation are consistent with 

previous research. PRR was determined to be the primary help quality assessment among financial 

clients in the UK and almost other European banking frameworks, according to a study lead by 

White and Nteli (2004). 

Consistency and dependability are two aspects of reliability. This implies that the service provider's 

services should always be of the same quality and form. Reliability entails providing services on a 

timely basis, promptly reacting to client requests and complaints, and providing services of 

comparable quality (Parasuraman, 2002). The banking sector has recognised the need of customer-

centered concepts and is turning to quality management techniques to assist in the management of 

its operations. Many academics and service marketers have studied consumers' cognitive and 

emotive responses to service attribute perceptions in order to gain a competitive advantage by 

offering what customers want in a timely and effective manner. Consumer pleasure is one of the 

most important interstitial elements in service marketing since it contributes to the establishment of 

consumer loyalty or re-patronization of a product or service (Ravichandran et al., 2010). 

 

The ability and ease with which a consumer can approach or use a service is referred to as access. 

Customers may simply use mobile banking regardless of where they are. Also, accessing and 

utilising mobile banking services is not restricted to working hours; customers may use the service 

at any time of the day (Parasuraman, 2002). Customer service experience, according to Hanks 

(2010), entails the assessment and development of five major areas. The first step is to identify the 

product or service that the consumer want to purchase or obtain from the company or organisation. 

To fulfil client requirements, businesses must develop and improve their products. The individual or 

team in charge of offering the service is the other aspect. In order to ensure improved service 

delivery, the method utilised to offer the service is equally critical. In terms of service delivery, the 

mood and location of the service are equally essential to the consumer. Last but not least, clients' 

confidence and reassurance are important factors to consider anytime they use services. 

 

H11: Perceived security positively influences perceived trust regarding mobile banking 

services. 



Data innovation and online administrations are mostly used to provide digital banking services. All 

of a bank's information and data is available on the internet, and developers may be able to access it. 

The Dad factor assesses the security of a customer's information, data, and money. Primes are used 

to evaluate the PSE factor. Clients are fast embracing mobile banking innovation despite security 

concerns, according to a research conducted by Aluoch (2012) on the acceptance of mobile banking 

in Kenya. 

 

The degree of belief and trust in a web channel to send sensitive information is described as 

perceived security. In fact, security failures were seen to be a major barrier to consumers 

accessing sensitive information on the internet. Security breaches were also relevant to the 

mobile channel, which had a significant impact on mobile adoption rates. 

 

Because of the risk of data leakage or theft by hackers, security is understandably the most pressing 

worry when it comes to online banking adoption. Many studies have identified security as one of the 

most significant hurdles to mobile and e-banking acceptability and expansion. This was evident in 

Lebanon, where customers were found to be among the most worried about the security of digital 

banking, which explains the considerable influence of a technology's perceived legitimacy and 

therefore security on its intention to use in both Lebanon and England. 

Mobile banking security issues arise as a consequence of the insurgent from the medium through 

which mobile banking is carried out and people who utilise it, not necessarily as a result of 

transactions. Because the rationale to do so or not is clear, security (privacy, trust, and security) 

problems have progressively crept into mobile banking. 

 

In the mobile banking literature, trust is commonly used as a synonym for "privacy" and 

"security." The precision of facts and information is known as the accuracy of trust, which 

implies that the computation of trust is correct at estimate time, according to Huang and Nicol, 

Kim and Kim, and Chong et al. The trust model is made up of different parameters that are 

dependent on subparameters and functions, and the trust model is nothing more than a collection 

of protocols that the service provider and their users or customers must follow. 

 



Goodwin defined privacy as the capacity of users to manage their surroundings during a 

transaction as well as the distribution of information connected to such transactions. Uma Dixit 

discusses different data encryption strategies based on cryptographic technologies, as well as 

various ways of electronic banking security, as a result of the survey. The various cryptographic 

methods appeared and functioned differently depending on the medium and purpose for which 

they were designed, such as Advanced Encryption Standard (AES) for ATMs, fuzzy extractor, 

Global System for Communication (GSM) and Radio Frequency Identification for EMV cards 

(Europay, MasterCard, and Visa), and One Time Password (OTP) for mobile banking. With their 

research, Nyamtiga et al. created security measures for SMS-based models to improve data 

protection over mobile networks. They employ both the Global System for Communication 

(GSM) and the Advanced Encryption Standard (AES) in their model to evaluate their methods 

(AES). The results reveal that several concerns, such as data confidentiality, user authentication, 

and message integrity, are still regarded to be barriers to mobile security. 

 

Hayikader et al. look at concerns with the architecture and certain security issues with mobile 

internet banking apps, as well as various security solutions to address the problems. They 

implemented the Intrusion Detection System (IDS) to supplement the present system's security. 

According to Kavita and Kumar, the uptake of mobile banking services in the UAE was taken 

into consideration. They created a model that was implemented on the consumer adoption 

process of mobile banking based on the customer's perception of risk concerns. There were some 

concerns about implementation and modelling, and the researchers found that time risk, financial 

risk, and performance risk are the most significant variables that might stymie consumer 

acceptance of security measures.According to Wu et al., they determined that security remained 

a major characteristic in deciding a user's choice of using mobile banking through the blog. 

According to Ahmad and Saleh, however, social influence, mobile self-efficacy, trust, and the 

user's aversion to change all play a role in the security and acceptability of mobile banking. 

 

H12:  Social influence positively influences hedonic motivation regarding mobile banking 

services. 

SI stands for "the degree to which an individual believes that important others agree that the 

individual in issue should utilise the new system" (Venkatesh 2003). The preferences and judgments 



of society, including relatives, companions, family members, neighbours, and other consumers of 

the innovation, will considerably alter customers' judgments and viewpoints (Alsheikh and Bojei 

2014,Rana, Dwivedi, and Williams 2015). This is especially true when current users of a technology 

are impacted by the migration of their friends and relatives from one mechanical support to another 

(Baptista and Oliveira 2015, Dwivedi, Rana, Janssen 2017). During a time when online media and 

verbal exchange dominate the digital world (Dwivedi 2018, Kapoor 2018, Roy, Singh, Baabdullah, 

Kizgin, and Rana 2018), the effects of social connections can either maintain or increase the use of a 

given innovative assistance or redirect users to a socially worthy new innovation (Dwivedi 2018, 

Kapoor 2018, Roy, Singh, Baabdullah, Kizgin, and Rana 2018). (Al-Somali, Gholami, and Clegg 

2009, Williams, Rana, and Dwivedi 2015). Users may, without a doubt, convert from non-socially 

deserving to socially gratifying innovation to achieve higher degrees of social collaboration and 

combination (Jahya, 2004). 

 

Individuals are influenced by their social influence when they feel pressured or encouraged to use a 

new technology by influential ones (SI; Ooi et al., 2018; Venkatesh et al., 2003). Individuals' social 

circles play an important part in motivating them to have a positive attitude toward technology 

(Okazaki, 2009). SI works as an energetic kind of incentive for a new technology, according to 

Olasina, 2019. (Zhou et al., 2010) discovered that when people witness their friends and relatives 

utilising new technology, they are more likely to adopt it themselves. Individuals are similarly 

motivated and delighted to utilise MTB when they observe their peers doing so (Weng et al., 2017). 

SI plays a significant influence in suggesting new systems, according to previous studies (Alalwan 

et al., 2017; Baptista & Oliveira, 2015). 

 

The social impacts on mobile purchasing are the degree to which a particular user believes 

significant people think he or she should use mobile wallet. Past technology-based service work has 

been shown to be a strong factor of how people use services. (Mathieson 1991; Taylor and Todd 

1995b). Essential others' expectations and attitudes (e.g., classmates, parents, and coworkers) 

contribute to the social variables that influence an individual user's decision-making and perception 

of a specific behaviour (Phau and Teah 2009; Limayem et al. 2004). 



Consumers' motivation to utilize mobile shopping has been influenced by social factors. 

Furthermore, the good opinions of others about utilizing mobile shopping will boost a consumer's 

desire to purchase on their phone (Yang Kiseol & Forney Judith C 2013). The perceived effect of 

people who inspire clients in a purchase via mobile technology is known as social influence. 

Families, friends, coworkers, and neighbors are among the individuals who have an impact on 

mobile wallet users. The view of those who enforce adoption is referred to as social influence. 

Previous research has shown that hearing the voice of a significant other triggers personal desire to 

use a new technology according to  S.Vasantha, P. Sarika (2019). 

 

Mediating Hypothesis: 

The effect of an independent variable on a dependent variable is supposed to be mediated by the 

process of a mediating variable, although the independent variable may still impact the 

dependent variable in a mediating hypothesis. In other words, the mediator variable in the 

mediating l hypothesis is the intervening or process variable. The mediating l hypothesis posits 

that the variables are completely mediated. 

 

In a mediating hypothesis, complete mediation indicates that the independent variable has no 

effect on the dependent variable after the mediator variable has taken control. A causal model is 

used in the mediation model for mediating hypothesis. The techniques of Baron and Kenny 

outline the analyses that are necessary to evaluate various mediating hypotheses. 

 

This research is part of a wider investigation on the elements that influence customer satisfaction 

with mobile banking services. From churning the data to objectively evaluating it, the essential 

groundwork is meticulously prepared and executed. As a result, the dependent variable (intention 

to use mobile banking) and independent variables of perceived usefulness, perceived trust, 

performance expectation, and hedonic In the process of discovering the fundamental dimensions, 

motivation has previously been investigated. Exploratory factor analysis, Kaiser-Meyer-Olkin 

Measure of sample adequacy, and Bartlett's Test of sphericity, on the other hand, are used to 



assess the reliability. Furthermore, confirmatory factor analysis was performed to ensure that the 

data matched the model structure, which included. 

 

Average variance extraction, model fit indices test, and composite reliability The discriminant 

validity of the model's constructs is also confirmed. All of these may be found in the Darmesh et 

al. article (2016). As a result, the primary focus of this study will be on identifying the mediating 

impacts of customers' attitudes about utilising mobile banking services in terms of perceived 

utility, perceived trust, performance expectancy, and hedonic motivation with regard to mobile 

banking intention.  As a result, the indirect connections between the latent variables are 

investigated in this article. The mediating impact of the mediating variable, in other words, is 

investigated. Effects that are mediated by at least one intervening variable are referred to as 

indirect effects (Bollen, 1987). The mediator, also known as the intermediary variable, explains 

how or why an independent variable affects a result. It describes the path that connects the 

exogenous variable to the result via the mediator (Gunzler et al, 2013). If p values are less than 

0.05, all indirect effects of independent factors on dependent variables are statistically significant 

(Bollen, 1987). 

 

H13: Performance benefits positively association between hedonic motivation and performance 

expectancy. 

H14:  Hedonic motivation positively association between performance expectancy and customer 

satisfaction. 

H15:  Social influence positively association between hedonic motivation and performance 

expectancy with respect to customer satisfaction. 

H16:  Image of bank positively association between perceived trust and customer satisfaction. 

H17: Perceived risk negatively association between perceived trust and customer satisfaction. 

H18: Perceived security positively association between perceived trust and customer satisfaction. 



H19: Perceived usefulness positively association between ease of use and customer satisfaction. 

H.20: Mobile atmosphere positively association between ease of use and customer satisfaction.  

H21: Perceived reliability & responsive positively association between ease of use and customer 

satisfaction.  

H22: Performance benefits positively association among hedonic motivation, performance 

expectancy and customer satisfaction. 

H23: Social influence positively association among hedonic motivation, performance expectancy 

and customer satisfaction. 

 

Moderating Hypothesis: 

 Gender as Mediator (Male / Female) 

Male members of the family make the majority of financial choices in India, both in rural and 

urban settings. Because mobile banking is linked to financial transactions, the disparities in male 

and female attitudes toward technology adoption might be attributed to variations in financial 

decision-making. The influence of gender as a moderating variable on online shopping purchase 

intention was investigated by Zhang and Prybutok (2003), and the findings revealed that gender 

is an essential moderating variable in online commerce. Males are more likely than females to 

use bank technologies, such as online banking (Akinci et al., 2004) and mobile banking (Amin et 

al., 2006). According to Nysveen et al. (2005), males had a higher perception of the utility of 

mobile chat services than women. According to Nysveen et al. (2005), males had a higher 

perception of the utility of mobile chat services than women. Suki (2011) performed a study in 

India to see if gender, age, and education actually do influence internet music acceptability. It 

was discovered that perceived fun and perceived ease of use towards internet music were more 

significantly influenced by younger persons under 25 years old, males, and those with a higher 

education. 

 



In a study of Nigerian consumers, Onyia and Tagg (2011) discovered that gender had a 

substantial impact on customer attitudes about retail banking. Personal innovativeness in IT 

usage has a greater positive influence on behavioral intention for males than females, according 

to Liu et al. (2015) in the context of a mobile coupon application in China. Falahati and Paim 

(2015) discovered substantial disparities in male and female students' financial attitudes, 

financial socialization, and secondary socialization agents in India. Between ease of use and 

attitudes, Nysveen et al. (2005) observed no variations in moderating impact across gender. 

Gender moderates the connection between perceived ease of use, reported enjoyment, and 

intention to use, according to Wang et al. (2016). 

 

H24:  Male is showing higher perceived trust with relate to image of bank than female.  

H25:  Female is showing higher perceived usefulness with relate to ease of use than male.  

H26:  Male is showing higher performance expectancy with relate hedonic motivation than 

female.  

H27:  Male is showing higher perceived usefulness with relate to mobile atmosphere than 

female.  

H28: Male is showing higher customer satisfaction with relate to performance expectancy than 

female. 

H29: Female is showing higher performance benefits with relate hedonic motivation than male. 

H30: Female is showing inversely perceived trust with relate to perceived risk than male. 

H31: Female is showing higher customer satisfaction with relate to perceived trust than male. 

H32: Female is showing higher customer satisfaction with relate to perceived usefulness than 

male. 

H33: Female is showing higher perceived usefulness with relate to perceived reliability & 

responsive than male.  

H34: Male is showing higher perceived trust with relate to perceived security than female. 



H35: Male is showing higher social influence with relate hedonic motivation than female.  

 

 Marital Status as Mediator (Married / Unmarried) 

The state of an individual's marital status is described as whether he is single, married, divorced, or 

widowed. For the purposes of this study, a person's marital status is classified as either single or 

married. Consumers who are married prefer computerized banking transactions, according to previous 

study (Katz and Aspden, 1997; Stavins, 2000). However, according to a research by Gan et al. (2006), 

marital status has no impact on electronic banking adoption. Munnukka (2007) discovered a link 

between marital status and levels of mobile communications service uptake. Consumers in solid 

relationships utilise mobile communications less than those in unstable relationships or none at all. 

 

H36: Perceived trust obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to image of bank than married consumers. 

H37: Perceived usefulness obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to ease of use than married consumers.  

H38: Performance expectancy obtainable by mobile banking service is highly influenced married 

consumers with relates hedonic motivation than unmarried consumers.  

H39: Perceived usefulness obtainable by mobile banking service is highly influenced married 

consumers with relate to mobile atmosphere than unmarried consumers.  

H40: Customer satisfaction obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to performance expectancy than married consumers. 

H41: Performance benefits obtainable by mobile banking service are highly influenced married 

consumers with relates hedonic motivation than unmarried consumers. 

H42: Perceived trust obtainable by mobile banking service is inversely influenced married 

consumers with relate to perceived risk than unmarried consumers. 



H43: Customer satisfaction obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to perceived trust than married consumers. 

H44: Customer satisfaction obtainable by mobile banking service is highly influenced married 

consumers with relate to perceived usefulness than unmarried consumers. 

H45: Perceived usefulness obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to perceived reliability & responsive than married consumers.  

H46: Perceived trust obtainable by mobile banking service is highly influenced unmarried 

consumers with relate to perceived security than married consumers. 

H47: Social influence obtainable by mobile banking service is highly influenced unmarried 

consumers with relate hedonic motivation than married consumers.  

 

 Education Level as Mediator (Basic i.e. up to Graduate / Special i.e. after Graduate) 

A qualification is a title, knowledge, or skill acquired via formal education that is recognised in the 

business and qualifies someone for a position or employment. The degree of expertise or information 

on how to utilise a new technology correctly influences one's choice to embrace it. India's mobile 

phone subscriber count recently reached one billion, with students and young users aged 20 to 35 

years making up a major portion of this population. 

 

According to Liebermann and Stashevsky (2002), users with a low level of education perceive higher 

obstacles to Internet and e-commerce use than users with a high degree of education. A higher 

educational level can lead to a better degree of understanding about new technologies, which can 

speed up the acceptance of new technology. This was demonstrated in a research by Rhee and Kim 

(2004), who discovered that persons with a greater degree of education were more inclined to utilize 

the Internet. Early adopters of new technologies had greater educational levels, according to Porter 

and Donthu (2006), but less educated persons experience more technology anxiety, which hinders 

their capacity to master newer technologies. According to Weijters et al. (2007), persons with higher 

levels of education are more likely to have been exposed to technology not only at work, but also 



during their daily activities. Onyia and Tagg (2011) discovered that a customer's degree of education 

has a substantial impact on their attitude toward online banking in Nigeria. According to Chong 

(2013), educational level has a substantial impact on m-commerce using behaviors. 

 

The field of past education and the types of degrees acquired are referred to as educational 

background. Background is essential as a categorization since certain education streams are more 

technical than others. There have been few studies on the link between educational background, 

attitude, and intention to use technology. It is hypothesized that not only educational quality or level, 

but also educational area, may affect attitudes toward mobile banking usage. 

 

H48: Consumers having basic education is positively influenced perceived trust towards image 

of bank than consumers having special education.  

H49: Consumers having special education is positively influenced perceived usefulness towards 

ease of use than consumers having basic education.  

H50: Consumers having special education is positively influenced performance expectancy 

towards hedonic motivation than consumers having basic education.  

H51: Consumers having basic education is positively influenced perceived usefulness towards 

mobile atmosphere than consumers having special education.  

H52: Consumers having special education is positively influenced customer satisfaction towards 

performance expectancy than consumers having basic education. 

H53: Consumers having basic education is positively influenced performance benefits towards 

hedonic motivation than consumers having special education. 

H54: Consumers having special basic education is negatively influenced perceived trust towards 

perceived risk than consumers having basic education. 

H55: Consumers having special education is positively influenced customer satisfaction towards 

perceived trust than consumers having basic education. 



H56: Consumers having basic education is positively influenced customer satisfaction towards 

perceived usefulness than consumers having special education. 

H57: Consumers having basic education is positively influenced perceived usefulness towards 

perceived reliability & responsive than consumers having special education. 

H58: Consumers having special education is positively influenced perceived trust towards 

perceived security than consumers having basic education. 

H59: Consumers having basic education is positively influenced social influence towards 

hedonic motivation than consumers having special education. 

 

 Monthly income as mediator (lower-middle i.e. up to 50,000 / upper-middle i.e. more 

than 50,001) 

Individuals or corporations gain money in exchange for delivering goods or services, which is 

referred to as income. The user's attitude and behaviour are influenced by their income level. Income 

has been studied in the past to see if it encourages or discourages users from adopting technology. 

According to Porter and Donthu (2006), lower-income customers are the most worried about cost, and 

they believe the cost is excessive in relation to perceived utility (equipment, access charge). High-

income consumers, on the other hand, can buy top-of-the-line equipment and internet access. Because 

of this unequal access to technology, users experience varied levels of anxiety, with low-income users 

experiencing the most anxiety. As a result, the timing and degree of technology adoption are 

influenced by one's financial level. According to Hernandez et al. (2011), more income leads to a 

decreased perception of risk when making online purchases, but lower income inhibits online 

transactions. 

 

It is reasonable to assume that as earnings raise, user views of ease of use, efficiency, convenience, 

and faith in technology adoption regulate user behavior and intention. This is supported by the 

findings of Lee et al. (2010), who discovered that technology fear reduces as wealth rises. 



H60: Perceived image of bank in case of consumers with upper-middle family income is 

positively influenced in determining perceived trust towards using mobile banking as compared 

to consumers with low-middle family income. 

H61: Ease of use in case of consumers with upper-middle family income is positively influenced 

in determining perceived usefulness towards using mobile banking as compared to consumers 

with low-middle family income. 

H62: Hedonic motivation in case of consumers with upper-middle family income is positively 

influenced in determining performance expectancy towards using mobile banking as compared 

to consumers with low-middle family income. 

H63: Mobile atmosphere in case of consumers with low-middle family income is positively 

influenced in determining perceived usefulness towards using mobile banking as compared to 

consumers with upper-middle family income. 

H64: Performance expectancy in case of consumers with upper-middle family income is 

positively influenced in determining customer satisfaction towards using mobile banking as 

compared to consumers with low-middle family income. 

H65: Performance benefits in case of consumers with low-middle family income is positively 

influenced in determining hedonic motivation towards using mobile banking as compared to 

consumers with upper-middle family income. 

H66: Perceived risk in case of consumers with low-middle family income is negatively 

influenced in determining perceived trust towards using mobile banking as compared to 

consumers with upper-middle family income. 

H67: Perceived trust in case of consumers with low-middle family income is positively 

influenced in determining customer satisfaction towards using mobile banking as compared to 

consumers with upper-middle family income. 

H68: Perceived usefulness in case of consumers with upper-middle family income is positively 

influenced in determining customer satisfaction towards using mobile banking as compared to 

consumers with low-middle family income. 



H69: Perceived reliability & responsive in case of consumers with low-middle family income is 

positively influenced in determining perceived usefulness towards using mobile banking as 

compared to consumers with upper-middle family income. 

H70: Perceived security in case of consumers with upper-middle family income is positively 

influenced in determining perceived trust towards using mobile banking as compared to 

consumers with low-middle family income. 

H71: Hedonic motivation in case of consumers with upper-middle family income is positively 

influenced in determining social influence towards using mobile banking as compared to 

consumers with low-middle family income. 

 

 Multi Group Analysis [MGA] Generation X, Y, Z (Age) 

In the same way, research on technology adoption show that younger users act differently than 

their elders.  Because of their limited experience to computers, mobile phones, and the internet, 

older people exhibit poorer self-efficacy when it comes to learning how to use the internet 

(Porter and Donthu, 2006). Older people are more hesitant to utilize technology to make 

transactions because they are suspicious of technology and prefer to conduct transactions face to 

face. When compared to youthful customers, older adults have more technology fear and are less 

technologically inventive. Younger individuals, on the other hand, are early adopters of new 

ideas, services, and goods (Lee et al., 2010). 

 

The relationship between technology use and attitudes has been found to be moderated by age 

(Yi et al., 2005). Technology anxiety appears to have a varied impact on adoption levels among 

various age groups, with older customers having higher levels of technology fear (Morris et al., 

2000; Porter and Donthu, 2006; Demirci and Ersoy, 2008; Lee et al., 2010). Age improves 

perceptions of utility, cost, and system quality, which in turn moderates attitudes toward mobile 

banking adoption (Riquelme and Rios, 2010). 

 



Age and gender demographic factors have a significant moderating impact on the adoption of 

mobile technology in Jordan's healthcare systems, according to Faqih and Jaradat (2015). Chong 

(2013) discovered that age had a strong association with m-commerce usage behaviors in a 

sample of Chinese respondents. Martins et al. (2014) revealed that age influences behavioral 

intention of online banking adoption in a sample of users from Portugal, and that older 

respondents have higher intention to use internet banking. In a more recent study with senior 

respondents, Wang and Sun (2016) discovered that older persons are hesitant to accept modern 

technology. They discovered that older people's gaming intentions are moderated by their age. 

 

H72: There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of image of bank to perceived trust. 

H73:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of ease of use to perceived usefulness. 

H74:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of hedonic motivation to performance expectancy. 

H75:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of mobile atmosphere to perceived usefulness. 

H76:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of performance expectancy to customer satisfaction. 

H77:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of performance benefits to hedonic motivation. 

H78:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived risk to perceived trust. 

H79:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived trust to customer satisfaction. 

H80:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived usefulness to customer satisfaction. 



H81:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived reliability & responsive to perceived usefulness. 

H82:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived security to perceived trust. 

H83:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of hedonic motivation to social influence. 

 

2.9 Conceptual Framework: 

The following conceptual model is built to get a full understanding of how consumer intent to 

use is determined based on numerous parameters. 

 

Facors Measurement Criteria Supportive Literatures 

Perceived 

Trust 

The belief that vendors would carry out specific 

activities in relation to the customer 

expectations. 

Alonso Dos Santos (2020) 

Perceived 

Ease of Use 

The degree to which a person feels that a 

system will take no physical or mental effort to 

use. 

Soto Fuentes & V. A. 

Valderrama(2020) 

Perceived 

Reliability &  

Responsive 

Explaining the words validity, reliability, and 

responsiveness, as well as being able to 

characterise these qualities for a specific 

measure. 

Venlatesh (2012)  

Mobile 

Atmosphere 

Customers' assumption that utilising innovation 

or new technologies would incur financial costs 

is referred to as perceived transaction cost. The 

cost of a mobile banking app may include the 

original purchase price, transaction fees, and 

Self Derived 



subscription fees. 

Perceived 

Usefulness 

 

 

It refers to a person's belief that utilizing a 

certain system would involve no physical or 

mental effort. 

Soto Fuentes & V. A. 

Valderrama(2020)  

Perceived 

Security 

The degree to which a consumer trusts the 

security of a certain mobile payment option. 

Venlatesh and Devis (2000)  

Image of 

Bank 

Bank image relates to its reputation in the 

marketplace, which impacts consumers' 

decisions to utilise its goods and services. 

Self Derived 

Perceived 

Risk 

The subjective belief that one must incur a loss 

in order to obtain a desirable result. 

Alonso Dos Santos (2020)  

Social 

Influence 

The amount to which a person feels it is critical 

that he or she use the new system, as 

determined by others. 

Abdullah M. Baabdullah (2019) 

Hedonic 

Motivation 

It refers to the joy derived by utilising a new 

technology. 

Hatice Kizgin(2019) 

Performance 

Benefits 

It is the degree to which consumers believe a 

technology is simple to use. As a result, we 

define effort expectation in this study as the 

degree to which consumers consider mobile 

banking apps to be simple to use. 

Nripendra P. Rana(2019) 

Performance 

Expectancy 

It assesses how well a new technology aids 

people in obtaining what they want in a more 

helpful and convenient manner. 

Nripendra P. Rana(2019)  

Customer 

Satisfaction 

It's a metric for how well a company's products 

and services meet or exceed consumer 

expectations. 

Soto Fuentes & V. A. 

Valderrama (2020)  

 

 



2.9.1 Conceptual Model: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CS : Customer Satisfaction  

PUS : Perceived Usefulness  

PEOU : Perceived Ease of use  

MA : Mobile Atmosphere   

 

PRR : Perceived Reliability &  Responsive  

PTR: Perceived Trust 

IB : Image of Bank  

 

CS 

PUS 

PT 

PE 

PR 

PB 
SI 

HM 

IB 
PSE 

PEOU 

MA 

PRR 



PSE: Perceived Security   

 

PE: Performance Expectancy 

 

PB : Performance Benefits 

 

SI : Social Influence  

HM : Hedonic Motivation 

 

2.10  Research Gap: 

 

Mobile banking is a type of self-benefit in which customers profit without anybody else using 

the immediate financial channels, which continue to operate with the help of innovation and 

technology. A few studies have focused on the adaptability of mobile banking services. They've 

identified the factors that influence customers' decisions on whether or not to use mobile banking 

services. In any event, these tests do not provide a crucial scale or methodology for evaluating 

the service quality of mobile banking services. And this might assist banks in developing a 

suitable solution to boost their mobile banking services and usage rates. 

 

Rural institutional credit was extended despite facts about rural people's saving intentions, 

according to Basu (2005), Dev (2006), and Mohan (2006). In oversaturated areas, mobile phones 

aided growth (Donner & Excobari, 2010). Hudson (2006) acknowledged the beneficial function 

of mobile phones in agricultural growth. The digital gap, according to Jensen (2007), is a serious 

concern in both developed and developing nations. Mobile phones have benefits in restricted 

circumstances, according to Burrell and Anderson (2008). Indian banks had less success with 

business correspondents when it came to inclusive banking. For successful inclusion, banking 

technology is required (Chung & Kwon, 2009; Duncombe & Boateng, 2009; C. S. Yu, 2012; T. 

Yu & Fang, 2009). 

 



Technology adoption, according to Ravichandran and Rai (2000), necessitates active user 

engagement. Developing countries confront challenges when it comes to using technology 

(Kleijnen, Wetzels, & de Ruyter, 2004). Suoranta and Mattila (2004) raised worry about the poor 

global penetration of mobile banking. Technology advancements and service availability, 

according to Riivari (2005) and Y.-S. Wang, Lin, and Luarn (2006), do not induce adoption. 

Mallat, Rossi, and Tunainen (2004) and Y.-S. Wang and Liao (2007) underlined the need to 

investigate the reasons behind less mobile phone transactions. Mobile banking overcomes the 

coverage challenge by combining convenience, ubiquity, and interaction (Bihari, 2011). Mobile 

phones are more widely used in India than PCs. India, according to Vaishnavi (2011) and Dash 

(2014), lags behind other nations in mobile payment acceptance while having a significant 

potential. 

 

In comparison to computers, the cell phone is basic. Carroll (2005) saw a surprisingly rapid 

spread of mobile phones in urban, suburban, and rural regions. The widespread use of mobile 

phones has not resulted in widespread acceptance of mobile banking (Laforet & Li, 2005; Luarn 

& Lin, 2005; Scornavacca & Hoehle, 2007). More research on mobile banking uptake is needed, 

according to H. Kim, Chan, and Gupta (2007). Indians have always been resistant to new 

technology (Chaipoopirutana, Combs, Chatchawanwan, & Vij, 2009; Laukkanen & Pasanen, 

2008; Maurer, 2008; Puschel, Mazzon, & Hernandez, 2010; Zarifopoulos & Economides, 2009). 

It is necessary to have knowledge of the motivators and inhibitors of mobile banking 

technologies (Ashta & Assadi, 2011; H. F. Lin, 2011; Thakur & Srivastava, 2014). 

 

Information system (IS) researchers were drawn to mobile commerce by Wareham, Zheng, and 

Straub (2005). More e-payment feasibility studies by Harle and Beresford (2005), H. Wang, Cao, 

and Zhang (2005), Gianluigi, Strangio, and Schuster (2006), and Huang and Boucouvalas (2006) 

have appeared as a result of the rise of mobile commerce. People's engagement in technology 

adoption campaigns is critical, according to Kendall, Kendall, and Kah (2006), who endorse 

Ravichandran and Rai (2000). Mobile banking is becoming more popular throughout the world, 

according to Laukkanen and Cruz (2009) and K. Lee and Chung (2009). 



According to the International Telecommunication Union (ITU), India has 500 million telecom 

customers in December 2009, out of a total of 5 billion consumers globally. Low-cost mobile 

phones sold successfully in Indian marketplaces, according to R. Singh (2009) and S. Singh, 

Srivastava, and Srivastava (2010), thanks to Zainudeen and Ratnadiwakara's backing (2011). 

According to Khalifa, Cheng, and Shen (2012), the mobile industry will grow from its current 

size of US$18.3 billion to US$119 billion. After 2008, more over 100 million new mobile 

customers were added to India's telecom density per year (Vishal, Pandey, & Sanjay, 2012). 

 

UTAUT condenses 32 variables from TAM as well as Bandura's (1977) and Compeau's (1995) 

Social Cognitive Theory (SCT), Triandis' (1977) and Thompson, Higgins, and Howell's (1991) 

Model of Personal Computer Usage (MPCU), and Davis, Bagozzi, and Warshaw's Motivational 

Model (MM) (1992). People's mind-sets in organisational and non-organizational contexts were 

studied with the aid of UTAUT. Borrowing and experimenting with variables, according to 

Johns (2006) and Alvesson and Kärreman (2007), can help enhance a theory. The addition of a 

moderating variable (MV) to UTAUT improves its capacity to assess interaction effects 

(Bagozzi, 2007). The following are three types of UTAUT extensions: 

•  Investigating new users (Yi, Jackson, Park, & Probst, 2006), new technologies (Chang, 

Hwang, Hung, & Li, 2007), and new cultural contexts (B. Gupta et al., 2008); 

• The inclusion of endogenous variable constructions (K. Y. Chan, Gong, Xu, & Thong, 

2008; Sun, Bhattacherjee, & Ma, 2009); 

• Exogenous factors are included (Neufeld, Dong, & Higgins, 2007; Yi et al., 2006). 

 

As prior studies did not study modifiers, Al-Gahtani, Hubona, and Wang (2007) and Armida 

(2008) emphasised the need for systematic examination of technology adoption. Initially, 

UTAUT focused on explaining technology adoption in enterprises. Later, because consumer 

technologies became a multibillion-dollar sector, the framework was also utilised to examine 

them (Llamas & Stofega, 2010). UTAUT, PE, EE, SI, and the enabling condition all reliably 

assessed BI. Actual usage was effectively quantified using innovations and perceived pleasure 

components (Thakur, 2013). 



2.10.1 Service quality gap model 

In general, service businesses strive to meet or exceed client expectations in order to achieve 

customer satisfaction. Customers and service companies have four major conceptual quality 

gaps, according to Parasuraman et al. (1985). (1) the misalignment of consumer expectations 

with management's views of customer expectations; (2) the gap between management 

perceptions of customer expectations and service quality specifications delivered by firms from 

the perspective of customers; (3) the gap between service quality specifications and the actual 

service delivered to the customer; and (4) the gap between actual service delivery and customers' 

perceptions of service quality. Based on a literature research and empirical investigation, we 

identified five service quality gaps for online banking based on these four quality gaps. In India, 

quality shortcomings in internet banking have been identified.: 

 

 Technology Gap. This refers to the disconnect between clients' expectations of a bank's 

website's ease of use and the site's actual functioning and usability. Customers who utilise 

online banking must be able to use the website functionalities without difficulty (Yiu, 

Grant, & Edgar, 2007). As a result, the level of usefulness created by OBSP influences 

consumers' intentions to utilise e-banking services (Hussain, 2014). As a result, OBSP 

must improve the website's functioning and usability. 

 

 Service Reliability Gap. This reveals a disconnect between clients' expectations of bank 

dependability and the bank's website's capacity to deliver. When the OBSP delivers on its 

promises via the internet interface, customers have a greater sense of service quality 

(Ladhari et al., 2011). Furthermore, according to numerous studies, service dependability 

in online banking has the biggest impact on consumer satisfaction with Internet banking 

services (Fonchamnyo, 2013, Sakhaei et al., 2014). As a result, while delivering service 

through the Internet, the ability to satisfy promised service dependability requirements 

must be improved. 

 

 Technical Knowledge Gap. This indicates the disconnect between clients' technical 

expertise and the bank's website's design complexity. Customers' unwillingness to use 



online banking services is influenced by their lack of technological expertise (Al-Husein 

and Sadi, 2015, Rahman et al., 2017). In reality, due to the complexity and concern of 

vulnerability, clients with a low degree of technological understanding are unwilling to 

connect with banking websites (Sinha and Mukherjee, 2016). Furthermore, due to a lack 

of technological expertise, elderly generations (65+ years old) are less likely to utilise 

internet banking than younger generations (25–34 years old) (Clark, 2016). As a result, 

OBSP must guarantee that the degree of design on websites corresponds to the level of 

technical expertise of clients (especially the elderly). 

 

 Security Assurance Gap. This refers to the discrepancy between the amount of 

protection promised to clients and the level of privacy and security provided by the 

bank's website. One of the most significant worries that clients have while utilising e-

banking is security. Customer trust in e-banking is largely dependent on the level of 

security guaranteed by the OBSP in terms of preserving personal information and/or 

preventing illegal transactions/access (Chiu et al., 2016). 

 

 

 Human Interaction Gap: This highlights the disconnect between consumers' need for 

human connection and the responsiveness of the bank's website. The presence of human 

connection enhances customer happiness and plays an essential part in establishing 

consumers' faith in the services offered, as it does in most e-commerce firms (Levy, 

2014, Seckler et al., 2015). Customers believe that the lack of a human interaction 

impacts the time and speed with which their online requests are processed (Toufaily and 

Pons, 2017). As a result, client loyalty suffers significantly as a result of this (Aggarwal 

and Bhardwaj, 2016). As a result, OBSP needs to come up with creative ways to 

compensate for the lack of human connection in e-banking, such as a 24/7 customer 

support chat. 

 

 

 

 



Table: In India, there are quality gaps in mobile banking. 

Sr. No Gap Description of Gap 

1 Technology Gap The gap between consumers' expectations of ease of use 

and the bank's actual functioning and usability. 

2 Service Reliability 

Gap 

Customers' expectations of bank trustworthiness and 

bank website fulfillment differ. 

3 Technical Knowledge 

Gap 

The amount of technical expertise of clients and the level 

of design complexity of the bank's website. 

4 Security Assurance 

Gap 

The difference between the amount of protection 

promised to clients and the level of privacy and security 

provided by the bank's website. 

5 Human Interaction 

Gap 

Customers' desire for personal connection vs the 

responsiveness of a bank's website. 
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CHAPTER 3 RESEARCH METHODOLOGY 

This chapter provides information on various methodology used for carrying out the 

presented research. It deals with the research questions, research objectives, research 

approach, research design, development of research instrument, primary & secondary data 

collection method, sampling technique & tools, sample size, reliability of the construct and 

various data analysis method used in the present research study. It also discusses the 

various limitations of the research study. 

 

3.1 Research Questions: 

1. What are the factors that influence the customer‘s adoption of mobile banking in 

Gujarat? 

2. Is there any relationship between mobile banking services and customer 

satisfaction? 

3. How mobile banking does services influence to customer satisfaction?  

4. What is the effect of mobile banking service quality dimensions on overall 

experience of online customers? 

 

5. How does perceived usefulness play a mediating role in determining the customer 

satisfaction with mobile banking services? 

6. How does perceived trust play a mediating role in determining the customer 

satisfaction of mobile banking services? 

7. How does performance expectancy play a mediating role in determining the 

customer satisfaction with mobile banking services? 

8. How does the marital status of the moderator influence the customer satisfaction 

with mobile banking services? 

9. How does the age of the moderator influence the customer satisfaction with mobile 

banking services? 
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10. How does the gender of the moderator influence the customer satisfaction with 

mobile banking services? 

11. How does the education level of the moderator influence the customer satisfaction 

with mobile banking services? 

12. How does the income of the moderator influence the customer satisfaction with 

mobile banking services? 

13. What role do these elements have in influencing customer satisfaction with mobile 

banking services? 

 

3.2 Research Objectives: 

1. To understand various mobile banking services and  analyzes the level of 

satisfaction of customer. 

2. To understand the factors are infusing to mobile banking services and affecting 

customer satisfaction towards mobile banking services. 

3. To evaluate the mediating effect of perceived usefulness, perceived trust and 

performance expectancy in determining the customer satisfaction with mobile 

banking services. 

4. To assess the categorical moderating effect of age, gender, marital status, 

income, and education customer satisfaction with mobile banking services. 

5. To established the relationship amongst the various factors related to mobile 

banking services.  

 

3.3 Research approach & Design: 

 

In research, in light of the information by and large two general classes of approaches 

exist: Qualitative or Quantitative. Qualitative research related with the exploratory research   

plan which includes information in the types of pictures, depictions, words. Contrast with 

that Quantitative research approach related with the Descriptive exploration plan which 

includes numbers, tables, formulas and counts. Which research design ought to be utilized? 



109 | P a g e  
 

– This question relies upon the research issue, region and nature of research (Sullivan, 

2001). 

 

At whatever point minimal hypothetical comprehension of issue exists, it follows 

qualitative methodology and exploratory research study. The qualitative methodology 

gives freedoms to investigate the circumstance or issue by going inside and out and help to 

creating ideas or theories. The significant burden of qualitative technique is its narrative or 

word nature of contention (Sullivan, 2001; Yin, 1994; Hair 2003).  

 

At whatever point check of existing theories or testing hypothesis dependent on past 

research, it follows quantitative methodology and distinct examination. The principle 

benefit of quantitative investigation is to distinguish exact assessment of human conduct or 

social phenomenon (Sullivan, 2001; Yin, 1994; Hair 2003). 

 

The current study depends on past research just as set up ideas and hypotheses in the space 

of mobile banking service quality. As this study manages the evaluation of online platform 

service quality like mobile banking application/Apps, quantitative exploration 

configuration will be more helpful. In this way, qualitative methodology will be prescribed 

for future exploration to pose inquiries like what constitutes online platform providers e-

service quality?  

 

Present study has qualities like: clear research question, formal and design research 

measure, testing explicit theory and looking at connection between specific factors and 

data analysis is quantitative in nature. The discoveries and results are indisputable in nature 

which will be utilized for dynamic. This proposes that the investigation has an indisputable 

exploration plan. Along these lines, it is reasoned that the current research study centers 

around quantitative methodology and descriptive research plan. 

 

Descriptive Research Design:  

 

A descriptive research approach is justified in so far as one attempts to identify and explain 

the variables that exist in a given situation, and to describe the relationship that exists 

between these variables, the intention being to provide a picture of a particular 
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phenomenon rather than to ferret out cause-effect relationships (Christensen 1991). The 

descriptive study is typically guided by initial hypotheses as in this research too. 

Descriptive research is used when the purpose of the study is to describe the characteristics 

of certain groups. For example, based on information gathered from known users of a 

service, it was attempted to develop a profile of the ―average or typical‖ user with respect 

to demographic variables. Furthermore, an attempt was made to estimate and describe the 

proportion of people in a specific population who behave in a certain way and find out 

explanations for their behavioral patterns. 

 

 The phenomenon to be studied here, mobile banking, is comparatively new in the field of 

academic research, and for this reason the study aims at gaining insights into current 

customer behaviour patterns in the electronic services era. It is with this in view when it 

can be said that an excursion into explorative research is taken to some degree. In concrete 

terms the brief exploratory part of this study was conducted when we sought information 

from persons experienced, both practitioners and academics, in the area of the study before 

designing the questionnaire variables. However, since research into the diffusion of 

technological innovation has a long tradition, and since electronic banking (especially 

Internet banking) has received a good deal of research attention in recent years, one cannot 

assert that the research area is totally vague or new. Given this situation, it did not seem 

appropriate to rely purely on exploratory research techniques. It might be argued that this 

research is also to some extent causal, since it was aimed at explaining relationships among 

the variables using regression analysis, and answering some of the ―why‖ questions 

concerning the phenomenon. However, a study to be purely causal one, the relationships, 

causality, should have been studied by using even more rigorous analytical tools, such as 

structural equation modelling (Cooper and Emory 1995).     

 

As mentioned previously, the objective was not simply to gather facts but rather to increase 

understanding. In this regard, the comment of Ferber et al. (1964, 153) seems appropriate: 

 ―Facts do not lead anywhere… Anyone with a questionnaire can gather thousands of facts 

a day – and probably not find much real use for them. What makes facts practical and 

valuable is the glue of explanation and understanding, the framework of the theory, the tie-

rod of conjecture. Only when facts can be fleshed to a skeletal theory do they become 

meaningful in the solution of problems.‖  
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According to Churchill and Iacobucci (2001), descriptive studies can be divided into two 

types of studies: longitudinal and cross-sectional designs. A cross-sectional study, as in the 

present case, typically involves a sample of elements from the population of interest, the 

various characteristics of which are measured once. In other words, it provides a snapshot 

of the variables of interest at a single point of time, in contrast to a longitudinal study, 

which examines the variables over a period of time.  A great deal of emphasis is placed on 

selecting a representative sample of the phenomenon and this is often done, as in this 

study, by employing a probability sampling plan.  

  

Cross Sectional Study: 

 

A cross-sectional study involves looking at data from a population at one specific point in 

time. The participants in this type of study are selected based on particular variables of 

interest. Cross-sectional studies are often used in developmental psychology, but this 

method is also used in many other areas, including social science and education. 

 

Cross-sectional studies are observational in nature and are known as descriptive 

research, not causal or relational, meaning that you can't use them to determine the cause 

of something, such as a disease. Researchers record the information that is present in a 

population, but they do not manipulate variables. This type of research can be used to 

describe characteristics that exist in a community, but not to determine cause-and-

effect relationships between different variables. This method is often used to make 

inferences about possible relationships or to gather preliminary data to support further 

research and experimentation. 

 

Some of the key characteristics of a cross-sectional study include: 

 The study takes place at a single point in time 

 It does not involve manipulating variables 

 It allows researchers to look at numerous characteristics at once (age, income, 

gender, etc.) 

 It's often used to look at the prevailing characteristics in a given population 

 It can provide information about what is happening in a current population 

 

https://www.verywellmind.com/developmental-psychology-4157180
https://www.verywellmind.com/what-are-observational-studies-2224215
https://www.verywellmind.com/introduction-to-research-methods-2795793
https://www.verywellmind.com/introduction-to-research-methods-2795793
https://www.verywellmind.com/introduction-to-research-methods-2795793
https://www.verywellmind.com/what-is-a-variable-2795789
https://www.verywellmind.com/correlational-research-2795774
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Think of a cross-sectional study as a snapshot of a particular group of people at a given 

point in time. Unlike longitudinal studies, which look at a group of people over an 

extended period, cross-sectional studies are used to describe what is happening at the 

present moment. This type of research is frequently used to determine the prevailing 

characteristics in a population at a certain point in time. For example, a cross-sectional 

study might be used to determine if exposure to specific risk factors might correlate with 

particular outcomes. 

 

A researcher might collect cross-sectional data on past smoking habits and current 

diagnoses of lung cancer, for example. While this type of study cannot demonstrate cause 

and effect, it can provide a quick look at correlations that may exist at a particular point. 

 

Also, descriptive research helps to collect data to identify relationships between barriers 

variables and customer resistance and test the hypothesis. In this paper, a cross-sectional 

study is adopted. Cross-sectional design studies a sample at only one point in time 

(Bryman & Bell 2015). Cross-sectional study also refers to survey research which 

respondents are questioned about their reactions, thinking or feelings in a set of structured 

questions (Bryman & Bell 2015). It is used instead of a longitudinal study as the aim of 

this research is not attempting to study trends and there is a time constraint. 

 

3.4 Research Instrument Development: 

 

Questionnaire design may have significant effect on the reliability and validity of the 

responses obtained, and a number of steps were taken with this aspect in mind. As 

mentioned above the questionnaire was designed in a close cooperation with experts 

involved both in practice and research. Before mailing, the questionnaire was pre-tested on 

a reference group who did not participate in the real survey, but who matched the 

composition of the true sample. During the pre-testing each question was discussed and 

analysed in order to check the readability and comprehensibility of the questionnaire. In 

most of the questions the points on the scales were labeled with words; it has been found 

that the use of such labels can significantly improve reliability and validity, since they 

clarify the meaning of the scale points (Krosnick 1999). 

 

https://www.verywellmind.com/what-is-correlation-2794986
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The variables presented in the research framework were operational listed following the 

methodological approach outlined for example by Kerlinger (1973), Peter 

(1981), DeVellis (1991) and Fishbein (1967). The recommended statistical tests were 

conducted before final variable/question construction. The theories and constructs behind 

the variables, each antecedent behind the framework are described and justified in detail in 

the literature review in Chapter III and in Research Articles. Multiple-item measures were 

developed by generating item pools based on instruments published in the literature on 

innovation adoption, technology-based services as well as on proper empirical findings in 

electronic banking literature. The items were modified to reflect the phenomenon under 

investigation. 

A questionnaire was used to collect data to meet the core objective of the research. The 

questionnaire comprises of core questions, information of demographic related to mobile 

banking application services quality and customer satisfaction. 

 

Apart from information of demographic and general questions related to mobile banking 

application and services remaining all construct was measured using a seven point Likert-

type scale, anchored by 1 i.e. Strongly Disagree to 7 i.e. Strongly Agree. The measures 

used to build this research questionnaire have effectively shown levels of develop 

legitimacy in past research by respective authors/researchers. Be that as it may, the 

phrasings of the things were adjusted to coordinate with the particular necessity of present 

study. The below table lists the depictions of each develop estimation of the current study. 

Table3.1 : Lists the descriptions of each develop estimation of the current study 
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Construct Measures Source 

Perceived Trust Mobile banking usually fulfils the commitments it 

assumes. 

I think that the design and commercial offer of mobile 

banking take into account the desires and needs of its 

users. 

The concept of m-banking  is concerned with the present 

and future interests of its users. 

I feel that mobile banking knows its users well enough to 

offer them products and services adapted to their needs. 

I believe secure in providing sensitive information during 

mobile banking transactions. 

Alonso Dos 

Santos (2020) 

Perceived Ease 

of use 

Language is very simple. 

Information and instruction on mobile banking are easy to 

understand. 

It provides Physical security i.e. no need to go out with 

cash. 

Mobile banking has a user friendly interface. 

Routine banking services offer by bank are available on 

mobile application. 

Mobile application is 24 hrs *7 accessible at any place at 

any time. 

Soto Fuentes & 

V. A. 

Valderrama(2020) 

Mobile 

Atmosphere 

The layout of the application is stylishly appealing. 

The m-banking appears to use up-to-date technology. 

The mobile banking registration process is simple. 

It  is Cost and time saving  like Lower rates, transaction 

fees, no need to go to bank or ATM. 

App has features that are personalized for me. 

Self Derived   

Perceived 

Reliability &  

Responsive 

 

When you have a problem, bank shows sincere interest in 

solving it through chat on application. 

Customer Care number appear on application of the online 

banking  never too busy to respond to your request. 

The system of the website rapidly retrieved the 

information I requested. 

Venlatesh (2012) 
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All my mobile banking relevant transaction confirmation 

details are sent by SMS or e-mail within 24 hours. 

I can speak to a customer service representative if there is 

a problem related to mobile banking transaction. 

Perceived 

Usefulness 

Banking transaction is complete quickly and easily. 

Use of mobile banking would make it easier to get 

information in dept, e.g., bank statements, standing orders. 

Mobile banking enhances my effectiveness in utilizing 

banking service. 

It understand basic requirement and needs of customers. 

Application is updated data on real time. 

Soto Fuentes & 

V. A. 

Valderrama(2020)  

Perceived 

Security 

Mobile banking provides prompt responses if my 

transaction is not processed. 

It is secured with multilevel authorization to access 

account which prevents unauthorized access (Pin / OTP / 

Security questions etc.). 

Customers‘ personal information are used only for 

authorized purposes. 

In case of connectivity loss or account remaining idle for 

some time account automatically gets logged off. 

If there is a mistake, application makes it right quickly and 

effectively.(like IFSC code, Pin number ,city etc). 

Venlatesh and 

Devis (2000)  

Image of Bank I know m-banking through magazines, newspaper or TV. 

I prefer using the mobile banking because it is launched 

by many branded banks. 

Mobile banking application  has most innovative interface 

in globally competitive. 

Bank representative deals respectfully with customer 

complaints about electronic service. 

Self Derived 

Perceived Risk While using mobile banking application, there may be a 

risk of information leak. 

There may be a risk of fraud transaction or lost money in 

utilization of application. 

Alonso Dos 

Santos (2020)  



116 | P a g e  
 

There may be an unauthorized access to personal data by 

hackers. 

We always have to use the most up-to-date system version 

of mobile device, and regularly run updates. 

Social 

Influence 

Family and relatives influence me that I should use mobile 

banking. 

Using mobile application may reflect my personality to 

others. 

People whose opinion is valuable to me prefer that I use 

Mobile banking services. 

I have to use m-banking  if It‘s widely used by people in 

society. 

Media is full of reports, articles and news that suggest 

using mobile banking services. 

Abdullah M. 

Baabdullah 

(2019) 

Hedonic 

Motivation 

Banking transaction through application is fun for me. 

It is entertaining. 

Using mobile banking is enjoyable. 

It‘s just simple as other application I run. 

Application is required little effort. 

Hatice 

Kizgin(2019) 

Performance 

Benefits 

Learning how to use Mobile banking is simple for me. 

Interaction with Mobile banking is clear and 

understandable. 

I am able to save considerable time and effort using 

mobile banking. 

It is easy for me to become skilful at using Mobile 

banking. 

Ability to conduct any financial transaction(railway ticket, 

bill payment etc). 

Nripendra P. 

Rana(2019) 

Performance 

Expectancy 

Mobile banking is useful in daily life. 

Using mobile banking increases chances of achieving 

tasks that are important to me. 

It increases my productivity. 

Mobile application is flexible to meet a  verity of my need 

Nripendra P. 

Rana(2019)  
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Perceived Trust: 

Trust allows the expression of an expectation about the future behavior of a person based, 

in many cases, on previous interactions. Trust has been examined in many disciplines, 

including social psychology, e‐commerce, and e‐banking. From the social psychologist 

perspective, trust is characterized in terms of the expectation and willingness of the trusting 

party engaging in a transaction. Mayer et al. (1995) defined trust as behavioral, based on 

one person's beliefs about the characteristics of another person. Since, in a virtual 

environment, the degree of uncertainty of a transaction is higher than in a traditional 

setting, trust becomes an important factor.Trust should be a particularly critical factor in an 

online context in which the customer does not have direct control over the actions of the 

vendor. Lack of trust of online businesses is one of the main reasons for customers from 

not engaging in commercial transactions on the web (Hoffman et al., 1999; Lee and 

Turban, 2002; Pavlou, 2003). Therefore, the user's feelings of trust toward an e‐service are 

an important determinant in considering his/her intentions to use, and usage behaviors 

related to any e‐service. 

 

 

 

s on time. 

Mobile banking would give me a greater control. 

Customer 

Satisfaction 

I think that I made the correct decision to use mobile 

banking. 

The experience that I have had in using mobile banking 

has been satisfactory. 

In general terms, I am satisfied with the way mobile 

banking carries out transactions. 

A mobile banking transaction is relevant to my work and 

helps me in attaining personal satisfaction. 

I place a great value on improved quality of life and other 

personal gains that can be achieved from using mobile 

banking services. 

Overall E-Banking services is better than my expectations. 

Soto Fuentes & 

V. A. 

Valderrama(2020)  

https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b65
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b40
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b59
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b59
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b59
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b69
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Perceived Ease of use: 

 

The model posits that the adoption intention or actual adoption of an information system is 

a function of perceived usefulness and perceived ease of use. According to Davis, 

perceived ease of use is defined as ―the degree to which a person believes that using a 

particular system would be free of effort‖ (Davis, 1989, p. 320), whereas perceived 

usefulness refers to ―the degree to which a person believes that using a particular system 

would enhance his or her job performance‖ (Davis, 1989, p. 320). Interesting insights and 

implications have been drawn from TAM to guide IS managers in designing IS strategies. 

For example, Square Inc., a merchant services aggregator and mobile payments company, 

boasts both the ease of use (e.g. ―It‘s simple to accept credit cards‖) and usefulness (e.g. 

―Sell more with Square‖) of its Square Register service.The centrality of TAM 

(Davis, 1989) in the IS literature is evidenced by the growing volume of research on the 

replications, extensions, and modifications of TAM in the past few decades (e.g. Brown, 

Dennis, & Venkatesh, 2010; McCoy, Galletta, & King, 2007; Turel, Serenko, & 

Giles, 2011; Venkatesh, Thong, & Xu, 2012). Most of the research has focused on 

identifying antecedents and moderators of TAM (e.g. Cheng, 2011; Srite & 

Karahanna, 2006; Wixom & Todd, 2005). Furthermore, much of current research identify 

factors predicting customer intention of IS adoption for specific services such as in mobile 

banking, e-learning system, e-government services, and customer smartphones (Abbas, 

Shahid Nawaz, Ahmad, & Ashraf, 2017; Ammar & Ahmed, 2016; Cheng, 2011; 

Townsend, Demarie, & Hendrickson, 2001; Wang, Lin, & Luarn, 2006).  

 

Perceived Reliability & Responsive: 

 

Responsiveness concerns the readiness or promptness of employees to make available a 

service or good. Responsiveness is attributed to the period that an employee is able to offer a 

service requested by a customer(Parasuraman, 2002).According to Souranta and Laukkanen 

(2004) there are several diverse mobile banking services such as account balance retrieval, 

transaction history retrieval, transfer of funds between to a third party account, stock trading, 

portfolio management, and bill settlements. Herzberd (2003) asserts that there are many 

advantages that mobile banking brings to customers. Those benefits include, relieve of use, 

low cost, confidential and ease are the factors that lead to the prolific execution of mobile 

banking needs. Sinisalo and Salo (2007) affirms that mobile banking services can be 

https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
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acknowledged as an influential selling tool that maintains close links between the client and 

banks. 

 

Mobile Atmosphere: 

 

Although Owusu Kwateng et al. , did not find that Facilitating conditions are variable that 

impact on behavior intention of m-banking using among young people in Ghana. But Raza et 

al. ,] found that Facilitating conditions is a significant factor of m-banking in Pakistan, as well 

as Farah et al. ,. People interest in using particular technology because of facilitating 

conditions. Venkatesh et al. , explained they are included free training, free supports, and 

guidance provided free by companies to users of the technology or system. Thus facilitating 

conditions will influence people to use technology systems or applications (intention to use) to 

promote their activities. Gupta and Arora , found that facilitating conditions is a significant 

predictor of the behavior intention to use m-payment in India. Sobti , examine UTAUT factors 

to predict behavior intention to use m-wallets and m-banking among user‘s mobile payment in 

India. Sobti , that facilitating conditions influence mobile payment acceptance in India. 

 

Perceived Usefulness: 

 

The current research aims to contribute to the TAM literature by extending the general 

theory of efficacy appraisal (Bandura, 1982; Milne, Sheeran, & Orbell, 2000) to deepen 

our understanding of the underlying theoretical mechanisms of TAM relationships. In 

particular, we distinguish between two types of efficacy that are associated with the two 

key constructs in TAM: whereas self-efficacy underlies the effect of perceived ease of use 

on IS adoption, perceived usefulness exerts its effect through response efficacy. Further, 

we propose that the relative weight of perceived ease of use and perceived usefulness is a 

function of people‘s self-regulatory orientation. In fact, we argue that people‘s self-

regulatory orientation may account for a wide range of TAM moderators identified in the 

IS literature (e.g. Gefen & Straub, 2000; Igbaria, Zinatelli, Cragg, & Cavaye, 1997; Moon 

& Kim, 2001). In the next sections, we first review the TAM literature and then introduce 

efficacy theory (Witte, 1996) and regulatory focus theory (Higgins, 1997) to formulate our 

hypotheses.To illustrate, Gefen and Straub (1997) investigated the effect of gender on IS 
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acceptance and found that men reported higher perceived ease of using email, whereas 

women perceived greater usefulness of the technology. In another paper Gefen and Straub 

(2000) showed that perceived ease of use significantly impacts e-commerce when the 

reason to visit the website is to search for information, whereas perceived usefulness plays 

a more important role when the reason to visit the website is to purchase products. Ridings 

and Gefen (2000) provide evidence that system characteristics may also moderate TAM 

relationships. When applying TAM in a situation where both old and new IS are used 

simultaneously, new IS adoption is facilitated by perceived usefulness of the new IS but 

suppressed by perceived usefulness of the old IS. Further, perceived ease of use enhances 

the perceived usefulness effect on IS adoption. 

 

Perceived Security: 

 

Since personal and financial information can be intercepted and used for fraudulent 

purposes, online investing involves greater security concerns than conventional trading; 

users need a sense of security when conducting financial transactions, and it is still one of 

the major barriers to e‐commerce growth (Wang et al., 1998; Furnell and Karweni, 

1999; Jarvenpaa et al., 1999; Gefen, 2000; Lee and Turban, 2002). Perceived security was 

defined as a threat that creates a circumstance, condition, or event with the potential to 

cause economic hardship to data or network resources in the form of destruction, 

disclosures, modification of data, denial of service, and/or fraud, waste and abuse 

(Kalakota and Whinston, 1997, p. 853).Security, which involves the use of technical 

advancements like cryptography, digital signatures and certificates aimed at protecting 

users from the risk of fraud, hacking or ―phishing‖, has a positive influence on the 

intention to purchase online (Ranganathan and Ganapathy, 2002; Yousafzai et al., 

2003; Kim et al., 2008; Lian and Lin, 2008). But what is relevant for the acceptance of 

e‐commerce is not the objective security of the electronic channel as transaction medium 

but the subjective risk perception of the customer (Klang, 2001; Grabner‐Kräuter and 

Kaluscha, 2003). Thus, when online vendors have implemented security mechanisms, 

customers tend to believe that online purchasing is safe. 

 

 

 

 

https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.tandfonline.com/doi/full/10.1080/23311975.2018.1459006
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b88
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b31
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b31
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b31
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b50
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b33
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b59
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b52
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b73
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b91
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b91
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b54
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b60
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b55
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b38
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b38
https://www.emerald.com/insight/content/doi/10.1108/09685220910963983/full/html#b38


121 | P a g e  
 

Image of Bank: 

 

Image of bank have become one of the most discussed phenomena of market research in 

recent years. Branding, therefore, has become a very significant concept in just about all 

organizations. However, its emphasis is more in the private sector than public due to the 

nature and levels of competition. Image of bank has been around for centuries as a means to 

distinguish the goods of one producer from those of another (Kotler, 2001). Iamge of bank has 

become one of the most important aspects of business strategy yet it is also one of the most 

misunderstood. In the competitive market, image of bank is a valuable intangible asset of a 

company. Image of bank plays an important role because positive image of bank will enable 

customers to better visualize and understand products, reduce customers‘ perceived risks in 

buying services (Kim et al.,2008), and help companies achieve sustained superior 

performance. In particular, image of bank is a critical issue in the field of image of bank 

management. A good and effective image of bank normally has attributes which endure them 

to their loyal customers. 

 

Perceived Risk: 

 

The purpose of the study is to recognize how customers are integrating mobile payment 

systems into their daily lives and how they perceive the trust and risks that influence their 

usage pattern. As an alternative payment method, electronic payment systems have failed 

to be accepted because of lack of complete trust and risk perception (Zhou, 

2013; Dahlberg et al., 2015). When the mobile phone is used for payments in physical 

stores, trust issues appear with purchase anxiety and psychological model challenges 

(Hillman and Neustaedter, 2017). In addition, Rouibah et al. (2016) have quantified that 

the risk perception of the online payment method is neutralized by the trust and pleasure of 

the customers. In addition, prior researches show that respondent‘s demographics, like 

gender, play a useful moderating role in shaping their behavioral intentions. Gender 

variance exists between men and women due to the biological, behavioral, cognitive and 

social issues (Sun et al., 2010), and has a significant impact on the adoption of mobile 

payment (Rouibah et al., 2016). 
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3.7.9 Social Influence 

 

Social influence explains that in the new technology adoption, users' social context is 

essential. Yaseen & Qirem stated that social influencing influences intention to use. Although 

Owusu Kwateng et al. did not find that social influence is the factor of intention to use m-

banking among Young people in Ghana. And Raza et al. also did not find that social influence 

is a significant factor of m-banking adoption in Pakistan. Gupta and Arora also found that 

social influences have a weak or insignificant predictor of behavioral intention of m-payment 

using in India. But, Farah et al. proved that social influence is a factor of m-banking adoption 

in Pakistan. According to Yaseen & Qirem, if the closest people or influential people tell that 

the use of m-banking is helpful, then the customer will tend to follow to use the technology. 

Moghavvemiet al. also stated that previous studies have proven, and they also found that 

social influencing will significantly generate intentions of the customer to use IT innovation. 

 

Hedonic Motivation: 

 

Venkatesh et al. (2012) represents HM as customers belief of deriving fun and pleasure while 

using an IS system. Initially, designs of IS were task oriented which included merely the 

utilitarian factors of a technology (Thong et al., 2006) but later designing experts realized that 

customers could be more inclined and led to technology satisfaction if they perceived 

entertainment while using a latent technology (Morosan & Defranco, 2016a). The 

nonutilitarian factors like playfulness, amusement, and enjoyment attracted interest of 

scholars; therefore, current study uses HM to measure customers‘ level of satisfaction in using 

mobile-app-based applications like MTB. Poong et al. (2017) argued that learning through 

mobile phones enhances experiences of fun and enjoyment which positively contribute as 

hedonic motivation in the system use. Earlier research by Baptista and Oliveira 

(2016), Brown and Venkatesh (2005), Salimon et al. (2017), and Siyal, Donghong, et al. 

(2019) has witnessed that customers‘ motivation enhances their satisfaction in the technology 

and creates an instinct to accept and use new systems. 
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Performance Benefits: 

 

Thulsiram (2016) the study found that the price-related variable namely cost saving and 

discount benefits tended to be considered low by the respondents, while secured privacy and 

secured payment are more primary reasons for e-wallet choice. More than 95% of respondents 

had the option of e-payment applications on mobile phones. Benefits can inspire customers in 

the form of tangible advantages (monetary rewards, discounts, free sample products, 

sweepstakes, etc.). Another form of motivation is extrinsic (Davis et al., 1992) and refers to 

certain human actions that are intended to achieve specific results. Customers are willing to 

seek these rewards / tangible benefits (Kim & Han, 2014; Varnali, Yilmaz, & Toker, 2012). 

With regard to promotional interaction and advertisement, it was found that when the message 

contains incentives, the concentration of customers on advertisements increases (Kim & Han, 

2014).  

 

Performance Expectancy: 

 

PE is defined as ―the degree to which an individual believes that applying the technology will 

help him or her to attain gains in job performance‖ (Venkatesh et al., 2003, p.447). Regarding 

M-Banking, users believe that using this service will result in changing the nature of banking, 

navigation patterns, number of site visits, and number of transactions executed (Dwivedi, 

Rana, Jeyaraj, Clement, & Williams, 2017; Bhatiasevi, 2016; Dwivedi, Rana, Janssen et al., 

2017; Martins, Oliveira, & Popovic, 2014; Zhou et al., 2010). Furthermore, based on UTAUT, 

both Bhatiasevi (2016) and Zhou et al. (2010) concluded that PE significantly influences the 

continuous use of M-Banking. 

 

3.6.13 Customer Satisfaction: 

 

Banking has devoted increased attention to quality of service and greater efforts have been 

made to reach a high level of service quality in order to satisfy clients. The definition of 

service differs from one person to another. It is an ambiguous and complex concept, owing 

to the characteristics of services being heterogeneous, intangible, and perishable in terms 

of production and consumption. There is no agreed definition, but the quality of service 
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can be understood as a comprehensive customer evaluation of a particular service and the 

extent to which it meets their expectations and provides satisfaction. The rapid growth of 

the Jordanian banking sector has created a competitive environment and new thinking for 

banks to understand customer perceptions of quality of service in order to attract customers 

in a competitive market. Banks support different types of services, which include corporate 

banking, individuals, investments, treasury, and electronic services. In order to develop 

service standards and techniques, managers have to be willing to understand the gap 

between the perceptions and expectations of customers. Because of their increased 

awareness, customers are concerned about service quality—should they continue with their 

current bank or switch to other banks—depending on their level of satisfaction. Mualla 

stated that banks amend, develop, and create effective strategies to determine the different 

parameters influencing service quality, which increase the number of customers in a 

competitive market. 

 

3.5 Sample Design: 

3.5.1 Target Population: 

The population for the present study includes all persons aged 16 years and above and 

range up to 40 years who are leaving in Gujarat and using online banking system through 

mobile banking apps for more than 6 months. 

 

3.5.2 Sampling frame: 

According to requirement of current study, no appropriate examining outline was 

accessible. To get ready such kind of source list/examining outline at a state level is 

additionally not possible under time and resource constraint. 

 

3.5.3 Sample Size determination: 

The Cochran formula allows you to calculate an ideal sample size given a desired level of 

precision, desired confidence level, and the estimated proportion of the attribute present in 

the population. 

Cochran‘s formula is considered especially appropriate in situations with large 

populations. A sample of any given size provides more information about a smaller 

population than a larger one, so there‘s a ‗correction‘ through which the number given by 

Cochran‘s formula can be reduced if the whole population is relatively small. 
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The Cochran formula is: 

Where: 

 e is the desired level of precision (i.e. the margin of error), 

 p is the (estimated) proportion of the population which has the attribute in question, 

 q is 1 – p 

 

95% level of confidence is used, so z = 1.96. Next, the p = q = 50% situation is customarily 

assumed as it is the worst possible case of variability. Let‘s take a ± 3.1% sample error. 

Using the sample size formula, the sample size, n, is calculated as follows. Sample size 

computed with p = 50%, q = 50%, and e = 3.1% 

= 999.37 

= 1000 (Rounded Up) 

 

3.5.4 Sampling Method: 

For the present research, Non Probability – Quota sampling method has been used. 

As indicated by Bajpai (2017), quotas are organized in proportion of the sample as similar 

to the composition of the population. 

For the present research quotas are determined as below: 

Census data of Gujarat has been taken from the India Census survey 2011. This data was 

taken as a base to create the sample in proportion of the composition of the population. As 

per the survey of the Gujarat, 43% of the total population lives in urban and 57% of the 

total population lives in rural areas. 

A total population of Gujarat was divided into four zones i.e. Central region of Gujarat, 

North region of Gujarat, Saurashtra region of Gujarat and South region of Gujarat. The 

zones with their proportions of the population are mentioned as below:   

 Central region of Gujarat (26%) 

 North region of Gujarat (37%) 

 Saurashtra region of Gujarat (25%) 

 South region of Gujarat (12%) 
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For the present study, five major cities (Ahmedabad, Gandhinagar, Baroda, Rajkot & 

Surat) and four rural areas (Mehsana, Nadiad, Gandhidham& Navsari) have been selected.  

Details of the sample collection, analysis as explained in below tables.      

 

Table 3.2: Sample Collections from North Region of Gujarat 

North Gujarat (26%) 

Sample Size (270) 

Urban (47%) Rural (53%) 

Gandhinagar 126 Mehsana 144 

 

Table 3. 3: Sample Collections from Central Region of Gujarat 

Central Gujarat (37%) 

Sample Size (388) 

Urban (27%) Rural (73%) 

Ahmedabad  

58 

Anand 284 

Baroda 46 

 

 

Table 3.4 : Sample Collections from Saurashtra Region of Gujarat 

Saurashtra Gujarat (25%) 

Sample Size (262) 

Urban (52%) Rural (48%) 

Rajkot 136 Gandhidham 126 

 

Table 3. 5: Sample Collections from South Region of Gujarat 

South Gujarat (12%) 

Sample Size (127) 

Urban (41%) Rural (59%) 

Surat 52 Navsari 75 
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3.6 Pre-test and Pilot survey:  

To rationalize the present research tools and techniques, a pre test and pilot survey were 

conducted. For the pre – test, the questionnaire was sent to 5 faculty members of 

management programs and 10 students of management. The analysis has been taken on 

scales, directions and appropriateness of the questions. Based on the feedback received 

from them, the wording has been changed. After conclusion of pre – test, to measure 

accuracy of formulas, methodological, reliability, statistical and normality of the data, a 

pilot test has been done with 35 management students. A pre-test and a pilot survey were 

conducted to rationalize the present research tools and techniques. For the pre-test, the 

questionnaire was sent to 15 friends and relatives. They reviewed all aspects of the 

questionnaire including appropriateness of the question, scales, and information. From 

there feedback, several things were reworded and reorganized some measures.  

 

In literature review, various theoretical models in IT/IS domain were reviewed. Conceptual 

models had roots in psychology and sociology explaining technology acceptance 

(Venkatesh & Davis, 2000). Technology adoption was a distinguished area in IS research 

(Benbasat & Barki, 2007; Venkatesh, Davis, & Morris, 2007). 

 

Fishbein and Ajzen (1975) introduced ―Theory of Reasoned Action‖ (TRA). TRA had 

three variables, namely, BI, attitude, and subjective norm. In 1980, Ajzen and Fishbein 

revised TRA as ―Theory of Planned Behavior‖ (TPB) later known as ―Decomposed Theory 

of Planned Behavior‖ (DTPB). DTPB used relative advantage, compatibility, and risk 

variables. These variables belonged to Diffusion of Innovation (DOI) theory, also known 

as Innovation Diffusion Theory (IDT). Rogers (1995) introduced DOI with five attributes: 

relative advantage, complexity, trialability, compatibility, and observability. Out of five 

variables in DOI, relative advantage, complexity, and compatibility were consistently 

related to innovation adoption. 

 

Davis in 1986 studied computer-usage behavior. Davis (1989) improved TRA framework 

to Technology Acceptance Model (TAM) with perceived usefulness (PU) and perceived 

ease of use (PEOU) as basic factors. Venkatesh and Davis (2000) improved TAM to 

TAM2. TAM2 examined PU and usage intention from SI perspective.TAM was influential 
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and famous. Various empirical platforms tested TAM for measurement validity. Adoption 

studies based on TAM investigated simple technologies. TAM studies used teenagers and 

students in universities. Generalization of findings was questionable (Legris, Ingham, & 

Collerette, 2003). 

 

Venkatesh, Morris, Davis, and Davis (2003) had already introduced Unified Theory of 

Acceptance and Use of Technology (UTAUT). UTAUT explained the adoption of complex 

technologies like online bulletin boards and instant messengers, online stock trading 

(Yang, 2005), electronic marketplaces (Y.-S. Wang et al., 2006), and mobile commerce 

adoption in Finland (Carlsson, Waiden, & Bouwman, 2006; Park, Yang, & Lehto, 

2007). Fruhling and Vreede (2006) and Lucas, Swanson, and Zmud (2007) reviewed IS 

adoption studies on TAM and stressed on the need to look beyond TAM. UTAUT is a 

powerful framework (Goodhue, 2007). There are limited studies on UTAUT investigating 

mobile banking adoption (Samudra & Phadtare, 2012). 

 

 

3.7 Statistical Tools and Techniques:  

SMART PLS-3 and SPSS software are used as statistical tools for analyzing the data in 

present study. Multiple regression, path analysis and bootstrap analysis are performed with 

SPSS and PLS-SEM analysis. 

 

SMART PLS-3: 

SmartPLS is a software with graphical user interface for variance-based structural equation 

modeling (SEM) using the partial least squares (PLS) path modeling method. Besides 

estimating path models with latent variables using the PLS-SEM algorithm, the software 

computes standard results assessment criteria (e.g., for the reflective and formative 

measurement models, the structural model, and the goodness of fit) and it supports 

additional statistical analyses (e.g., confirmatory tetrad analysis, importance-performance 

map analysis, segmentation, multigroup). Since SmartPLS is programmed in Java, it can be 

executed and run on different computer operating systems such as Windows and Mac. 
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SPSS software: 

PSS Statistics is a software package used for interactive, or batched, statistical analysis. 

Long produced by SPSS Inc., it was acquired by IBM in 2009. Current versions (post 

2015) have the brand name: IBM SPSS Statistics. 

The software name originally stood for Statistical Package for the Social 

Sciences (SPSS), reflecting the original market, then later changed to Statistical Product 

and Service Solutions.  

 

Multiple Regression: 

Multiple linear regression (MLR), also known simply as multiple regression, is a statistical 

technique that uses several explanatory variables to predict the outcome of a response 

variable. The goal of multiple linear regression (MLR) is to model the linear 

relationship between the explanatory (independent) variables and response (dependent) 

variable. 

 

Path Analysis: 

In statistics, path analysis is used to describe the directed dependencies among a set of 

variables. This includes models equivalent to any form of multiple regression 

analysis, factor analysis, canonical correlation analysis, discriminant analysis, as well as 

more general families of models in the multivariate analysis of variance and covariance 

analyses (MANOVA, ANOVA, ANCOVA). 

In addition to being thought of as a form of multiple regression focusing on causality, path 

analysis can be viewed as a special case of structural equation modeling (SEM) – one in 

which only single indicators are employed for each of the variables in the causal model. 

That is, path analysis is SEM with a structural model, but no measurement model. Other 

terms used to refer to path analysis include causal modeling, analysis of 

covariance structures, and latent variable models. 

Path analysis is considered by Judea Pearl to be a direct ancestor to the techniques 

of Causal inference.  
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Bootstrap Analysis: 

Bootstrapping is any test or metric that uses random sampling with replacement (e.g. 

mimicking the sampling process), and falls under the broader class of resampling methods. 

Bootstrapping assigns measures of accuracy (bias, variance, confidence intervals, 

prediction error, etc.) to sample estimates. This technique allows estimation of the 

sampling distribution of almost any statistic using random sampling methods.  

Bootstrapping estimates the properties of an estimator (such as its variance) by measuring 

those properties when sampling from an approximating distribution. One standard choice 

for an approximating distribution is the empirical distribution function of the observed 

data. In the case where a set of observations can be assumed to be from an independent and 

identically distributed population, this can be implemented by constructing a number 

of resample with replacement, of the observed data set (and of equal size to the observed 

data set). 

It may also be used for constructing hypothesis tests. It is often used as an alternative 

to statistical inference based on the assumption of a parametric model when that 

assumption is in doubt, or where parametric inference is impossible or requires 

complicated formulas for the calculation of standard errors. 

 

3.8 Data Analysis: 

Initially, a sample of 1115 respondents was selected, but after data cleaning, 1047 valid 

responses were selected from respondents for analysis in this study. 

3.8.1 Descriptive Statistics: 

Descriptive statistics are important for explaining the basic properties of data and 

summarizing it in a meaningful way, such as in the current study, where patterns from data 

may develop. Graphical Analysis enables for a fast examination of the nature of the 

process, as well as providing a focus for additional investigation and drawing the basis for 

almost any quantitative data analysis. In addition, frequency distribution and cross 

tabulations are utilised in the current study to identify the responses of the various 

customers. 

 

https://en.wikipedia.org/wiki/Sampling_(statistics)#Replacement_of_selected_units
https://en.wikipedia.org/wiki/Resampling_(statistics)
https://en.wikipedia.org/wiki/Confidence_interval
https://en.wikipedia.org/wiki/Estimator
https://en.wikipedia.org/wiki/Variance
https://en.wikipedia.org/wiki/Empirical_distribution_function
https://en.wikipedia.org/wiki/Independent_and_identically_distributed
https://en.wikipedia.org/wiki/Independent_and_identically_distributed
https://en.wikipedia.org/wiki/Independent_and_identically_distributed
https://en.wikipedia.org/wiki/Resampling_(statistics)
https://en.wikipedia.org/wiki/Statistical_hypothesis_testing
https://en.wikipedia.org/wiki/Statistical_inference
https://en.wikipedia.org/wiki/Standard_error
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Table 3.6 Age Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 16-25 402 38.4 38.4 38.4 

25-45 366 35.0 35.0 73.4 

45> 279 26.6 26.6 100.0 

Total 1047 100.0 100.0  

 

 

 

From the above table, it can be concluded that out of 1047 respondents, the maximum of 

them belongs to the age range of 16-25 followed by range 26-40 and least who are more 

than 40 years old. 

 

 

Table 3.7 Gender Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid MALE 525 50.1 50.1 50.1 

FEMALE 522 49.9 49.9 100.0 

Total 1047 100.0 100.0  

 

 

From the above table, it can be concluded that out of total 1047 respondents, around 525 

were male i.e.  50.1% and around 522 were females i.e. 49.9%. 

 

Table 3.8 Marital Status Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid MARRIED 676 64.6 64.6 64.6 

UNMARRIED 371 35.4 35.4 100.0 

Total 1047 100.0 100.0  
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From the above table, we can arrive at the conclusion that married respondents are more 

than unmarried respondents by 4.6%.   

 

 

 

Table 3.9 Education Level Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid UG 101 9.6 9.6 9.6 

PG 258 24.6 24.6 34.3 

PROFESSIONALS 487 46.5 46.5 80.8 

OTHERS 201 19.2 19.2 100.0 

Total 1047 100.0 100.0  
 

 

From the above table, we can conclude that the maximum respondents are coming with a 

post processional education background which is around 46.5% and the least respondents 

are coming from under graduation which is around 9.6%.  

 

 

 

 

Table 3.10 Monthly Income Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 0-25 339 32.4 32.4 32.4 

25-50 272 26.0 26.0 58.4 

51-100 228 21.8 21.8 80.1 

100> 208 19.9 19.9 100.0 

Total 1047 100.0 100.0  

 

 

From the above table, it can be concluded that maximum responses are coming from 

people whose monthly income ranges from 25000-50000 and least from those whose 

monthly income is above 100000.  
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3.11 Occupation Classification 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid JOB 462 44.1 44.1 44.1 

BUSINESS 233 22.3 22.3 66.4 

PROFESSIONALS 156 14.9 14.9 81.3 

OTHERS 196 18.7 18.7 100.0 

Total 1047 100.0 100.0  

 

 

From the above table, it can be concluded that maximum responses are coming from 

businessman which accounts to nearly 22.3% and the least respondents are coming from 

professional which is around 14.9%. 

 

 

3.12 Frequency of Using Mobile Payment Application Classification 

 Frequency Percent Valid Percent Cumulative Percent 

Valid <1 290 27.7 27.7 27.7 

1-2 330 31.5 31.5 59.2 

>2 427 40.8 40.8 100.0 

Total 1047 100.0 100.0  

 

From the above table, it can be concluded that most respondents around 40.8% are using 

mobile payment application for more than 2 years and the least respondents are around 

27.7% respondents have been using  since less than 1 year.  

 

 

. 
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CHAPTER 4 ANALYSIS OF THE DATA 

This chapter provides information on justification of tools used as well as various tests 

conducted for established the reliability and validity of the data collected and the result 

derived from the various data analysis techniques done on the data collected from the 

primary survey. This chapter evaluates the key factors namely perceived usefulness, ease 

of use, Perceived Reliability &  Responsive Mobile Atmosphere, perceived benefits, 

hedonic motivation, Social influence performance expectancy, perceived risk, image of 

bank, perceived security, perceived trust leading towards customer satisfaction of mobile 

banking services 

 

Statistical Analysis: 

 

Smart PLS 3.0 and Structural Equation Modelling based on partial lower squares were 

used to analyse the data (PLS-SEM). In this investigation, the PLS-SEM method based on 

variance was used (Hair et al., 2017). PLS-SEM is a good way to propose a novel 

theoretical model that hasn't been proven in tests yet. The decision to use PLS-SEM based 

on variance was also influenced by the fact that both reflecting and formative relationships 

may be studied using the same model (Hair et al., 2011; Henseler et al., 2009). Smart PLS 

3.0 and the Partial Least Squares-based Structural Equation Modeling (PLS-SEM) 

technologies were used to analyse the data. In this study, the PLS-SEM technique based on 

variance is used (Hair et al., 2017). PLS-SEM is a good approach for generating a new 

theoretical model that hasn't been verified empirically yet. The ability to investigate both 

reflecting and formative interactions in the same model influenced the decision to use PLS-

DEM based on variance (Hair et al., 2011; Henseler et al., 2009). 

 

4.1 Justification of selection of Tools: 

Multi variate Assumptions of SMART PLS-3: 

Descriptive Statistics: 

Further, it can be observed from the above table that all the values arrived by 

dividing skewness and kertosis with their respective standard error for each and 
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every variable are greater than 1.96. Thus, it establishes the non-linearity of the 

data. 

Table 4.1: Descriptive Statistics 

Variable Name Skewness 

(S) 

Standard 

Error 

S/SE Kertosis 

(K) 

Standard 

Error(SE) 

K/SE 

Perceived Ease of 

Use 

0.493 0.076 6.487 1.427 0.151 9.450 

Perceived 

Reliability &  

Responsive 

0.323 0.076 4.250 1.538 0.151 10.185 

Mobile 

Atmosphere 

0.665 0.076 8.750 1.255 0.151 8.311 

Perceived 

Usefulness 

0.722 0.076 9.500 1.207 0.151 7.993 

Perceived Security 0.845 0.076 11.118 1.004 0.151 6.649 

Image Of Bank 0.939 0.076 12.355 0.952 0.151 6.305 

Perceived Risk 0.914 0.076 12.026 0.797 0.151 5.278 

Perceived Trust 0.951 0.076 12.513 0.799 0.151 5.291 

Social Influence 0.813 0.076 10.697 0.480 0.151 3.179 

Hedonic 

Motivation 

0.668 0.076 8.789 0.721 0.151 4.775 

Performance 

Benefits 

0.810 0.076 10.658 0.374 0.151 2.477 

Performance 

Expectancy 

1.066 0.076 14.026 0.496 0.151 3.285 
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Non normality of the data: 

We validated the multivariate assumptions before executing the multivariate analysis. The 

normal and detrended Q-Q plots as given below reveals that the dataset is not distributed 

normally in terms of normality of data distribution. 

 

 

 

Figure: 4.1 

 

Customer 

Satisfaction 

0.982 0.076 12.921 0.851 0.151 5.636 
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Figure: 4.2 

 

 

 

Figure: 4.3 
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Figure: 4.4 

 

 

Figure: 4.5 
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Figure: 4.6 

 

 

 

Figure: 4.7 
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Figure: 4.8 

 

 

Figure: 4.9 
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Figure: 4.10 

 

 

 

Figure: 4.11 
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Figure: 4.12 

 

 

Figure: 4.13 
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Tests of normality: 

The researcher used the normality test in this study to see if the data followed a normal 

distribution or not. To determine normalcy for each variable, the Kolomogrorov-Smirnov 

test and the Shapiro-Wilk test are used. Both statistics employ normality as the null 

hypothesis and compute a test statistic based on the sample size, but how they do so 

differs, making them more or less sensitive to normal distribution characteristics. 

The following are the hypothesis for each variable as given in the table under: 

H0: Perceived Ease of Use follows normal distribution 

H1: Perceived Ease of Use does not follow normal distribution 

H0: Perceived Reliability & Responsive follows normal distribution 

H1: Perceived Reliability & Responsive does not follow normal distribution 

H0: Mobile Atmosphere follows normal distribution 

H1 Mobile Atmosphere does not follow normal distribution 

H0: Perceived Usefulness follows normal distribution 

H1: Perceived Usefulness does not follow normal distribution 

H0: Perceived Security follows normal distribution 

H1: Perceived Security does not follow normal distribution 

H0: Image Of Bank follows normal distribution 

H1: Image Of Bank does not follow normal distribution 

H0: Perceived Risk follows normal distribution 

H1: Perceived Risk does not follow normal distribution 

H0: Perceived Trust follows normal distribution 

H1: Perceived Trust does not follow normal distribution 

H0: Social Influence follows normal distribution 
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H1: Social Influence does not follow normal distribution 

H0: Hedonic Motivation follows normal distribution 

H1: Hedonic Motivation does not follow normal distribution 

H0: Performance Benefits follows normal distribution 

H1: Performance Benefits does not follow normal distribution 

H0: Performance Expectancy follows normal distribution 

H1: Performance Expectancy does not follow normal distribution 

H0: Customer Satisfaction follows normal distribution 

H1: Customer Satisfaction does not follow normal distribution 

 

Table 4.2 Tests of Normality 

 

Kolmogorov-Smirnov
a
 Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

OPEOU .236 1047 .000 .838 1047 .000 

OPRR .227 1047 .000 .861 1047 .000 

OMA .249 1047 .000 .815 1047 .000 

OPUS .251 1047 .000 .797 1047 .000 

OPS .255 1047 .000 .783 1047 .000 

OIB .310 1047 .000 .723 1047 .000 

OPR .272 1047 .000 .792 1047 .000 

OPT .275 1047 .000 .769 1047 .000 

OSI .173 1047 .000 .895 1047 .000 

OHM .176 1047 .000 .910 1047 .000 

OPB .164 1047 .000 .905 1047 .000 

OPEX .254 1047 .000 .764 1047 .000 

OCS .309 1047 .000 .721 1047 .000 

a. Lilliefors Significance Correction 
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As shown in table 4.2, the significant value of the Kolomogorov-Smirnov and Shapiro-

Wilk tests for all factors is 0.000, which is less than 0.05. As a result, H0 is rejected in each 

circumstance while H1 is approved. It is well established that data does not follow a 

normal distribution. 

 

Homoscedacity and Homogeneity of variances: 

The word homoskedastic  refers to a situation in which the variance of the residual, or error 

component, of a regression model is constant. That is, when the predictor variable‘s value 

changes, the error term does not vary substantially. 

 

Both t tests and F tests (analyses of variance, ANOVAs) are based on the assumption of 

homogeneity of variance, in which the population variances (i.e., the spread of scores 

around the mean) of two or more samples are believed to be comparable. The Levene test 

of homogeneity of variances (Table 4.3) and a scatter-plot of regression predicted value 

(Fig. 4.10) and endogenous variables (Fig. 4.11) versus the standardised residual were used 

to confirm homoscedasticity. As a result, we came to the conclusion that not all 

multivariate assumptions were met. PLS was chosen because it is resistant to non-normal 

distributions. 

 

Table 4.3 Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

OCS Based on Mean .796 2 1044 .451 

Based on Median .222 2 1044 .801 

Based on Median and with 

adjusted df 

.222 2 1041.195 .801 

Based on trimmed mean .720 2 1044 .487 
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Figure: 4.14 

 

 

 

Figure: 4.15 
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4.2 One Way ANOVA: 

The differences across different categories of categorical variables were determined using 

the ANOVA analysis of variance in this study. ANOVA is used to check whether there are 

any statistically significant differences between the means of three or more independent / 

unrelated groups. For a preset continuous variable, researchers utilised summated scales 

tests with various assertions provided in surveys. The perceived attitude, perceived trust, 

and social influence of the online mobile payment application are all continuous factors. 

 

Table 4.4 ANOVA 

 Sum of Squares df Mean Square F Sig. 

OCS Between Groups 2.307 2 1.154 .292 .747 

Within Groups 4130.065 1044 3.956   

Total 4132.373 1046    

OPEOU Between Groups 21.084 2 10.542 2.760 .564 

Within Groups 3987.038 1044 3.819   

Total 4008.121 1046    

OPRR Between Groups 26.339 2 13.169 3.757 .524 

Within Groups 3659.894 1044 3.506   

Total 3686.233 1046    

OMA Between Groups 4.879 2 2.440 .689 .502 

Within Groups 3698.604 1044 3.543   

Total 3703.484 1046    

OPUS Between Groups 14.186 2 7.093 1.797 .666 

Within Groups 4119.999 1044 3.946   

Total 4134.185 1046    

OPS Between Groups 76.545 2 38.272 11.040 .724 

Within Groups 3619.222 1044 3.467   

Total 3695.767 1046    

OIB Between Groups 43.930 2 21.965 5.130 .806 

Within Groups 4469.916 1044 4.282   

Total 4513.846 1046    

OPR Between Groups 13.376 2 6.688 1.845 .759 

Within Groups 3784.778 1044 3.625   

Total 3798.154 1046    

OPT Between Groups 3.503 2 1.752 .454 .635 

Within Groups 4023.799 1044 3.854   

Total 4027.303 1046    
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OSI Between Groups 5.210 2 2.605 .961 .883 

Within Groups 2829.388 1044 2.710   

Total 2834.599 1046    

OHM Between Groups .675 2 .337 .133 .876 

Within Groups 2649.569 1044 2.538   

Total 2650.243 1046    

OPB Between Groups 1.522 2 .761 .288 .750 

Within Groups 2763.621 1044 2.647   

Total 2765.143 1046    

OPEX Between Groups 11.355 2 5.678 1.615 .799 

Within Groups 3669.622 1044 3.515   

Total 3680.977 1046    

 

In terms of linearity of relationship, from the p-value of ―Deviationfrom Linearity‖ of the 

ANOVA test (Hew & Kadir, 2017a), we found that perceived usefulness (0.666), 

perceived trust (0.635), performance expectancy (0.799), perceived ease of use (0.564) , 

mobile atmosphere (0.502), Perceived Reliability &  Responsive (0.524), image of bank 

(0.806), perceived security (0.724), perceived risk (0.759), performance benefits (0.750), 

social influence (0.883), and hedonic motivation (0.876) has linear relationship with 

customer satisfaction (0.747). 

4.3 Assessing the measurement of Inner Model: 

 

Table 4.5 - Measuring Inner Model 

Factor Statement Scale Factor loading 

(path-outer 

loading excel) 

Tolerance VIF 

Perceived Trust Mobile banking 

usually fulfils the 

commitments it 

assumes. 

Alonso Dos Santos 

(2020) 

0.949 0.300 3.339 
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I think that the 

design and 

commercial offer 

of mobile 

banking take into 

account the 

desires and needs 

of its users. 

0.961 

The concept of 

m-banking  is 

concerned with 

the present and 

future interests of 

its users. 

0.951 

I feel that mobile 

banking knows 

its users well 

enough to offer 

them products 

and services 

adapted to their 

needs. 

0.965 

I believe secure 

in providing 

sensitive 

information 

during mobile 

banking 

transactions. 

0.962 

Perceived Ease 

of use 

Language is very 

simple. 

Soto Fuentes & V. 

A. 

Valderrama(2020) 

0.953 0.551 1.815 

Information and 

instruction on 

mobile banking 

are easy to 

understand. 

0.961 

It provides 

Physical security 

i.e. no need to go 

out with cash. 

0.950 
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Mobile banking 

has a user 

friendly 

interface. 

0.939 

Routine banking 

services offer by 

bank are 

available on 

mobile 

application. 

0.956 

Mobile 

application is 24 

hrs *7  accessible 

at any place at 

any time. 

0.951 

Perceived 

Reliability &  

Responsive 

The layout of the 

application is 

stylishly 

appealing. 

Venlatesh (2012)  0.951 0.473 2.112 

The m-banking 

appears to use 

up-to-date 

technology. 

0.967 

The mobile 

banking 

registration 

process is simple. 

0.934 

It  is Cost and 

time saving  like 

Lower rates, 

transaction .fees, 

no need to go to 

bank or ATM. 

0.951 

App has features 

that are 

personalized for 

me. 

0.948 

Mobile 

Atmosphere 

When you have a 

problem, bank 

shows sincere 

Self Derived 0.932 0.595 1.682 
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interest in 

solving it through 

chat on 

application. 

Customer Care 

number appear 

on application of 

the online 

banking  never 

too busy to 

respond to your 

request. 

0.956 

The system of 

the website 

rapidly retrieved 

the information I 

requested. 

0.938 

All my mobile 

banking relevant 

transaction 

confirmation 

details are sent 

by SMS or e-

mail within 24 

hours. 

0.943 

I can speak to a 

customer service 

representative if 

there is a 

problem related 

to mobile 

banking 

transaction. 

0.951 

Perceived 

Usefulness 

Banking 

transaction is 

complete quickly 

and easily. 

Soto Fuentes & V. 

A. 

Valderrama(2020)  

0.942 0.432 2.315 

Use of mobile 

banking would 

make it easier to 

0.964 
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get information 

in dept, e.g., 

bank statements, 

standing orders. 

Mobile banking 

enhances my 

effectiveness in 

utilizing banking 

service. 

0.956 

It understand 

basic 

requirement and 

needs of 

customers. 

0.962 

Application is 

updated data on 

real time. 

0.923 

Perceived 

Security 

Mobile banking 

provides prompt 

responses if my 

transaction is not 

processed. 

Venlatesh and 

Devis (2000)  

0.953 0.445 2.247 

It is secured with 

multilevel 

authorization to 

access account 

which prevents 

unauthorized 

access (Pin / 

OTP / Security 

questions etc.). 

0.935 

Customers‘ 

personal 

information are 

used only for 

authorized 

purposes. 

0.897 

In case of 

connectivity loss 

or account 

0.942 
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remaining idle 

for some time 

account 

automatically 

gets logged off. 

If there is a 

mistake, 

application 

makes it right 

quickly and 

effectively.(like 

IFSC code, Pin 

number ,city etc). 

0.942 

Image of Bank I know m-

banking through 

magazines, 

newspaper or 

TV. 

Self Derived 0.938 0.430 2.326 

I prefer using the 

mobile banking 

because it is 

launched by 

many branded 

banks. 

0.962 

Mobile banking 

application  has 

most innovative 

interface in 

globally 

competitive. 

0.958 

Bank 

representative 

deals respectfully 

with customer 

complaints about 

electronic 

service. 

0.949 
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Perceived Risk While using 

mobile banking 

application, there 

may be a risk of 

information leak. 

Alonso Dos Santos 

(2020)  

0.945 0.442 2.261 

There may be a 

risk of fraud 

transaction or 

lost money in 

utilization of 

application. 

0.955 

There may be an 

unauthorized 

access to 

personal data by 

hackers. 

0.934 

We always have 

to use the most 

up-to-date 

system version of 

mobile device, 

and regularly run 

updates. 

0.933 

Social 

Influence 

Family and 

relatives 

influence me that 

I should use 

mobile banking. 

Abdullah M. 

Baabdullah (2019) 

0.948 0.770 1.299 

Using mobile 

application may 

reflect my 

personality to 

others. 

0.962 

People whose 

opinion is 

valuable to me 

prefer that I use 

Mobile banking 

services. 

0.965 
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I have to use m-

banking  if It‘s 

widely used by 

people in society. 

0.961 

Media is full of 

reports, articles 

and news that 

suggest using 

mobile banking 

services. 

0.940 

Hedonic 

Motivation 

Banking 

transaction 

through 

application is fun 

for me. 

Hatice 

Kizgin(2019) 

0.911 0.729 1.372 

It is entertaining. 0.959 

Using mobile 

banking is 

enjoyable. 

0.946 

It‘s just simple as 

other application 

I run. 

0.955 

Application is 

required little 

effort. 

0.910 

Performance 

Benefits 

Learning how to 

use Mobile 

banking is simple 

for me. 

Nripendra P. 

Rana(2019) 

0.965 .772 1.295 

Interaction with 

Mobile banking 

is clear and 

understandable. 

0.967 

I am able to save 

considerable time 

and effort using 

mobile banking. 

0.968 

It is easy for me 

to become skilful 

0.966 
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4.3.1 Factor loading: 

Factor analysis is a method for condensing a large number of variables into a smaller 

number of components. This method takes the highest common variance from all variables 

and converts it to a single score. We may use this score as an index of all variables for 

future research. Factor analysis is a subset of the general linear model (GLM), and it makes 

many assumptions: there is a linear connection, no multi-collinearity, relevant variables are 

at using Mobile 

banking. 

Ability to 

conduct any 

financial 

transaction(railw

ay ticket, bill 

payment etc). 

0.940 

Performance 

Expectancy 

Mobile banking 

is useful in daily 

life. 

Nripendra P. 

Rana(2019)  

0.928 0.565 1.769 

Using mobile 

banking 

increases chances 

of achieving 

tasks that are 

important to me. 

0.963 

It increases my 

productivity. 

0.949 

Mobile 

application is 

flexible to meet a  

verity of my need 

s on time. 

0.958 

Mobile banking 

would give me a 

greater control. 

0.942 
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included in the analysis, and there is genuine correlation between variables and factors. 

There are other ways to choose from, but principal component analysis is the most popular. 

 

The correlation coefficient between the variable and factor is known as factor loading. The 

variation explained by the variable on that particular factor is shown by factor loading. As 

a rule of thumb in the SEM method, factor loading of 0.7 or above indicates that the factor 

removes enough variation from the variable. 

 

4.3.2. Variance Influence Factor (VIF):  

In regression analysis, the Variance Inflation Factor (VIF) assesses the degree of 

multicollinearity. It's a statistical notion that describes how collinearity increases the 

variance of a regression coefficient. Multicollinearity occurs in ordinary least square (OLS) 

regression analysis when two or more of the independent variables have a linear 

connection. Market capitalizations and revenues, for example, are the independent 

variables in a regression model that examines the link between business sizes and revenues 

and stock prices.The market capitalization and total revenue of a firm are highly linked. A 

company's size rises in tandem with its revenue growth. In the OLS regression analysis, 

this causes a multicollinearity issue. Perfect multicolline occurs when the independent 

variables in a regression model have a fully predicted linear relationship. 

 

In regression analysis, the variance inflation factor (VIF) indicates multicollinearity. When 

there is a connection between predictors (i.e. independent variables) in a model, it is 

known as multicollinearity, and its existence might have a negative impact on your 

regression findings. The VIF calculates how much multicollinearity in the model has 

inflated the variance of a regression coefficient. 

In most cases, VIFs are computed using software as part of a regression study. In the 

output, there will be a VIF column. VIFs are calculated by regressing one predictor against 

all other predictors in the model. 
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The variance inflation factor (VIF) and tolerance are two statistics that are closely related 

for finding collinearity in multiple regression. They're computed by regressing one 

predictor against all other predictors in the study to get the R-squared value. Tolerance is 

the counterpart of VIF. Its value should ideally be less than ten. When it's less than 10, it's 

okay, and when it's less than 5, it's desired. As can be seen in the table above, the VIF for 

all of the components is less than 5, which is extremely ideal. 

4.3 Reliability: 

The degree to which a experiment, test, or other measuring technique gives the same 

findings on repeated trials is referred to as reliability. Its dependability is defined by its 

inclination toward consistency in repeated measurements. Ms. Jones' blood pressure was 

measured three times by the nurse, the medical student, and you, and all three values were 

close. One isn't very high, while the others are rather low. Between the three readings, 

there is consistency. 

 

Internal Consistency: 

Internal consistency is a measure of how consistently survey or test items meant to 

evaluate the same concept do so. An underlying theme, feature, or talent, such as reading 

comprehension or customer happiness, is referred to as a construct. When items designed 

to measure the same concept have a high degree of internal consistency, the results are 

similar. Internal consistency may be measured in a number of ways. They usually entail 

determining how strongly these elements are linked and how effectively they predict one 

another. Cronbach's alpha is a widely used metric. To eliminate confounding factors, items 

should generally be in a single measuring instrument and delivered to a group of people on 

a single occasion when using internal consistency measures. 

 

Internal consistency is a metric for how trustworthy something is. When all other factors 

are equal, reliability refers to the degree to which a measure produces the same number or 

https://www.statisticshowto.com/wp-content/uploads/2015/09/variance-inflation-factor.png
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score each time it is used (Hays & Revicki, 2005). The sum of true score and error is 

considered an observed response in traditional test theory (Nunnally & Bernstein, 1994). 

On repeated measures, a person's true score is believed to remain invariant. However, 

because of measurement error, two parallel measurements will provide nonidentical 

observed results. The real score will be found at the mean of the distribution of parallel 

measurements, because random mistakes are normally distributed. Actuarial scores are 

those that are based on what has been observed. The real score will be found at the mean of 

the distribution of parallel measurements since random mistakes are normally distributed. 

True score, systematic error, and random error components are all included in observed 

scores. 

 

The acceptable amount of alpha in reliability analysis for IQ tests is 0.8, according to Kline 

(1999), whereas the acceptable value of alpha in reliability analysis for ability tests is 0.7. 

Jöreskog'srhô is a method for determining composite reliability in SEM. RHO and 

composite validity (CR) are the same reliability indices. They are easily computed using a 

variety of values (unstandardized or standardized). The "Joreskogrhô" is an unstandardized 

loadings-based dependability indicator. Internal consistency may be used to determine this, 

and there are two prominent techniques for determining internal consistency. 

 

Table 4.6 - Reliability Validity 

Factor Cronbach's Alpha Rho_A 

Image of Bank 0.965 0.969 

Customer Satisfaction 0.976 0.976 

Perceived  Ease of Use 0.979 0.980 

Hedonic Motivation 0.965 0.965 

Mobile Atmosphere 0.964 0.966 

Performance Expectancy 0.972 0.972 

Performance Benefits 0.979 0.981 

Perceived Risk 0.957 0.959 

Perceived Trust 0.977 0.978 

Perceived Usefulness 0.973 0.973 

Perceived Reliability Responsive 0.973 0.974 

Perceived Security 0.963 0.964 

Social Influence 0.976 0.978 
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According to Kline (1999), the acceptable value of alpha in reliability analysis for IQ 

testing is 0.8, whereas it is 0.7 for ability tests. Jöreskog'srhô is a popular method for 

determining composite reliability in SEM. RHO and composite validity (CR) are both 

reliability indices. They are easily determined depending on a number of factors 

(unstandardized or standardized). The "Joreskogrhô" is an unstandardized loading-based 

reliability indicator. Internal consistency may be used to determine this, and there are two 

prominent techniques for doing so. 

 

Validity: 

Validity refers to how well a concept measures what it claims to measure. Because it is 

monitoring blood pressure and not anything else, the usage of a blood pressure cuff is 

considered legitimate. A valid approach for measuring blood pressure would be to use an 

opthalmoscope. 

 

4.4 Convergent Validity: 

Convergent and discriminant validities are two important elements of concept validity to 

consider. The new scale's convergent validity refers to how well it correlates with other 

variables and measures of the same construct. The concept should not only correlate with 

related variables, but also with variables that are different and unconnected. Discriminant 

validity is a word used to describe a determination made along these lines (de Vet et al., 

2011; Streiner et al., 2015). For example, self-reported capacity to walk a block should be 

favourably associated with a performance-based measure of walking. Similarly, self-

reported activities of daily living should be positively related with performance-based 

measures of everyday activities such as fastening buttons and preparing and boiling a pot 

of water. 

 

Outer loading and composite reliability should be at least 0.70, AVE should be at least 

0.50, and SRMR should be less than 0.08. The measurement model was handled and 

refined according to Hair et al. (2017)'s criteria, which stated that outer loading and 
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composite reliability should be at least 0.70, AVE should be at least 0.50, and SRMR 

should be less than 0.08. According to the authors, ―indicators with very low outer 

loadings (below 0.40) should always be removed from the construct‖ (Leguina, 2015). 

Because all of these conditions were satisfied, no indication was removed. The 

measurement model's validity was then tested using a set of criteria (Leong, Jaafar, 

&Ainin, 2018). 

 

Convergent validity was determined using AVE values greater than 0.50. furthermore, the 

composite reliability values need to be higher than Average Variance 

Extracted(AVE)(CR> AVE). In the present study from the below table, it can be seen that 

all the values of AVE are greater than 0.50 and in case of composite reliability (CR) it is 

greater than 0.70. Further, all the values of composite reliability are higher than average 

variance extracted. This indicates the reliability of the data collected and hence assumption 

of convergent validity is established. 

 

Table 4.7 - Convergent Validity 

Factor Composite Reliability Average Variance Extracted 

(AVE) 

Image of Bank 0.975 0.906 

Customer Satisfaction 0.980 0.893 

Perceived  Ease of Use 0.983 0.906 

Hedonic Motivation 0.973 0.877 

Mobile Atmosphere 0.972 0.873 

Performance Expectancy 0.978 0.899 

Performance Benefits 0.984 0.924 

Perceived Risk 0.969 0.887 

Perceived Trust 0.982 0.917 

Perceived Usefulness 0.979 0.902 

Perceived Reliability Responsive 0.979 0.903 

Perceived Security 0.971 0.872 

Social Influence 0.981 0.913 
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4.4 Discriminant Validity: 

When measurements of dimensions that should not be substantially connected to each 

other theoretically are not shown to be related to each other, evidence for discriminant 

validity is presented. The phrase "discriminant validity" comes from theoretical validity 

methods that focus on the concept (e.g., Cronbach & Meehl, 1955). Convergent and 

discriminant validities provide evidence for concept validity in the trinitarian approach to 

validity (Hubley & Zumbo, 1996). Discriminant validity evidence's objective is to be able 

to distinguish between measurements of different constructs. 

 

The amount to which the constructs experimentally vary from one another is referred to as 

discriminant validity. It also assesses the degree to which the overlapping constructs differ. 

The discriminant validity can be evaluated by using cross-loading of indicator, Fornell & 

Larcker \scriterion and Heterotrait-monotrait (HTMT) ratio of correlation. By looking at 

the cross-loading, the factor loading indicators on the assigned construct have to be higher 

than all loading of other constructs \swith condition that the cut-off value of factor loading 

is higThe second criteria is to use the Fornell-Lacker criterion to determine discriminant 

validity. The square root of the average variance extracted (AVE) is compared to the 

correlation of latent constructs in this technique. In comparison to the variance of other 

latent constructs, a latent construct should explain the variation of its own indicator better. 

As a result, the square root of each construct's AVE should be larger than the AVEs of 

other latent constructs.her than 0.70. 

 

Heterotrait-monotrait (HTMT) ratio of correlation is another measure of discriminant 

validity.Henseler et al. used a Monte Carlo simulation research to show that HTMT has 

better specificity and sensitivity rates (97 percent to 99 percent) than the cross-loadings 

criteria (0.00 percent) and the Fornell-Lacker technique (20.82 percent ). Discriminant 

validity is absent when the HTMT value is near to 1. Comparing the HTMT to a specified 

threshold is one way to use it as a criteria. If the HTMT value exceeds this limit, 

discriminant validity is absent. A value of 0.85 has been proposed by several writers. 
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Image of Bank 0.952                         

Customer 

Satisfaction 
0.497 0.945                       

Perceived  

Ease of Use 
0.263 0.568 0.952                     

Hedonic 

Motivation 
0.234 0.249 0.050 0.936                   

Mobile 

Atmosphere 
0.345 0.594 0.344 0.134 0.934                 

Performance 

Expectancy 
0.354 0.575 0.227 0.373 0.509 0.948               

Performance 

Benefits 
0.143 0.026 -0.022 0.343 0.016 0.213 0.961             

Perceived 

Risk 
-0.620 -0.530 -0.371 -0.235 -0.390 -0.393 -0.038 0.942           

Perceived 

Trust 
0.638 0.776 0.449 0.283 0.459 0.478 0.092 -0.690 0.958         

Perceived 

Usefulness 
0.402 0.746 0.462 0.189 0.525 0.428 -0.037 -0.437 0.615 0.950       

Perceived 

Reliability 

Responsive 

0.096 0.529 0.617 0.015 0.355 0.243 -0.059 -0.265 0.378 0.569 0.950     
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Perceived 

Security 
0.651 0.402 0.203 0.237 0.254 0.209 0.110 -0.570 0.614 0.298 0.072 0.934   

Social 

Influence 
0.158 0.225 0.103 0.303 0.194 0.281 0.343 -0.150 0.218 0.136 0.072 0.009 0.955 

 

 

4.6 Intra Correlation (Latent Variables): 

When quantitative measurements are conducted on units that are grouped into groups, the 

intraclass correlation, also known as the intraclass correlation coefficient (ICC), is a 

descriptive statistic that may be employed in statistics. It describes the degree to which 

members of the same group resemble one another. While it is considered a form of 

correlation, it acts on data structured as groups rather than paired observations, unlike most 

other correlation measures.In terms of a quantitative characteristic, the intraclass 

correlation is often used to quantify the degree to which people with a fixed degree of 

relatedness (e.g. complete siblings) resemble each other (see heritability). Another 

common use is determining the consistency or repeatability of quantitative measurements 

taken by multiple observers measuring the same amount. 

 

Root of AVE must be greater than intra construct correlation. 2. AVE must be Maximum 

Share Variance (MSV) > Average Share Variance (ASV).  The correlation coefficients are 

less than the square roots of the individual AVEs (Hew & Kadir, 2017b). In addition, the 

AVE is higher than both the maximum and average shared variances (Hew, Leong, Tan, 

Ooi, & Lee, 2019).In the below table, it is established that the root of AVE is greater than 

intra construct correlation as well as Maximum Share Variance (MSV) > Average Share 

Variance (ASV) for each and every variable. 

Table 4.9 - Correlations and Fornell-Larcker’s criterion for discriminant validity 

Variable AVE MSV ASV Remarks 

Image of Bank 0.906 0.424 0.415 Established 

Customer Satisfaction 0.893 0.603 0.580 Established 

Perceived  Ease of Use 0.906 0.381 0.213 Established 
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Hedonic Motivation 0.877 0.139 0.092 Established 

Mobile Atmosphere 0.873 0.276 0.259 Established 

Performance Expectancy 0.899 0.228 0.183 Established 

Performance Benefits 0.924 0.118 0.012 Established 

Perceived Risk 0.887 0.476 0.325 Established 

Perceived Trust 0.917 0.378 0.378 Established 

Perceived Usefulness 0.902 0.324 0.089 Established 

Perceived Reliability 

Responsive 
0.903 

0.005 0.005 

Established 

Perceived Security 0.872 0.000 0.000 Established 

Social Influence 0.913 0.000 0.000 Established 

 

H.T.M.T Ratio: 

The discriminant validity of latent variables is of relevance to behavioural scientists. 

Discriminant validity refers to the statistical differences between two latent variables that 

reflect distinct theoretical ideas. The Fornell-Larcker criteria is a widely used method for 

determining discriminant validity (Fornell & Larcker, 1981). The Fornell-Larcker criterion, 

however, lacks sensitivity when used in conjunction with results from varianced-based 

structural equation modelling, such as traditional partial least squares path modelling and 

generalised structured component analysis (Rönkkö & Evermann, 2013), and it lacks 

specificity when used in conjunction with consistent estimates (Voorhees, Brady, 

Calantone & Ramirez, 2016). 

 

Henseler, Ringle, and Sarstedt (2015) proposed a new method for measuring discriminant 

validity: the heterotrait-monotrait ratio of correlations (HTMT). The HTMT is a measure 

of latent variable similarity. Discriminant validity can be considered proven if the HTMT 

is obviously less than one. A threshold of 0.85 reliably differentiates those pairings of 

latent variables that are discriminant valid from those that are not in many practical 

circumstances. Monte Carlo simulations support the HTMT's superior classification 

performance (Franke & Sarstedt, 2019; Voorhees, Brady, Calantone & Ramirez, 2016). 

Furthermore, the HTMT is simple to implement; it simply takes the observed variables' 

correlations as input. There is no requirement for exploratory or confirmatory factor 

analysis. It's no wonder that the article that introduced the HTMT has become one of the 
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most influential marketing papers in recent memory (see Shugan's Top 20 Marketing Meta-

Journal). 

 

Table4.10 

(HTMT) 
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Customer 

Satisfaction 

0.50

9 
                      

Perceived  

Ease of Use 

0.26

9 

0.58

1 
                    

Hedonic 

Motivation 

0.24

1 

0.25

6 

0.05

1 
                  

Mobile 

Atmosphere 

0.35

5 

0.61

2 

0.35

4 

0.13

9 
                

Performanc

e 

Expectancy 

0.36

3 

0.59

0 

0.23

3 

0.38

5 

0.52

6 
              

Performanc

e Benefits 

0.14

6 

0.03

0 

0.02

6 

0.35

2 

0.02

6 

0.21

8 
            

Perceived 

Risk 

0.64

0 

0.54

8 

0.38

2 

0.24

4 

0.40

5 

0.40

8 

0.04

2 
          

Perceived 

Trust 

0.65

4 

0.79

4 

0.45

8 

0.29

2 

0.47

3 

0.49

0 

0.09

3 

0.71

2 
        

Perceived 

Usefulness 

0.41

2 

0.76

6 

0.47

3 

0.19

5 

0.54

1 

0.44

0 

0.04

1 

0.45

3 

0.63

0 
      

Perceived 

Reliability 

Responsive 

0.09

6 

0.54

2 

0.63

2 

0.03

2 

0.36

6 

0.25

0 

0.06

1 

0.27

3 

0.38

7 

0.58

5 
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Perceived 

Security 

0.67

3 

0.41

4 

0.20

8 

0.24

6 

0.26

3 

0.21

6 

0.11

4 

0.59

2 

0.63

2 

0.30

7 

0.07

5 
  

Social 

Influence 

0.16

2 

0.23

1 

0.10

5 

0.31

1 

0.20

0 

0.28

8 

0.35

0 

0.15

7 

0.22

3 

0.14

0 

0.07

4 

0.02

7 

 

Summary of Reliability and Validity of the measures: 

 

When choosing a survey instrument, reliability and validity are critical considerations. The 

term "reliability" refers to the instrument's capacity to produce consistent findings over 

numerous trials. The amount to which the instrument measures what it was meant to 

measure is referred to as validity. Validity may be approached in three ways in research: 

content validity, construct validity, and criterion-related validity. The extent to which the 

items that make up the scale correctly represent or measure the information being assessed 

is known as content validity. 

 

The inner and outer models were constructed and analysed independently in this study, 

which used a two-stage technique (Hair et al., 2011). To validate the measures' reliability 

and validity, the outer model was evaluated using the PLS-SEM bootstrapping technique 

(5000 subsamples). Table 4.5 lists the construct, items, factor loadings, and VIF values for 

each scale. The constructs utilised in this study were tested to check if they were valid and 

reliable (convergent and discriminant). Convergent validity was obtained by the use of 

confirmatory component analysis, which revealed that all constructs had factor loadings 

larger than 0.7. 

 

Table 4.7 shows that the composite reliability for all constructs was better than 0.7, 

showing internal consistency and dependability (Hair et al., 2016). For all constructs, the 

average variance extracted (AVE) exceeded the minimal criterion of 0.5, demonstrating 

convergent validity (Hair et al., 2016). Meanwhile, the degree of square roots of AVE was 

compared to inter-construct correlations to assess discriminant validity (Lowry & Gaskin, 

2014).The Heterotrait-Monotrait (HTMT) ratio values in Table 4.9 were also evaluated and 

found to be less than the 0.90 suggested limit (Henseler et al., 2015). Discriminant validity 

has been demonstrated as a result. Finally, for each model combination, the inner variance 
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inflation factors (VIF) values were evaluated, and all VIF values were found to be less than 

the stated threshold of 3.3, demonstrating construct validity (Lowry & Gaskin, 2014). 

 

4.7 Structural Model/ Path Analysis (On screen results): 

The goal of this work is to offer a thorough but brief overview of the concepts and metrics 

needed for partial least squares structural equation modelling (PLS-SEM) analysis and 

reporting. The rationale for adopting PLS-SEM, suggested sample size in selected settings, 

distributional assumptions, usage of secondary data, statistical power, and the requirement 

for goodness-of-fit assessment are all presented first. The metrics and rules of thumb that 

should be used to evaluate the PLS-SEM findings are then discussed. The review contains 

new recommendations such as PLSpredict (a unique way for measuring a model's out-of-

sample prediction), metrics for model comparisons, and various supplementary approaches 

for testing the findings' robustness, in addition to existing PLS-SEM assessment criteria. 

 

The researchers used PLS-SEM to analyse the hypotheses framework. A measurement and 

structural model, as well as multiple regression and path analysis, have been constructed. 

According to prior research, PLS-SEM has an advantage over other analytic approaches 

since it does not require a multivariate normal distribution of data, a large sample size, or 

interval scales (shin, et al., 2013). If the research model includes formative components, 

PLS only requires a sample size of 10 times the most complicated connection in the model, 

which is the largest of: 1) The construct with the most formative informative indicators 

(LME) and 2) The dependent latent variable (LV) with the most independent latent 

variables (LVs) affecting it (LSE). The data was analysed in a two-step process. The 

researcher initially validated the data's validity and internal consistency (reliability), after 

which hypotheses were calculated using a structural model. Using PLS-SEM, this study 

gives an overview of previously and newly presented metrics, as well as guidelines for 

assessing research outcomes. 
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Structural Model: 

 

 

Figure No. 4.16 

4.8 Boot-strapping: 

Bootstrapping is a statistical technique for producing a large number of simulated samples 

from a single dataset. Standard errors, confidence intervals, and hypothesis testing may all 

be calculated using this method‖ (Forst). A bootstrapping technique to hypothesis testing is 

a very helpful alternative to the old method since it is very easy and avoids some of the 

flaws that the classic method has, which will be explained later. The sample distribution 

and the standard error of the feature of interest are commonly used in statistical inference. 

The classic technique (also known as the big sample approach) takes a random sample of 

size n from the population and uses that sample to produce population estimates from 

which inferences can be made. Only one sample has been seen in reality. A sampling 

distribution, on the other hand, is a theoretical collection of all potential estimates if the 

population were to be resampled. 

According to the theory, the sampling distribution will be nearly normal under specific 

conditions, such as high sample sizes, and the standard deviation of the distribution will be 

equal to the standard error. What happens, though, if the sample size is insufficient? The 
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theoretical sampling distribution cannot, therefore, be considered to be normal. As a result, 

determining the standard error of the estimate and drawing acceptable inferences from the 

data becomes more challenging. To make population conclusions, both techniques need the 

use of correctly chosen samples. The mechanics of calculating the sample distribution are 

the most significant distinction between these two techniques. In order to obtain valid 

findings, the traditional approach necessitates the use of a test statistic that meets certain 

assumptions, which is primarily reliant on the experimental design. The conventional 

technique also use theory to determine the shape of the sample distribution, but the 

findings are flawed if the theory's assumptions are not satisfied. The bootstrapping 

approach, on the other hand, uses the original sample data to produce numerous 

[simulated] samples by resampling it. Because the sample distribution can simply be seen, 

this technique does not rely on theory, and there are no assumptions to worry about. This 

method provides for precise statistical estimations, which is critical for making judgments 

based on data. 

 

Mediation analysis: 

 

In psychology, mediation analysis has become increasingly popular, and it is connected 

with several views that are often at conflict, often implicitly. Explicitly outlining different 

viewpoints, as well as their motives, benefits, and drawbacks, can assist to clarify 

discussions and research on the usage and improvement of mediation models. We explore 

five such views on mediation analysis, their related benefits and drawbacks, and their 

implications: with vs. without; with vs. without; with vs. without; with vs. without; with 

vs. without; with vs. Specific effects vs. a global model, directness vs. indirectness of 

causation, effect size vs. null hypothesis testing, and postulated vs. alternative explanations 

are some of the issues that need to be addressed. A brief simulation study aids in the 

discussion of the views. Some philosophical and linguistic issues, as well as some 

additional views that we do not address here, are briefly mentioned. 

 

While the basic idea of mediation is simple, putting it into practise is more difficult 

(Bullock et al., 2010). There are several schools of thought and debates on mediation that 

give comprehensive arguments and criteria for mediation claims based on certain models 

or assumptions (Baron and Kenny, 1986; Kraemer et al., 2002; Jo, 2008; Pearl, 2009; Imai 
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et al., 2010). Parameter bias and sensitivity have emerged as common concerns (Sobel, 

2008; Imai et al., 2010; VanderWeele, 2010; Fritz et al., 2016), as has statistical power for 

testing both indirect (Shrout and Bolger, 2002; Fritz et al., 2016) and direct (Sobel, 2008; 

Imai et al., 2010; VanderWeele, 2010). 

Assume that prior research has found that better grades are associated with greater 

happiness: X (grades) Y (happiness) (happiness). (This study example is made up for the 

sake of illustration.) Please don't take this as a scientific claim.) 

 

 

 

 

Grades, on the other hand, are not the true cause of pleasure. Good grades, I believe, 

improve one's self-esteem, and strong self-esteem, in turn, boosts one's happiness: X 

(grades) M (confidence) Y (achievement) (happiness). 

 

 

This is an example of mediation analysis in action. The underlying mechanism of the link 

between grades (IV) and happiness is explained by self-esteem, which is a mediator (DV). 

In this research,  ssenlufesu trust and performance expectancy are consider as mediating 

variables whereas innovative is credisno as clairogeta moderating variable. Researcher 

needs to drive the effect of factors like ease of use, mobile atmosphere, perceived 

responsive, image of bank, perceived security, perceived risk, performance benefits, social 

influence, and hedonic motivation towards mobile banking. Here researcher measure direct 

and indirect effects of factors influences 

 

 

 

 

https://data.library.virginia.edu/files/mediation_ex2.png
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Moderating effects of gender, marital status, age, income and education: 

 

The relationship between the independent (perceived usefulness, perceived trust and 

performance expectancy) and dependent (ease of use, mobile atmosphere, perceived 

responsive, image of bank, perceived security, perceived risk, performance benefits, social 

influence, and hedonic motivation) variables is explained by a mediating variable. It 

explains how or why two variables have a relationship. A mediator is a possible method 

via which an independent variable might influence a dependent variable. The relationship 

between independent and dependent variables may vanish if the mediator's influence is 

completely accounted for. Consider the following scenario: you discover a link between 

taking notes and exam performance. The mediating component in this relationship might 

be the amount of hours spent studying. 

 

A moderator is a variable that influences how strong the relationship between the predictor 

and the criterion variable is. Moderators determine whether or not a relationship will last. It 

can be qualitative (income and  age) or quantitative (gender, marital status  and education 

status). In statistical models, a moderating variable is usually an interaction term. Consider 

the case of researchers investigating the effects of a new cholesterol medication. The 

individuals' daily activity minutes (predictor/independent variable) are varied, and their 

cholesterol levels are measured (criterion/dependent variable). The American 

Psychological Association (APA) is a professional organisation dedicated to (undated). 

Gender and Stress This page was last updated on May 12, 2016. R. M. Baron and D. A. 

Kenny (1986). Conceptual, strategic, and statistical concerns for the moderator-mediator 

variable distinction in social psychology research. Frank, Amso, and Johnson (2014) 

looked at the developmental connection between early perceptual capacities and face 

recognition in infancy in a recent article. 

 

4.8.1 Direct Hypothesis: 

Table 4.11 - Testing Research Hypothesis 

Mean, S.T. Dev, t-Value, P-Values 

 Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

Image of Bank-> 0.233 0.233 0.037 6.321 0.000 
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Perceived Trust 

Perceived  Ease of Use 

-> Perceived 

Usefulness 

0.107 0.107 0.031 3.438 0.000 

Hedonic-Motivation -> 

Performance 

Expectancy 

0.373 0.373 0.030 12.382 0.000 

Mobile Atmosphere -> 

Perceived Usefulness 
0.354 0.355 0.030 11.662 0.000 

Performance 

Expectancy -> 

Customer-Satisfaction 

0.196 0.196 0.028 7.016 0.000 

Performance Benefits -

> Hedonic-Motivation 
0.270 0.271 0.032 8.399 0.000 

Perceived Risk -> 

Perceived Trust 
-0.418 -0.419 0.037 11.450 0.000 

Perceived Trust -> 

Customer Satisfaction 
0.443 0.444 0.035 12.694 0.000 

Perceived Usefulness -

> Customer 

Satisfaction 

0.390 0.389 0.034 11.343 0.000 

Perceived  Reliability 

Responsive -> 

Perceived-Usefulness 

0.377 0.378 0.033 11.344 0.000 

Perceived  Security -> 

Perceived Trust 
0.224 0.223 0.037 6.071 0.000 

Social Influence -> 

Hedonic Motivation 
0.210 0.210 0.033 6.400 0.000 

 

H1: Image of bank positively influences perceived trust regarding mobile banking 

satisfaction. 

 

Image of Bank has positive perceived trust regarding mobile banking satisfaction. While 

evaluating the relationship it shows positive impact of 0.233. So, it depicts that for every 10% 

increase in Image of bank there is 2.33% increase perceived trust. Researcher stimulates the 

boot strapping process with sample of 1048, which indicates average of impact 0.233, which is 
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marginally higher than the original impact between the two variable and average variations 

0.037 with t- statistics 6.321 and having significant value 0.000.  

 

 H2: Perceived ease of use positively influences perceived usefulness regarding mobile 

banking satisfaction. 

Perceived ease of use positively influences perceived usefulness regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.107. So, it 

depicts that for every 10% increase in Perceived ease of use there is 1.70% increase in 

perceived usefulness. Researcher stimulates the boot strapping process with sample of 

1048, which indicates average of impact 0.107, which is marginally higher than the 

original impact between the two variable and average variations 0.031 with t- statistics 

3.438 and having significant value 0.000.  

 

H3: Hedonic motivation positively influences performance expectancy regarding mobile 

banking satisfaction. 

Hedonic motivation positively influences performance expectancy regarding mobile 

banking satisfaction. While evaluating the relationship it shows positive impact of 0.373. 

So, it depicts that for every 10% increase in Hedonic motivation  there is 3.73% increase in 

performance expectancy. Researcher stimulates the boot strapping process with sample of 

1048, which indicates average of impact 0.373, which is marginally higher than the 

original impact between the two variable and average variations 0.030 with t- statistics 

12.383 and having significant value 0.000.  

 

H4: Mobile atmosphere positively influences perceived usefulness regarding mobile banking 

satisfaction. 

Mobile atmosphere positively influences perceived usefulness regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.354. So, it 

depicts that for every 10% increase in Mobile atmosphere there is 3.54% increase in 

perceived usefulness. Researcher stimulates the boot strapping process with sample of 

1048, which indicates average of impact 0.354, which is marginally higher than the 
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original impact between the two variable and average variations 0.030 with t- statistics 

11.662 and having significant value 0.000.  

 

H5: Performance expectancy positively influences customer satisfaction regarding mobile 

banking satisfaction. 

Performance expectancy positively influences customer satisfaction regarding mobile 

banking satisfaction. While evaluating the relationship it shows positive impact of 0.196. 

So, it depicts that for every 10% increase in Performance expectancy there is 1.96% 

increase in customer satisfaction. Researcher stimulates the boot strapping process with 

sample of 1048, which indicates average of impact 0.196, which is marginally higher than 

the original impact between the two variable and average variations 0.028 with t- statistics 

7.016 and having significant value 0.000.  

 

H6: Performance benefits positively influences hedonic motivation regarding mobile banking 

satisfaction. 

Performance benefits positively influences hedonic motivation regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.270. So, it 

depicts that for every 10% increase in Performance benefits there is 2.70% increase in 

hedonic motivation. Researcher stimulates the boot strapping process with sample of 1048, 

which indicates average of impact 0.270, which is marginally higher than the original 

impact between the two variable and average variations 0.032 with t- statistics 8.399 and 

having significant value 0.000.  

 

H7: Perceived risk negatively influences perceived trust regarding mobile banking 

satisfaction. 

Perceived risk negatively influences perceived trust regarding mobile banking satisfaction.. 

While evaluating the relationship it shows negative impact of -0.418. So, it depicts that for 

every 10% increase in Perceived risk there is 4.18% increase in perceived trust. Researcher 

stimulates the boot strapping process with sample of 1048, which indicates average of 
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impact -0.418, which is marginally higher than the original impact between the two 

variable and average variations -0.037 with t- statistics 11.450 and having significant value 

0.000.  

 

H8: Perceived trust positively influences customer satisfaction regarding mobile banking 

satisfaction. 

Perceived trust positively influences customer satisfaction regarding mobile banking 

satisfaction..While evaluating the relationship it shows positive impact of 0.443. So, it 

depicts that for every 10% increase in Perceived trust there is 4.43% increase in customer 

satisfaction. Researcher stimulates the boot strapping process with sample of 1048, which 

indicates average of impact 0.443, which is marginally higher than the original impact 

between the two variable and average variations 0.035 with t- statistics 12.694 and having 

significant value 0.000.  

 

H9: Perceived usefulness positively influences customer satisfaction regarding mobile banking 

satisfaction. 

Perceived usefulness positively influences customer satisfaction regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.390. So, it 

depicts that for every 10% increase in Perceived usefulness there is 3.90% increase in 

customer satisfaction. Researcher stimulates the boot strapping process with sample of 

1048, which indicates average of impact 0.389, which is marginally higher than the 

original impact between the two variable and average variations 0.034 with t- statistics 

11.343 and having significant value 0.000.  

 

H10: Perceived reliability and responsive positively influences perceived usefulness 

regarding mobile banking satisfaction. 

 

Perceived reliability and responsive positively influences perceived usefulness regarding 

mobile banking satisfaction. While evaluating the relationship it shows positive impact of 

0.377. So, it depicts that for every 10% increase in Perceived reliability and responsive 
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there is 3.77% increase in perceived usefulness. Researcher stimulates the boot strapping 

process with sample of 1048, which indicates average of impact 0.378, which is marginally 

higher than the original impact between the two variable and average variations 0.033 with 

t- statistics 11.344 and having significant value 0.000.  

 

H11: Perceived security positively influences perceived trust regarding mobile banking 

satisfaction. 

Perceived security positively influences perceived trust regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.224. So, it 

depicts that for every 10% increase in Perceived security there is 2.24% increase in 

perceived trust. Researcher stimulates the boot strapping process with sample of 1048, 

which indicates average of impact 0.243, which is marginally higher than the original 

impact between the two variable and average variations 0.037 with t- statistics 6.071 and 

having significant value 0.000.  

 

H12:  Social influence positively influences hedonic motivation regarding mobile banking 

satisfaction. 

Social influence positively influences hedonic motivation regarding mobile banking 

satisfaction. While evaluating the relationship it shows positive impact of 0.210. So, it 

depicts that for every 10% increase in Social influence there is 2.10% increase in hedonic 

motivation. Researcher stimulates the boot strapping process with sample of 1048, which 

indicates average of impact 0.210, which is marginally higher than the original impact 

between the two variable and average variations 0.033 with t- statistics 6.400 and having 

significant value 0.000.  

 

Therefore, the entire direct hypotheses are accepted. 

4.8.2 Mediation Hypothesis 

Table 4.12 - Testing Research Mediation Hypothesis 

Mean, S.T. Dev, t-Value, P-Values 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

T Statistics 

(|O/STDEV|) 

P Values 
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(STDEV) 

PERCEIVED BENIFITS -> 

HEDONIC-MOTIVATION -> 

PER-EXP -> CUSTOMER-

SATISFACTION 

0.020 0.020 0.004 4.596 0.000 

HEDONIC-MOTIVATION -> 

PER-EXP -> CUSTOMER-

SATISFACTION 

0.073 0.073 0.013 5.843 0.000 

SOCIAL-INFLUENCE -> 

HEDONIC-MOTIVATION -> 

PER-EXP -> CUSTOMER-

SATISFACTION 

0.015 0.015 0.004 4.310 0.000 

BANK-IMAGE -> 

PERCEIVED-TRUST -> 

CUSTOMER-

SATISFACTION 

0.103 0.103 0.018 5.726 0.000 

PERCEIVED-RISK -> 

PERCEIVED-TRUST -> 

CUSTOMER-

SATISFACTION 

-0.185 -0.186 0.022 8.605 0.000 

SECURITY -> PERCEIVED-

TRUST -> CUSTOMER-

SATISFACTION 

0.099 0.099 0.018 5.442 0.000 

EASE-OF-USE -> 

PERCEIVED-USEFULNESS 

-> CUSTOMER-

SATISFACTION 

0.042 0.042 0.014 3.028 0.002 

MOBILE-ATOMOS -> 

PERCEIVED-USEFULNESS 

-> CUSTOMER-

SATISFACTION 

0.138 0.138 0.018 7.859 0.000 

RELIABILTY-RESPONSIVE 

-> PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.147 0.147 0.017 8.428 0.000 

PERCEIVED-BENIFITS -> 

HEDONIC-MOTIVATION -> 

PER-EXP 

0.101 0.101 0.014 7.078 0.000 

SOCIAL-INFLUENCE -> 0.078 0.078 0.014 5.656 0.000 
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HEDONIC-MOTIVATION -> 

PER-EXP 

 

The researcher in this study used perceived attitude and perceived as a mediator in 

predicting customers' satisfaction to use mobile banking services.   

H13: Performance benefits positively association between hedonic motivation and 

performance expectancy. 

Performance benefits positively association between hedonic motivation and performance 

expectancy.  While evaluating the relationship it shows positive impact of 0.020. So, it 

depicts that for every 10% increase in Performance benefits there is 0.02% increase in 

hedonic motivation and performance expectancy. Researcher stimulates the boot strapping 

process with the sample, which indicates average of impact 0.020, which is similar to the 

original impact between the three variable and average variations 0.004 with t- statistics 

4.596 and having significant value 0.00. 

 

H14:  Hedonic motivation positively association between performance expectancy and 

customer satisfaction. 

Hedonic motivation positively association between performance expectancy and customer 

satisfaction.  While evaluating the relationship it shows positive impact of 0.073. So, it 

depicts that for every 10% increase in Hedonic motivation there is 0.07% increase in 

performance expectancy and customer satisfaction.  Researcher stimulates the boot 

strapping process with the sample, which indicates average of impact 0.073, which is 

similar to the original impact between the three variable and average variations 0.013 with 

t- statistics 5.842 and having significant value 0.00. 

 

H15:  Social influence positively association between hedonic motivation and performance 

expectancy with respect to customer satisfaction. 

Social influence positively association between hedonic motivation and performance 

expectancy with respect to customer satisfaction.  While evaluating the relationship it 

shows positive impact of 0.015. So, it depicts that for every 10% increase in Social 
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influence there is 0.01% increase in hedonic motivation and performance expectancy.  

Researcher stimulates the boot strapping process with the sample, which indicates average 

of impact 0.015, which is similar to the original impact between the three variable and 

average variations 0.004 with t- statistics 4.310 and having significant value 0.00. 

 

H16:  Image of bank positively association between perceived trust and customer 

satisfaction. 

Image of bank positively association between perceived trust and customer satisfaction .  

While evaluating the relationship it shows positive impact of 0.103. So, it depicts that for 

every 10% increase in Image of bank there is 0.10% increase in perceived trust and 

customer satisfaction. Researcher stimulates the boot strapping process with the sample, 

which indicates average of impact 0.103, which is similar to the original impact between 

the three variable and average variations 0.018 with t- statistics 5.726 and having 

significant value 0.00. 

 

H17: Perceived risk negatively association between perceived trust and customer 

satisfaction. 

Perceived risk negatively association between perceived trust and customer satisfaction.  

While evaluating the relationship it shows negative impact of -0.185. So, it depicts that for 

every 10% increase in Perceived risk there is 0.18% increase in perceived trust and 

customer satisfaction. Researcher stimulates the boot strapping process with the sample, 

which indicates average of impact -0.186, which is similar to the original impact between 

the three variable and average variations 0.022 with t- statistics 8.605 and having 

significant value 0.00. 

 

H18: Perceived security positively association between perceived trust and customer 

satisfaction. 

Perceived security positively association between perceived trust and customer 

satisfaction.  While evaluating the relationship it shows positive impact of 0.099. So, it 
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depicts that for every 10% increase in Perceived security there is 0.09% increase in 

perceived trust and customer satisfaction. Researcher stimulates the boot strapping process 

with the sample, which indicates average of impact 0.099, which is similar to the original 

impact between the three variable and average variations 0.018 with t- statistics 5.442 and 

having significant value 0.00. 

 

H19: Perceived usefulness positively association between ease of use and customer 

satisfaction. 

Perceived usefulness positively association between ease of use and customer satisfaction . 

While evaluating the relationship it shows positive impact of 0.042. So, it depicts that for 

every 10% increase in Perceived usefulness there is 0.04% increase in ease of use and 

customer satisfaction. Researcher stimulates the boot strapping process with the sample, 

which indicates average of impact 0.042, which is similar to the original impact between 

the three variable and average variations 0.014 with t- statistics 3.028 and having 

significant value 0.02. 

 

H.20: Mobile atmosphere positively association between ease of use and customer 

satisfaction.  

Mobile atmosphere positively association between ease of use and customer satisfaction.  

While evaluating the relationship it shows positive impact of 0.138. So, it depicts that for 

every 10% increase in Mobile atmosphere there is 1.38% increase in ease of use and 

customer satisfaction.  Researcher stimulates the boot strapping process with the sample, 

which indicates average of impact 0.138, which is similar to the original impact between 

the three variable and average variations 0.018 with t- statistics 7.859 and having 

significant value 0.00. 

 

H21: Perceived reliability & responsive positively association between ease of use and 

customer satisfaction.  
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Perceived reliability & responsive positively association between ease of use and customer 

satisfaction..  While evaluating the relationship it shows positive impact of 0.147. So, it 

depicts that for every 10% increase in Perceived reliability & responsive there is 1.47% 

increase in ease of use and customer satisfaction..  Researcher stimulates the boot strapping 

process with the sample, which indicates average of impact 0.147, which is similar to the 

original impact between the three variable and average variations 0.017 with t- statistics 

8.428 and having significant value 0.00. 

 

H22: Performance benefits positively association among hedonic motivation, performance 

expectancy and customer satisfaction. 

Performance benefits positively association among hedonic motivation, performance 

expectancy and customer satisfaction. While evaluating the relationship it shows positive 

impact of 0.101. So, it depicts that for every 10% increase in Performance benefits there is 

1.01% increase in hedonic motivation, performance expectancy and customer satisfaction. 

Researcher stimulates the boot strapping process with the sample, which indicates average 

of impact 0.101, which is similar to the original impact between the three variable and 

average variations 0.014 with t- statistics 7.078 and having significant value 0.00. 

 

H23: Social influence positively association among hedonic motivation, performance 

expectancy and customer satisfaction. 

Social influence positively association among hedonic motivation, performance 

expectancy and customer satisfaction. While evaluating the relationship it shows positive 

impact of 0.078. So, it depicts that for every 10% increase in Social influence there is 

0.07% increase in hedonic motivation, performance expectancy and customer satisfaction. 

Researcher stimulates the boot strapping process with the sample, which indicates average 

of impact 0.078, which is similar to the original impact between the three variable and 

average variations 0.014 with t- statistics 5.656 and having significant value 0.00. 

Here in all the above-mentioned cases, the researcher has considered 5% level of significance, 

all t statistics are greater than 1.96 and significance value is less than 0.05, which indicates 

significant mediating effect. 
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4.8.3 Moderation 

4.8.3.1. Path coefficient of Permutation-Gender as a moderator 

Table 4.13 - Permutation-Gender 

 

Path 

Coefficients 

Original 

(male-1) 

Path 

Coefficients 

Original 

(female-2) 

Path 

Coefficients 

Original 

Difference 

(male-1 - 

female-2) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(male-1 - 

female-2) 

Permutation 

p-Values 

BANK-IMAGE -> 

PERCEIVED-

TRUST 

0.244 0.240 0.005 0.003 0.948 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS 

0.117 0.122 -0.005 0.001 0.941 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.421 0.322 0.099 -0.002 0.107 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS 

0.393 0.317 0.076 0.002 0.213 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.204 0.170 0.033 0.002 0.551 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION 

0.262 0.288 -0.026 0.000 0.683 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST 

-0.355 -0.471 0.116 0.003 0.114 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.339 0.556 -0.217 -0.001 0.005 

PERCEIVED-

USEFULNESS -> 
0.483 0.300 0.183 -0.001 0.011 
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CUSTOMER-

SATISFACTION 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS 

0.322 0.417 -0.094 -0.004 0.159 

SECURITY -> 

PERCEIVED-

TRUST 

0.265 0.183 0.082 0.000 0.264 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION 

0.282 0.131 0.150 -0.001 0.021 

 

The researcher has used gender as a categorical moderator in the current study to evaluate 

and understand its influence and interaction with the numerous factors studied. 

 

H24:  Male is showing higher perceived trust with relate to image of bank than female.  

The relationship between images of bank leading to perceived trust depicts that in case of males 

the beta is 0.240 which is marginally higher than females which is 0.244 and p value of 

difference of two betas 0.9.48 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a male‘s perceived 

trust towards mobile payment application is more influenced by the image of bank as compared 

to females. Therefore, H.24 is rejected. 

 

H25:  Female is showing higher perceived usefulness with relate to ease of use than male.  

The relationship between perceived usefulness leading to ease of use depicts that in case of 

females the beta is 0.122 which is marginally higher than males which is 0.117 and p value of 

difference of two betas 0.9.41 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a female‘s perceived 

usefulness   towards mobile application is more influenced by the ease of use as compared to 

males. Therefore, H.25 is rejected. 
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H26:  Male is showing higher performance expectancy with relate hedonic motivation than 

female.  

The relationship between performance expectancy leading to hedonic motivation depicts that in 

case of males the beta is 0.421 which is marginally higher than females which is 0.322 and p 

value of difference of two betas 0.107 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a female‘s 

performance expectancy towards mobile payment application is more influenced by hedonic 

motivation as compared to males. Therefore, H.26 is rejected. 

 

H27:  Male is showing higher perceived usefulness with relate to mobile atmosphere than 

female.  

The relationship between perceived usefulness leading to mobile atmosphere depicts that in 

case of males the beta is 0.393 which is marginally higher than females which is 0.317 and p 

value of difference of two betas 0.213 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a male‘s perceived 

usefulness towards mobile payment application is more influenced by mobile atmosphere as 

compared to females. Therefore, H.27 is rejected. 

 

H28: Male is showing higher customer satisfaction with relate to performance expectancy 

than female. 

The relationship between customer satisfactions leading to performance expectancy depicts that 

in case of males the beta is 0.204 which is marginally higher than females which is 0.170 and p 

value of difference of two betas 0.551 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a male‘s customer 

satisfaction towards mobile payment application is more influenced by performance expectancy 

as compared to females. Therefore, H.28 is rejected. 
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H29: Female is showing higher performance benefits with relate hedonic motivation than 

male. 

The relationship between performance benefits leading to hedonic motivation depicts that in 

case of females the beta is 0.288 which is marginally higher than males which is 0.262 and p 

value of difference of two betas 0.683 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a female‘s 

performance benefits towards mobile payment application is more influenced by hedonic 

motivation as compared to males. Therefore, H.29 is rejected. 

 

H30: Female is showing inversely perceived trust with relate to perceived risk than male. 

The relationship between perceived trusts leading to perceived risk depicts that in case of 

females the beta is -0.471 which is marginally higher than males which is- 0.355 and p value of 

difference of two betas 0.114 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a female‘s perceived 

trust towards mobile payment application is more influenced by perceived risk as compared to 

males. Therefore, H.30 is rejected. 

 

H31: Female is showing higher customer satisfaction with relate to perceived trust than 

male. 

The relationship between customer satisfactions leading to perceived trust depicts that in 

case of females the beta is 0.556 which is marginally higher than males which is 0.339 and 

p value of difference of two betas 0.005 which is less than 1. It means that the difference is 

quite significant however it also highlights the fact that it can be said that a female‘s 

customer satisfaction towards mobile payment application is more influenced by perceived 

trust as compared to males. Therefore, H.31 is accepted. 

 

H32: Female is showing higher customer satisfaction with relate to perceived usefulness 

than male. 
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The relationship between customer satisfactions leading to perceived usefulness depicts 

that in case of females the beta is 0.300 which is marginally higher than males which is 

0.483 and p value of difference of two betas 0.011 which is less than 1. It means that the 

difference is quite significant however it also highlights the fact that it can be said that a 

female‘s customer satisfaction towards mobile payment application is more influenced by 

perceived usefulness as compared to males. Therefore, H.32 is accepted. 

 

H33: Female is showing higher perceived usefulness with relate to perceived reliability & 

responsive than male.  

The relationship between perceived usefulness leading to perceived reliability & 

responsive depicts that in case of females the beta is 0.417 which is marginally higher than 

males which is 0.322 and p value of difference of two betas 0.159 which is less than 1. It 

means that the difference is quite insignificant however it also highlights the fact that it 

cannot be said that a female‘s perceived usefulness towards mobile payment application is 

more influenced by perceived reliability & responsive as compared to males. Therefore, 

H.33 is rejected 

 

H34: Male is showing higher perceived trust with relate to perceived security than female. 

The relationship between perceived trusts leading to perceived security depicts that in case of 

males the beta is 0.265 which is marginally higher than females which is 0.183 and p value of 

difference of two betas 0.2.64 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that it cannot be said that a female‘s perceived 

trust towards mobile payment application is more influenced by perceived security as compared 

to males. Therefore, H.34 is rejected. 

 

H35: Male is showing higher social influence with relate hedonic motivation than female. 

The relationship between social influences leading to hedonic motivation depicts that in case of 

males the beta is 0.282 which is marginally higher than females which is 0.131 and p value of 

difference of two betas 0.021 which is less than 1. It means that the difference is quite 
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significant however it also highlights the fact that it can be said that a female‘s social influence 

towards mobile payment application is more influenced by hedonic motivation as compared to 

males. Therefore, H.35 is accepted. 

 

4.8.3.2 Permutation-Gender-Mediation Hypothesis 

Table 4.14 - Permutation-Gender-Mediation Hypothesis 

 

Path 

Coefficients 

Original 

(male-1) 

Path 

Coefficients 

Original 

(female-2) 

Path 

Coefficients 

Original 

Difference 

(male-1 - 

female-2) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(male-1 - 

female-2) 

Permutation 

p-Values 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.022 0.016 0.007 0.000 0.423 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.086 0.055 0.031 0.000 0.215 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.024 0.007 0.017 0.000 0.016 

BANK-IMAGE -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.083 0.133 -0.050 0.001 0.177 
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PERCEIVED-RISK 

-> PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

-0.120 -0.262 0.141 0.002 0.001 

SECURITY -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.090 0.102 -0.012 0.000 0.729 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.057 0.037 0.020 0.000 0.475 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.190 0.095 0.095 0.000 0.008 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.156 0.125 0.031 -0.002 0.382 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.110 0.093 0.017 -0.001 0.547 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.118 0.042 0.076 -0.001 0.006 
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H29.1: Hedonic motivation plays significant mediating role between performance benefits 

and performance expectancy leads to female‘s customer satisfaction towards mobile 

banking service as compared to males.  

The relationship of hedonic motivation between performance benefits and performance 

expectancy leading to customer satisfaction depicts that in case of females the beta is 0.022 

which is marginally higher than males which is 0.016 and p value of difference of two 

betas 0.423 which is less than 1. It means that the difference is quite insignificant however 

it also highlights the fact that performance benefits doesn‘t play significant mediating role 

between performance benefits leads to female‘s customer satisfaction towards mobile 

banking service as compared to males. Therefore, H.29.1 is rejected. 

 

H27.1: Performance expectancy plays significant mediating role between hedonic 

motivation leads to male‘s customer satisfaction towards mobile banking service as 

compared to females.  

The relationship of Performance expectancy between hedonic motivations leading to 

customer satisfaction depicts that in case of males the beta is 0.086 which is marginally 

higher than females which is 0.055 and p value of difference of two betas 0.215 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that hedonic motivation plays significant mediating role between hedonic motivation 

leads to male‘s customer satisfaction towards mobile banking service as compared to 

females. Therefore, H.27.1 is rejected. 

 

H24.1: Image of bank plays significant mediating role between perceived trust leads to 

female‘s customer satisfaction towards mobile banking service as compared to males.  

The relationship between images of bank leading to perceived trust depicts that in case of 

females the beta is 0.133 which is marginally higher than males which is 0.083 and p value of 

difference of two betas 0.177 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that image of bank plays significant mediating 

role between perceived trust leads to female‘s customer satisfaction towards mobile banking 

service as compared to males. Therefore, H.24.1 is rejected. 
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H34.1: Perceived trust plays significant mediating role between perceived security leads to 

female‘s customer satisfaction towards mobile banking service as compared to males.  

The relationship of trust between perceived Securities leading to customer satisfaction depicts 

that in case of females the beta is 0.102 which is marginally higher than males which is 0.090 

and p value of difference of two betas 0.729 which is less than 1. It means that the difference is 

quite insignificant however it also highlights the fact that image of bank plays significant 

mediating role between perceived security leads to female‘s customer satisfaction towards 

mobile banking service as compared to males. Therefore, H.34.1 is rejected. 

 

H25.1: Perceived usefulness ease of use plays significant mediating role between  ease of 

use leads to male‘s customer satisfaction towards mobile banking service as compared to 

females.  

The relationship of perceived usefulness between perceived ease of use leading to customer 

satisfaction depicts that in case of males the beta is 0.057 which is marginally higher than 

females which is 0.037 and p value of difference of two betas 0.475 which is less than 1. It 

means that the difference is quite insignificant however it also highlights the fact that  ease of 

use plays significant mediating role between perceived usefulness leads to male‘s customer 

satisfaction towards mobile banking service as compared to females. Therefore, H.25.1 is 

rejected. 

H33.1: Perceived usefulness plays significant mediating role between perceived reliability 

& responsive leads to male‘s customer satisfaction towards mobile banking service as 

compared to females.  

 

The relationship of perceived usefulness between perceived reliability & responsive 

leading to customer satisfaction depicts that in case of males the beta is 0.156 which is 

marginally higher than females which is 0.125 and p value of difference of two betas 0.382 

which is less than 1. It means that the difference is quite insignificant however it also 

highlights the fact that perceived reliability & responsive plays significant mediating role 
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between perceived reliability & responsive leads to male‘s customer satisfaction towards 

mobile banking service as compared to females. Therefore, H.33.1 is rejected. 

 

H29.2: Hedonic motivations plays significant mediating role between performance benefits 

leads to male‘s performance expectancy towards mobile banking service as compared to 

females.  

The relationship of hedonic motivation between performance benefits leading to 

performance expectancy depicts that in case of males the beta is 0.110 which is marginally 

higher than females which is 0.093 and p value of difference of two betas 0.547 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that performance benefits plays significant mediating role between hedonic 

motivations leads to male‘s performance benefits towards mobile banking service as 

compared to females. Therefore, H.29.2 is rejected 

 

4.8.3.3. Path coefficient of Permutation-Marital Status as a moderator 

Table 4.15 - Permutation-Marital Status Hypothesis 

 

Path 

Coefficients 

Original 

(Married) 

Path 

Coefficients 

Original 

(Unmarried) 

Path 

Coefficients 

Original 

Difference 

(Married-

Unmarried) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(Married-

Unmarried) 

Permutation 

p-Values 

BANK-IMAGE -> 

PERCEIVED-

TRUST 

0.209 0.294 -0.085 0.001 0.276 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS 

0.101 0.117 -0.016 0.002 0.807 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.380 0.360 0.020 0.001 0.757 

MOBILE- 0.379 0.309 0.070 0.002 0.267 
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ATOMOS -> 

PERCEIVED-

USEFULNESS 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.166 0.262 -0.096 -0.002 0.104 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION 

0.296 0.222 0.073 0.001 0.279 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST 

-0.453 -0.337 -0.117 0.000 0.127 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.421 0.488 -0.067 -0.002 0.394 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.441 0.286 0.156 0.003 0.042 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS 

0.360 0.407 -0.047 -0.002 0.482 

SECURITY -> 

PERCEIVED-

TRUST 

0.203 0.261 -0.058 -0.001 0.462 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION 

0.192 0.248 -0.057 -0.002 0.418 

 

In the current study, the researcher used marital status (married or unmarried) as a 

categorical moderator to evaluate and understand its influence and relationship with the 

other factors investigated. 

H.36: Perceived trust obtainable by mobile banking service is highly influenced unmarried 

customers with relate to image of bank than married customers. 
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The relationship between perceived trusts leading to image of bank depicts that in case of 

unmarried people the beta is 0.294 which is quite lower than married people which is 0.209 

and p value of difference of two betas 0.276 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s perceived trust towards using mobile payment application is more influenced by 

the image of the bank as compared to married people. Therefore, H.36 is rejected. 

 

H37: Perceived usefulness obtainable by mobile banking service is highly influenced 

unmarried customers with relate to ease of use than married customers.  

The relationship between perceived usefulness leading to ease of use depicts that in case of 

unmarried people the beta is 0.117 which is quite lower than married people which is 0.101 

and p value of difference of two betas 0.807 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s perceived usefulness towards using mobile payment application is more 

influenced by the ease of use as compared to married people. Therefore, H.37 is rejected. 

 

H38: Performance expectancy obtainable by mobile banking service is highly influenced 

married customers with relates hedonic motivation than unmarried customers.  

The relationship between performance expectancy leading to hedonic motivation depicts 

that in case of married people the beta is 0.380 which is quite lower than unmarried people 

which is 0.360 and p value of difference of two betas 0.757 which is less than 1. It means 

that the difference is quite insignificant however it also highlights the fact that a married 

people‘s performance expectancy towards using mobile payment application is more 

influenced by the hedonic motivation as compared to unmarried people. Therefore, H.38 is 

rejected. 

 

H39: Perceived usefulness obtainable by mobile banking service is highly influenced 

married customers with relate to mobile atmosphere than unmarried customers.  
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The relationship between perceived usefulness leading to mobile atmosphere depicts that 

in case of married people the beta is 0.379 which is quite lower than unmarried people 

which is 0.309 and p value of difference of two betas 0.267 which is less than 1. It means 

that the difference is quite insignificant however it also highlights the fact that a married 

people‘s perceived usefulness towards using mobile payment application is more 

influenced by the mobile atmosphere as compared to unmarried people. Therefore, H.39 is 

rejected. 

 

H40: Customer satisfaction obtainable by mobile banking service is highly influenced 

unmarried customers with relate to performance expectancy than married customers. 

The relationship between customer satisfactions leading to performance expectancy depicts 

that in case of unmarried people the beta is 0.262 which is quite lower than married people 

which is 0.166 and p value of difference of two betas 0.104 which is less than 1. It means 

that the difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s customer satisfaction towards using mobile payment application is more 

influenced by the performance expectancy as compared to married people. Therefore, H.40 

is rejected. 

 

H41: Performance benefits obtainable by mobile banking service are highly influenced 

married customers with relates hedonic motivation than unmarried customers. 

The relationship between performance benefits leading to hedonic motivation depicts that 

in case of married people the beta is 0.296 which is quite lower than unmarried people 

which is 0.222 and p value of difference of two betas 0.269 which is less than 1. It means 

that the difference is quite insignificant however it also highlights the fact that a married 

people‘s performance benefits towards using mobile payment application is more 

influenced by the hedonic motivation as compared to unmarried people. Therefore, H.41 is 

rejected. 

 

H42: Perceived trust obtainable by mobile banking service is inversely influenced married 

customers with relate to perceived risk than unmarried customers. 
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The relationship between perceived trust leading to perceived risk depicts that in case of 

married people the beta is 0.453 which is quite lower than unmarried people which is 0.337 

and p value of difference of two betas 0.127 which is less than 1. It means that the 

difference is quite significant however it also highlights the fact that a married people‘s 

perceived trust towards using mobile payment application is more influenced by the 

perceived risk as compared to unmarried people. Therefore, H.42 is accepted. 

 

H43: Customer satisfaction obtainable by mobile banking service is highly influenced 

unmarried customers with relate to perceived trust than married customers. 

The relationship between customer satisfactions leading to perceived trust depicts that in 

case of unmarried people the beta is 0.488 which is quite lower than married people which 

is 0.421 and p value of difference of two betas 0.394 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s customer satisfaction towards using mobile payment application is more 

influenced by the perceived trust as compared to married people. Therefore, H.43 is 

rejected. 

 

H44: Customer satisfaction obtainable by mobile banking service is highly influenced 

married customers with relate to perceived usefulness than unmarried customers. 

The relationship between customer satisfactions leading to perceived usefulness depicts 

that in case of married people the beta is 0.441 which is quite lower than unmarried people 

which is 0.309 and p value of difference of two betas 0.042 which is less than 1. It means 

that the difference is quite significant however it also highlights the fact that a married 

people‘s customer satisfactions towards using mobile payment application is more 

influenced by the perceived usefulness as compared to unmarried people. Therefore, H.44 

is accepted. 

 

H45: Perceived usefulness obtainable by mobile banking service is highly influenced 

unmarried customers with relate to perceived reliability & responsive than married 

customers.  
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The relationship between perceived usefulness leading to perceived reliability & 

responsive depicts that in case of unmarried people the beta is 0.407 which is quite lower 

than married people which is 0.360 and p value of difference of two betas 0.482 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that a unmarried people‘s perceived usefulness towards using mobile payment 

application is more influenced by the perceived reliability & responsive as compared to 

married people. Therefore, H.45 is rejected. 

 

H46: Perceived trust obtainable by mobile banking service is highly influenced unmarried 

customers with relate to perceived security than married customers. 

The relationship between perceived trusts leading to perceived security depicts that in case 

of unmarried people the beta is 0.261 which is quite lower than married people which is 

0.203 and p value of difference of two betas 0.462 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s perceived trust towards using mobile payment application is more influenced by 

the perceived security as compared to married people. Therefore, H.46 is rejected. 

 

H47: Social influence obtainable by mobile banking service is highly influenced unmarried 

customers with relate hedonic motivation than married customers. 

The relationship between social influences leading to hedonic motivation depicts that in 

case of unmarried people the beta is 0.248 which is quite lower than married people which 

is 0.192 and p value of difference of two betas 0.418 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that a unmarried 

people‘s social influence towards using mobile payment application is more influenced by 

the hedonic motivation as compared to married people. Therefore, H.47 is rejected. 

4.8.3.4 Permutation-Marital Status-Mediation Hypothesis 

Table 4.16 - Permutation-Marital Status-Mediation Hypothesis 

 Path 

Coefficients 

Original 

Path 

Coefficients 

Original 

Path 

Coefficients 

Original 

Path 

Coefficients 

Permutation 

Permutation 

p-Values 
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(Married) (Unmarried) Difference 

(Married-

Unmarried) 

Mean 

Difference 

(Married-

Unmarried) 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

 

0.019 0.021 -0.002 0.000 0.812 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.063 0.094 -0.031 0.000 0.235 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.012 0.023 -0.011 0.000 0.142 

BANK-IMAGE -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.088 0.144 -0.055 0.000 0.158 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

-0.191 -0.164 -0.027 0.001 0.561 

SECURITY -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.086 0.127 -0.042 -0.001 0.271 

EASE-OF-USE -> 0.045 0.033 0.011 0.001 0.699 
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PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

MOBILE-

ATOMOS -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.167 0.088 0.079 0.002 0.033 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.159 0.116 0.043 0.001 0.232 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.112 0.080 0.032 0.001 0.268 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.073 0.089 -0.017 -0.001 0.567 

 

H41.1: Hedonic Motivation plays a significant mediating role between perceived benefits and 

performance expectancy leads to customer satisfaction while marital status is a moderator.   

The relationship of hedonic motivation between perceived benefits and performance 

expectancy leading to customer satisfaction depicts that in case of unmarried people the 

beta is 0.021 which is quite lower than unmarried people which is 0.019 and p value of 

difference of two betas 0.812 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that an unmarried people‘s hedonic 

motivation between perceived benefits and performance expectancy leading to customer 

satisfaction as compared to married people. Therefore, H.41.1 is rejected. 
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H38.1: Performance expectancy plays a significant mediating role between hedonic motivation 

leads to customer satisfaction while marital status is a moderator.   

The relationship of performance expectancy between hedonic motivation leading to 

customer satisfaction depicts that in case of unmarried people the beta is 0.094 which is 

quite lower than unmarried people which is 0.063 and p value of difference of two betas 

0.235 which is less than 1. It means that the difference is quite insignificant however it also 

highlights the fact that an unmarried people‘s performance expectancy between hedonic 

motivations leads to customer satisfaction as compared to married people. Therefore, 

H.38.1 is rejected. 

 

H47.1: Hedonic Motivation plays a significant mediating role between social influence and 

performance expectancy leads to customer satisfaction while marital status is a moderator.   

The relationship of hedonic motivations between social influence and performance 

expectancy leading to customer satisfaction depicts that in case of unmarried people the 

beta is 0.023 which is quite lower than unmarried people which is 0.012 and p value of 

difference of two betas 0.142 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that an unmarried people‘s hedonic 

motivations between social influence and performance expectancy leads to customer 

satisfaction as compared to married people. Therefore, H.47.1 is rejected. 

 

H36.1: Perceived trust plays a significant mediating role between images of bank leads to 

customer satisfaction while marital status is a moderator.   

The relationship of perceived trust between images of bank leading to customer 

satisfaction depicts that in case of unmarried people the beta is 0.144 which is quite lower 

than unmarried people which is 0.088 and p value of difference of two betas 0.158 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that an unmarried people‘s perceived trust between images of bank leads to customer 

satisfaction as compared to married people. Therefore, H.36.1 is rejected. 
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H42.1: Perceived trust plays a significant mediating role between perceived risk leads to 

customer satisfaction while marital status is a moderator.   

The relationship of perceived trust between perceived risk leading to customer satisfaction 

depicts that in case of married people the beta is 0.191 which is quite lower than unmarried 

people which is 0.164 and p value of difference of two betas 0.561 which is less than 1. It 

means that the difference is quite significant however it also highlights the fact that an 

unmarried people‘s perceived trust between perceived risk  leads to customer satisfaction 

as compared to married people. Therefore, H.42.1 is accepted. 

 

H46.1: Perceived trust plays a significant mediating role between perceived security leads to 

customer satisfaction while marital status is a moderator.   

The relationship of perceived trust between perceived securities leading to customer 

satisfaction depicts that in case of unmarried people the beta is 0.127 which is quite lower 

than unmarried people which is 0.086 and p value of difference of two betas 0.271 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that an unmarried people‘s perceived trust between perceived securities leads to 

customer satisfaction as compared to married people. Therefore, H.46.1 is rejected. 

 

H37.1: Perceived usefulness plays a significant mediating role between  ease of use leads to 

customer satisfaction while marital status is a moderator.   

The relationship of perceived usefulness between  ese of use leading to customer 

satisfaction depicts that in case of married people the beta is 0.045 which is quite lower 

than married people which is 0.033 and p value of difference of two betas 0.699 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that an married people‘s perceived usefulness between perceived ease of use leads to 

customer satisfaction as compared to unmarried people. Therefore, H.37.1 is rejected. 
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H45.1: Perceived usefulness plays a significant mediating role between perceived reliability & 

responsiveness leads to customer satisfaction while marital status is a moderator.   

The relationship of perceived usefulness between perceived reliability & responsiveness 

leading to customer satisfaction depicts that in case of married people the beta is 

0.159which is quite lower than married people which is 0.116 and p value of difference of 

two betas 0.232 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that an married people‘s perceived usefulness between 

perceived reliability & responsiveness leads to customer satisfaction as compared to 

unmarried people. Therefore, H.45.1 is rejected. 

 

H41.2: Hedonic motivation plays a significant mediating role between perceived benefits leads 

to customer satisfaction while marital status is a moderator.   

The relationship of hedonic motivation between perceived benefits leading to customer 

satisfaction depicts that in case of married people the beta is 0.112 which is quite lower 

than married people which is 0.080 and p value of difference of two betas 0.268 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that a married people‘s hedonic motivation between perceived benefits leads to 

customer satisfaction as compared to unmarried people. Therefore, H.41.2 is rejected. 

 

H47.2: Hedonic motivation plays a significant mediating role between perceived risk leads to 

customer satisfaction while marital status is a moderator.   

The relationship of hedonic motivation between social influences leading to customer 

satisfaction depicts that in case of unmarried people the beta is 0.089 which is quite lower 

than married people which is 0.073 and p value of difference of two betas 0.567 which is 

less than 1. It means that the difference is quite significant however it also highlights the 

fact that unmarried people‘s hedonic motivation between social influences leads to 

customer satisfaction as compared to married people. Therefore, H.47.2 is accepted. 
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4.8.4.5.Path coefficient of Permutation- Education Level  as a moderator 

Table 4.17 - Permutation-Education Level  Hypothesis 

 

Path 

Coefficients 

Original 

(Basic) 

Path 

Coefficients 

Original 

(Special) 

Path 

Coefficients 

Original 

Difference 

(Basic) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(Special) 

Permutation 

p-Values 

BANK-IMAGE -> 

PERCEIVED-

TRUST 

0.280 0.201 0.079 0.000 0.345 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS 

0.077 0.127 -0.050 0.001 0.455 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.352 0.380 -0.028 -0.002 0.665 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS 

0.384 0.336 0.048 0.000 0.477 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.146 0.220 -0.074 -0.002 0.205 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION 

0.273 0.268 0.005 -0.001 0.947 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST 

-0.383 -0.435 0.052 0.001 0.516 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.333 0.480 -0.147 0.001 0.050 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.525 0.341 0.184 0.000 0.014 

RELIABILTY- 0.401 0.360 0.041 -0.001 0.564 
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RESPONSIVE -> 

PERCEIVED-

USEFULNESS 

SECURITY -> 

PERCEIVED-

TRUST 

0.110 0.286 -0.176 0.001 0.029 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION 

0.253 0.178 0.075 0.002 0.272 

 

The researcher has used Income-Low Middle and High Middle as a categorical moderator 

in the current study to evaluate and understand its influence and interaction with the many 

variables investigated. 

H48: Customers having basic education is positively influenced perceived trust towards 

image of bank than customers having special education.  

The relationship between perceived trusts towards image of bank depicts that in case of people 

with basic education the beta is 0.280 which is quite higher than people with special education 

which is 0.201 and p value of difference of two betas 0.345 which is less than 1. It means that 

the difference is quite insignificant however it also highlights the fact that basic education is 

influenced perceived trust towards image of bank than customers having special education. 

Therefore, H.48 is rejected. 

 

H49: Customers having special education is positively influenced perceived usefulness 

towards ease of use than customers having basic education.  

The relationship between perceived usefulness towards ease of use depicts that in case of 

people with special education the beta is 0.127 which is quite higher than people with basic 

education which is 0.077 and p value of difference of two betas 0.455 which is less than 1. 

It means that the difference is quite insignificant however it also highlights the fact that 

basic education is influenced perceived usefulness towards ease of use than customers 

having basic education. Therefore, H.49 is rejected. 
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H50: Customers having special education is positively influenced performance expectancy 

towards hedonic motivation than customers having basic education.  

The relationship between performance expectancy towards hedonic motivation depicts that 

in case of people with special education the beta is 0.380 which is quite higher than people 

with basic education which is 0.352 and p value of difference of two betas 0.665 which is 

less than 1. It means that the difference is quite insignificant however it also highlights the 

fact that basic education is influenced performance expectancy towards hedonic motivation 

than customers having basic education Therefore, H.50 is rejected. 

 

H51: Customers having basic education is positively influenced perceived usefulness 

towards mobile atmosphere than customers having special education.  

The relationship between perceived usefulness towards mobile atmosphere depicts that in 

case of people with basic education the beta is 0.384 which is quite higher than people with 

special education which is 0.336 and p value of difference of two betas 0.477 which is less 

than 1. It means that the difference is quite insignificant however it also highlights the fact 

that basic education is influenced perceived usefulness towards mobile atmosphere than 

customers having special education Therefore, H.51 is rejected. 

 

H52: Customers having special education is positively influenced customer satisfaction 

towards performance expectancy than customers having basic education. 

The relationship between customer satisfactions towards performance expectancy depicts 

that in case of people with special education the beta is 0.220 which is quite higher than 

people with basic education which is 0.146 and p value of difference of two betas 0.205 

which is less than 1. It means that the difference is quite insignificant however it also 

highlights the fact that basic education is influenced customer satisfaction towards 

performance expectancy than customers having basic education. Therefore, H.52 is 

rejected. 
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H53: Customers having basic education is positively influenced performance benefits 

towards hedonic motivation than customers having special education. 

The relationship between performance benefits towards hedonic motivation depicts that in 

case of people with basic education the beta is 0.273 which is quite higher than people with 

special education which is 0.268 and p value of difference of two betas 0.947 which is less 

than 1. It means that the difference is quite insignificant however it also highlights the fact 

that basic education is influenced performance benefits towards hedonic motivation than 

customers having special education Therefore, H.53 is rejected. 

 

H54: Customers having special basic education is negatively influenced perceived trust 

towards perceived risk than customers having basic education. 

The relationship between perceived trusts towards perceived risk depicts that in case of 

people with special education the beta is 0.435 which is quite higher than people with basic 

education which is 0.435 and p value of difference of two betas 0.516 which is less than 1. 

It means that the difference is quite insignificant however it also highlights the fact that 

basic education doesn‘t influenced perceived trust towards perceived risk than customers 

having basic education. Therefore, H.54 is rejected. 

 

H55: Customers having special education is positively influenced customer satisfaction 

towards perceived trust than customers having basic education. 

The relationship between customer satisfactions towards perceived trust depicts that in 

case of people with special education the beta is 0.480 which is quite higher than people 

with basic education which is 0.333 and p value of difference of two betas 0.050 which is 

less than 1. It means that the difference is quite significant however it also highlights the 

fact that basic education is influenced customer satisfaction towards perceived trust than 

customers having basic education. Therefore, H.55 is accepted. 

 

H56: Customers having basic education is positively influenced customer satisfaction 

towards perceived usefulness than customers having special education. 
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The relationship between customer satisfactions towards perceived usefulness depicts that 

in case of people with basic education the beta is 0.525 which is quite higher than people 

with special education which is 0.341 and p value of difference of two betas 0.014 which is 

less than 1. It means that the difference is quite significant however it also highlights the 

fact that basic education is influenced customer satisfaction towards perceived usefulness 

than customers having special education Therefore, H.56 is accepted. 

 

H57: Customers having basic education is positively influenced perceived usefulness 

towards perceived reliability & responsive than customers having special education. 

The relationship between perceived usefulness towards perceived reliability & responsive 

depicts that in case of people with basic education the beta is 0.401 which is quite higher 

than people with special education which is 0.360 and p value of difference of two betas 

0.564 which is less than 1. It means that the difference is quite insignificant however it also 

highlights the fact that basic education is influenced perceived usefulness towards 

perceived reliability & responsive than customers having special education Therefore, 

H.57 is rejected. 

 

H58: Customers having special education is positively influenced perceived trust towards 

perceived security than customers having basic education. 

The relationship between perceived trusts towards perceived security depicts that in case of 

people with special education the beta is 0.286 which is quite higher than people with basic 

education which is 0.110 and p value of difference of two betas 0.029 which is less than 1. 

It means that the difference is quite significant however it also highlights the fact that basic 

education is influenced perceived trust towards perceived security than customers having 

basic education. Therefore, H.58 is accepted. 

 

H59: Customers having basic education is positively influenced social influence towards 

hedonic motivation than customers having special education. 
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The relationship between social influences towards hedonic motivation depicts that in case 

of people with basic education the beta is 0.253 which is quite higher than people with 

special education which is 0.178 and p value of difference of two betas 0.272 which is less 

than 1. It means that the difference is quite insignificant however it also highlights the fact 

that basic education is influenced social influence towards hedonic motivation than 

customers having special education Therefore, H.59 is rejected. 

 

4.8.4.6 Permutation- Education Level -Mediation Hypothesis 

Table 4.18 - Permutation Education Level  -Mediation Hypothesis 

 

Path 

Coefficients 

Original 

(Basic) 

Path 

Coefficients 

Original 

(Special) 

Path 

Coefficients 

Original 

Difference 

(Basic) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(Special) 

Permutation 

p-Values 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.014 0.022 -0.008 0.000 0.349 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.051 0.083 -0.032 -0.001 0.206 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.013 0.015 -0.002 0.000 0.802 

BANK-IMAGE -> 

PERCEIVED-

TRUST -> 

0.093 0.096 -0.003 0.000 0.931 
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CUSTOMER-

SATISFACTION 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

-0.127 -0.208 0.081 0.000 0.076 

SECURITY -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.036 0.137 -0.101 0.001 0.011 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.041 0.043 -0.003 0.001 0.914 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.202 0.115 0.087 0.000 0.022 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.211 0.123 0.088 -0.001 0.017 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.096 0.102 -0.006 -0.001 0.833 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.089 0.068 0.021 0.000 0.478 
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H.53.1:: Hedonic motivation plays a significant mediating role between perceived benefits 

leads to customer satisfaction while education is a moderator.   

The relationship of hedonic motivation between perceived benefits leads to customer 

satisfaction depicts that in case of people with special education the beta is 0.022 which is 

quite higher than people with basic education which is 0.014 and p value of difference of 

two betas 0.349 which is less than 1. It means that the difference is quite significant 

however it also highlights the fact that special education is influenced hedonic motivation 

between perceived benefits leads to customer satisfaction than customers having basic 

education Therefore, H.53.1 is accepted. 

 

H.50.1:: Performance expectancy  plays a significant mediating role between hedonic 

motivation leads to customer satisfaction while education is a moderator.   

The relationship of performance expectancy between hedonic motivation leads to customer 

satisfaction depicts that in case of people with special education the beta is 0.083 which is 

quite higher than people with basic education which is 0.051 and p value of difference of 

two betas 0.206 which is less than 1. It means that the difference is quite significant 

however it also highlights the fact that special education is influenced performance 

expectancy between hedonic motivation leads to customer satisfaction than customers 

having basic education Therefore, H.50.1 is accepted. 

 

H.59.1:: Hedonic motivation plays a significant mediating role between social influence and  

performance expectancy leads to customer satisfaction while education is a moderator 

The relationship of hedonic motivation between social influence and performance 

expectancy leads to customer satisfaction depicts that in case of people with special 

education the beta is 0.015 which is quite higher than people with basic education which is 

0.013 and p value of difference of two betas 0.802 which is less than 1. It means that the 

difference is quite significant however it also highlights the fact that special education is 

influenced hedonic motivation social influence and performance expectancy leads to 

customer satisfaction than customers having basic education Therefore, H.59.1 is accepted. 
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H.48.1:: Perceived trust plays a significant mediating role between image of bank leads to 

customer satisfaction while education is a moderator.   

The relationship of perceived trust between images of bank leads to customer satisfaction 

depicts that in case of people with special education the beta is 0.096 which is quite higher 

than people with basic education which is 0.093 and p value of difference of two betas 

0.931 which is less than 1. It means that the difference is quite significant however it also 

highlights the fact that special education is influenced perceived trust between images of 

bank leads to customer satisfaction than customers having basic education Therefore, 

H.48.1 is accepted. 

 

H.49.1: Perceived trust plays a significant mediating role between perceived risk leads to 

customer satisfaction while education is a moderator.   

The relationship of perceived trust between perceived risk leads to customer satisfaction 

depicts that in case of people with special education the beta is 0.208 which is quite higher 

than people with basic education which is 0.127 and p value of difference of two betas 

0.076 which is less than 1. It means that the difference is quite insignificant however it also 

highlights the fact that special education does not influenced perceived trust between 

perceived risk leads to customer satisfaction than customers having basic education 

Therefore, H.49.1 is rejected. 

 

H.53.2: Hedonic motivation plays a significant mediating role between perceived benefits leads 

to performance expectancy while education is a moderator 

The relationship of hedonic motivation between perceived benefits leads to performance 

expectancy leads to customer satisfaction depicts that in case of people with special 

education the beta is 0.102 which is quite higher than people with basic education which is 

0.096 and p value of difference of two betas 0.833 which is less than 1. It means that the 

difference is quite significant however it also highlights the fact that special education is 

influenced hedonic motivation between perceived benefits leads to performance 

expectancy leads to customer satisfaction than customers having basic education 

Therefore, H.53.2.1 is accepted. 
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H.59.2: Hedonic motivation plays a significant mediating role between social influence leads to 

performance expectancy while education is a moderator 

The relationship of hedonic motivation between s between social influence leads to 

performance expectancy depicts that in case of people with basic education the beta is 

0.015 which is quite higher than people with special education which is 0.013 and p value 

of difference of two betas 0.802 which is less than 1. It means that the difference is quite 

significant however it also highlights the fact that basic education is influenced hedonic 

motivation between social influence leads to performance expectancy than customers 

having special education Therefore, H.59.2 is accepted. 

 

4.8.4.7 .Path coefficient of Permutation- Monthly income as a moderator 

Table 4.19 - Permutation- Monthly income Hypothesis 

 

Path 

Coefficients 

Original 

(Lower-

Middle) 

Path 

Coefficients 

Original 

(Upper-

Middle) 

Path 

Coefficients 

Original 

Difference 

(Lower-

Middle) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(Upper-

Middle ) 

Permutation 

p-Values 

BANK-IMAGE -> 

PERCEIVED-

TRUST 

0.209 0.284 -0.075 -0.002 0.335 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS 

0.059 0.186 -0.127 0.000 0.053 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.344 0.404 -0.060 -0.001 0.324 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS 

0.353 0.342 0.011 0.002 0.857 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.197 0.202 -0.005 0.000 0.942 
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PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION 

0.287 0.259 0.028 0.003 0.681 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST 

-0.496 -0.247 -0.249 -0.002 0.001 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.454 0.426 0.028 -0.002 0.718 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.368 0.419 -0.051 0.002 0.460 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS 

0.426 0.279 0.147 -0.002 0.036 

SECURITY -> 

PERCEIVED-

TRUST 

0.173 0.338 -0.165 0.001 0.032 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION 

0.188 0.237 -0.049 -0.003 0.475 

 

The researcher has incorporated Education- Basic and Special in the current study. as 

categorical moderator in order to test and understand its influence and link between various 

variables taken up under the current study, where basic is below graduation level and 

special is above graduation level. 

 

H60: Perceived image of bank in case of customers with upper-middle family income is 

positively influenced in determining perceived trust towards using mobile banking as 

compared to customers with low-middle family income. 
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The relationship between images of bank towards perceived trust depicts that in case of 

customers with upper-middle family income the beta is 0.284 which is quite higher than 

customers with lower-middle family income which is 0.209 and p value of difference of 

two betas 0.335 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that upper-middle family income is influenced images of 

bank towards perceived trust than customers having lower-middle family income 

Therefore, H.60 is rejected. 

 

H61: Ease of use in case of customers with upper-middle family income is positively 

influenced in determining perceived usefulness towards using mobile banking as compared 

to customers with low-middle family income. 

The relationship between ease of use towards perceived usefulness depicts that in case of 

customers with upper-middle family income the beta is 0.186 which is quite higher than 

customers with lower-middle family income which is 0.059 and p value of difference of 

two betas 0.053 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that upper-middle family income is influenced ease of 

use towards perceived usefulness than customers having lower-middle family income 

Therefore, H.61 is rejected. 

 

H62: Hedonic motivation in case of customers with upper-middle family income is 

positively influenced in determining performance expectancy towards using mobile 

banking as compared to customers with low-middle family income. 

The relationship between hedonic motivations towards performance expectancy depicts 

that in case of customers with upper-middle family income the beta is 0.404 which is quite 

higher than customers with lower-middle family income which is 0.344 and p value of 

difference of two betas 0.324 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that upper-middle family income is 

influenced hedonic motivation towards performance expectancy than customers having 

lower-middle family income Therefore, H.62 is rejected. 
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H63: Mobile atmosphere in case of customers with low-middle family income is positively 

influenced in determining perceived usefulness towards using mobile banking as compared 

to customers with upper-middle family income. 

The relationship between mobile atmospheres towards perceived usefulness depicts that in 

case of customers with lower-middle family income the beta is 0.353 which is quite higher 

than customers with upper-middle family income which is 0.342 and p value of difference 

of two betas 0.857 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that lower-middle family income is influenced mobile 

atmosphere towards perceived usefulness than customers having upper-middle family 

income Therefore, H.63 is rejected. 

 

H64: Performance expectancy in case of customers with upper-middle family income is 

positively influenced in determining customer satisfaction towards using mobile banking 

as compared to customers with low-middle family income. 

The relationship between performance expectancy towards customer satisfaction depicts 

that in case of customers with upper-middle family income the beta is 0.202 which is quite 

higher than customers with lower-middle family income which is 0.197 and p value of 

difference of two betas 0.942 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that upper-middle family income is 

influenced performance expectancy towards customer satisfaction than customers having 

lower-middle family income Therefore, H.64 is rejected. 

 

H65: Performance benefits in case of customers with low-middle family income is 

positively influenced in determining hedonic motivation towards using mobile banking as 

compared to customers with upper-middle family income. 

The relationship between performance benefits towards hedonic motivation depicts that in 

case of customers with lower-middle family income the beta is 0.287 which is quite higher 

than customers with upper-middle family income which is 0.259 and p value of difference 

of two betas 0.681 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that lower-middle family income is influenced 
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performance benefits towards hedonic motivation than customers having upper-middle 

family income Therefore, H.65 is rejected. 

 

H66: Perceived risk in case of customers with low-middle family income is negatively 

influenced in determining perceived trust towards using mobile banking as compared to 

customers with upper-middle family income. 

The relationship between perceived risks towards perceived trust depicts that in case of 

customers with lower-middle family income the beta is 0.496 which is quite higher than 

customers with upper-middle family income which is 0.247 and p value of difference of 

two betas 0.001 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that lower-middle family income does not influenced 

perceived risks towards perceived trust than customers having upper-middle family income 

Therefore, H.66 is rejected. 

 

H67: Perceived trust in case of customers with low-middle family income is positively 

influenced in determining customer satisfaction towards using mobile banking as 

compared to customers with upper-middle family income. 

The relationship between perceived trusts towards customer satisfaction depicts that in 

case of customers with lower-middle family income the beta is 0.454 which is quite higher 

than customers with upper-middle family income which is 0.426 and p value of difference 

of two betas 0.718 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that lower-middle family income is influenced perceived 

trusts towards customer satisfaction than customers having upper-middle family income 

Therefore, H.67 is rejected. 

 

H68: Perceived usefulness in case of customers with upper-middle family income is 

positively influenced in determining customer satisfaction towards using mobile banking 

as compared to customers with low-middle family income. 
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The relationship between perceived usefulness towards customer satisfaction depicts that 

in case of customers with upper-middle family income the beta is 0.419 which is quite 

higher than customers with lower-middle family income which is 0.368 and p value of 

difference of two betas  0.460 which is less than 1. It means that the difference is quite 

insignificant however it also highlights the fact that upper-middle family income is 

influenced perceived usefulness towards customer satisfaction than customers having 

lower-middle family income Therefore, H.67 is rejected. 

 

H69: Perceived reliability & responsive in case of customers with low-middle family 

income is positively influenced in determining perceived usefulness towards using mobile 

banking as compared to customers with upper-middle family income. 

The relationship between perceived reliability & responsive towards perceived usefulness  

depicts that in case of customers with lower-middle family income the beta is 0.426 which 

is quite higher than customers with upper-middle family income which is 0.279 and p 

value of difference of two betas 0.036 which is less than 1. It means that the difference is 

quite significant however it also highlights the fact that lower-middle family income is 

influenced perceived reliability & responsive towards perceived usefulness than customers 

having upper-middle family income Therefore, H.69 is accepted. 

 

H70: Perceived security in case of customers with upper-middle family income is 

positively influenced in determining perceived trust towards using mobile banking as 

compared to customers with low-middle family income. 

The relationship between perceived securities towards perceived trust depicts that in case 

of customers with upper-middle family income the beta is 0.338 which is quite higher than 

customers with lower-middle family income which is 0.173 and p value of difference of 

two betas 0.032 which is less than 1. It means that the difference is quite significant 

however it also highlights the fact that upper-middle family income is influenced perceived 

security towards perceived trust than customers having lower-middle family income 

Therefore, H.70 is accepted. 
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H71: Hedonic motivation in case of customers with upper-middle family income is 

positively influenced in determining social influence towards using mobile banking as 

compared to customers with low-middle family income. 

The relationship between hedonic motivations towards social influence depicts that in case 

of customers with upper-middle family income the beta is 0.237 which is quite higher than 

customers with lower-middle family income which is 0.188 and p value of difference of 

two betas 0.475 which is less than 1. It means that the difference is quite insignificant 

however it also highlights the fact that upper-middle family income is influenced hedonic 

motivation towards social influence than customers having lower-middle family income 

Therefore, H.71 is rejected. 

 

4.8.3.8 Permutation- Monthly income -Mediation Hypothesis 

Table 4.20 - Permutation- Monthly income –Mediation Hypothesis 

 

Path 

Coefficients 

Original 

(Lower-

Middle) 

Path 

Coefficients 

Original 

(Upper-

Middle) 

Path 

Coefficients 

Original 

Difference 

(Lower-

Middle) 

Path 

Coefficients 

Permutation 

Mean 

Difference 

(Upper-

Middle ) 

Permutation 

p-Values 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.019 0.021 -0.002 0.000 0.850 

HEDONIC-

MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.068 0.082 -0.014 0.000 0.597 

SOCIAL-

INFLUENCE -> 

HEDONIC-

0.013 0.019 -0.007 0.000 0.360 
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MOTIVATION -> 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

BANK-IMAGE -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.095 0.121 -0.026 -0.001 0.493 

PERCEIVED-RISK 

-> PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

-0.225 -0.105 -0.120 0.000 0.005 

SECURITY -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.079 0.144 -0.065 0.000 0.087 

EASE-OF-USE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.022 0.078 -0.056 0.000 0.053 

MOBILE-ATOMOS 

-> PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.130 0.143 -0.013 0.002 0.717 

RELIABILTY-

RESPONSIVE -> 

PERCEIVED-

USEFULNESS -> 

CUSTOMER-

SATISFACTION 

0.157 0.117 0.040 0.000 0.261 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.099 0.105 -0.006 0.001 0.834 
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SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -> 

PER-EXP 

0.065 0.096 -0.031 -0.001 0.275 

 

H.65.1: Hedonic motivation plays a significant mediating role between perceived benefits and 

performance expectancy in determining the customer satisfaction towards mobile payment 

application when family income is a moderator. 

The relationship where hedonic motivation plays a mediating role between perceived benefits 

and performance expectancy leading to customer satisfaction depicts that in case of  customer 

with upper-middle family income the beta is 0.021 which is marginally higher than customer 

with lower-middle family income which is 0.019 and p value of difference of two betas 0.850 

which is less than 1. It means that the difference is quite  insignificant however it also highlights 

the fact that hedonic motivation is play significant mediating role between perceived benefits 

and performance expectancy in determining the customer satisfaction towards using mobile 

payment application when education as a moderator. Therefore, H.65.1 is rejected. 

 

H.62.1: Hedonic motivation plays a significant mediating role between perceived benefits and 

performance expectancy in determining the customer satisfaction towards mobile payment 

application when family income is a moderator. 

The relationship where hedonic motivation plays a mediating role between perceived benefits 

and performance expectancy leading to customer satisfaction depicts that in case of customer 

with upper-middle family income the beta is 0.082 which is marginally higher than customer 

with lower-middle family income which is 0.068 and p value of difference of two betas 0.597 

which is less than 1. It means that the difference is quite insignificant however it also highlights 

the fact that hedonic motivation is play significant mediating role between perceived benefits 

and performance expectancy in determining the customer satisfaction towards using mobile 

payment application when education as a moderator. Therefore, H.62.1 is rejected. 
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H.71.1: Hedonic motivation plays a significant mediating role between social influence and 

performance expectancy in determining the customer satisfaction towards mobile payment 

application when family income is a moderator. 

The relationship where hedonic motivation plays a mediating role between social influence and 

performance expectancy leading to customer satisfaction depicts that in case of customer with 

upper-middle family income the beta is 0.019 which is marginally higher than customer with 

lower-middle family income which is 0.013 and p value of difference of two betas 0.360 which 

is less than 1. It means that the difference is quite significant however it also highlights the fact 

that hedonic motivation is play insignificant mediating role between social influence and 

performance expectancy in determining the customer satisfaction towards using mobile 

payment application when education as a moderator. Therefore, H.71.1 is rejected. 

 

H.70.1: Perceived trust plays a significant mediating role between perceived securities in 

determining the customer satisfaction towards mobile payment application when family income 

is a moderator. 

The relationship where perceived trust plays a mediating role between perceived securities 

leading to customer satisfaction depicts that in case of customer with upper-middle family 

income the beta is 0.144 which is marginally higher than customer with lower-middle family 

income which is 0.079 and p value of difference of two betas 0.087 which is less than 1. It 

means that the difference is quite insignificant however it also highlights the fact that perceived 

trust is play significant mediating role between perceived securities in determining the customer 

satisfaction towards using mobile payment application when education as a moderator. 

Therefore, H.70.1 is rejected. 

H.61.1: Perceived usefulness plays a significant mediating role between ease of use in 

determining the customer satisfaction towards mobile payment application when family income 

is a moderator. 

The relationship where perceived usefulness plays a mediating role between ease of use leading 

to customer satisfaction depicts that in case of customer with upper-middle family income the 

beta is 0.078 which is marginally higher than customer with lower-middle family income which 

is 0.022 and p value of difference of two betas 0.053 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that perceived usefulness is 
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play significant mediating role between ease of use in determining the customer satisfaction 

towards using mobile payment application when education as a moderator. Therefore, H.61.1 is 

rejected. 

 

H.63.1: Mobile atmosphere plays a significant mediating role between ease of use in 

determining the customer satisfaction towards mobile payment application when family income 

is a moderator. 

The relationship where mobile atmosphere plays a mediating role between ease of use leading 

to customer satisfaction depicts that in case of customer with upper-middle family income the 

beta is 0.143 which is marginally higher than customer with lower-middle family income which 

is 0.130 and p value of difference of two betas 0.717 which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that mobile atmosphere is 

play significant mediating role between ease of use in determining the customer satisfaction 

towards using mobile payment application when education as a moderator. Therefore, H.63.1 is 

rejected. 

 

H.69.1: Perceived reliability & responsiveness plays a significant mediating role between ease 

of use in determining the customer satisfaction towards mobile payment application when 

family income is a moderator. 

The relationship where perceived reliability & responsiveness plays a mediating role between 

ease of use leading to customer satisfaction depicts that in case of customer with lower-middle 

family income the beta is 0.157 which is marginally higher than customer with upper-middle 

family income which is 0.117 and p value of difference of two betas 0.261 which is less than 1. 

It means that the difference is quite significant however it also highlights the fact that perceived 

reliability & responsiveness  is play insignificant mediating role between ease of use in 

determining the customer satisfaction towards using mobile payment application when 

education as a moderator. Therefore, H.69.1 is rejected. 
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H.65.2: Hedonic motivation plays a significant mediating role between perceived benefits  in 

determining the performance expectancy towards mobile payment application when family 

income is a moderator. 

The relationship where hedonic motivation plays a mediating role between perceived benefits 

leading to performance expectancy depicts that in case of customer with upper-middle family 

income the beta is 0.105 which is marginally higher than customer with lower-middle family 

income which is 0.099 and p value of difference of two betas 0.834 which is less than 1. It 

means that the difference is quite insignificant however it also highlights the fact that hedonic 

motivation is play significant mediating role between perceived benefits in determining the 

performance expectancy towards using mobile payment application when education as a 

moderator. Therefore, H.65.2 is rejected. 

 

H.71.2: Hedonic motivation plays a significant mediating role between social influences in 

determining the performance expectancy towards mobile payment application when family 

income is a moderator. 

The relationship where hedonic motivation plays a mediating role between social influences 

leading to performance expectancy depicts that in case of customer with upper-middle family 

income the beta is 0.096 which is marginally higher than customer with lower-middle family 

income which is 0.065 and p value of difference of two betas 0.275 which is less than 1. It 

means that the difference is quite insignificant however it also highlights the fact that hedonic 

motivation is play significant mediating role between social influence in determining the 

performance expectancy towards using mobile payment application when education as a 

moderator. Therefore, H.71.2 is rejected. 

 

4.8.4 Multi Group Analysis 

This study discusses the value of multigroup analysis and its many applications, such as 

research interests in cross-cultural or gender disparities. Multigroup analysis using partial 

least squares structural equations modelling, which analyses a single structural connection 

at a time, is a good approach to compare multigroup moderation to standard moderation 
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over several relationships. A example dataset is used to give step-by-step instructions and 

suggestions for utilising SmartPLS 3.0. 

 

The MICOM technique, which provides an extra degree of precision to the measuring 

properties of the constructions, is included in the instructions. To assist users understand 

how to apply multigroup analysis to their own dataset, examples of both good and negative 

outcomes, as well as suggested solutions to issues, are presented. Researchers can use 

multigroup analysis to identify variations in subsamples within the entire population that 

aren't visible when viewed as a whole. Researchers that can do multigroup analysis have a 

far better chance of detecting significant and relevant variations in various connections 

between group-specific data. 

 

The researcher utilised multi group analysis for generation X, Y, and Z, as well as persons 

from low, middle, and high income groups, in this study. The bootstrapping findings, as 

well as their interpretation, are listed below. 

4.8.4.1 Generation X, Y and Z 

Table 4.21 - Generation X, Y and Z Hypothesis 

 Gen. X 

Path 

Coeff. 

Original 

t-

value 

p-

value 

Gen. Y 

Path 

Coeff. 

Original 

t-

value 

p-

value 

Gen. Z 

Path 

Coeff. 

Original 

t-

value 

p-

value 

BANK-IMAGE -

> PERCEIVED-

TRUST 

0.127 1.539 0.124 0.127 2.168 0.030 0.410 7.014 0.000 

EASE-OF-USE -

> PERCEIVED-

USEFULNESS 

0.258 3.989 0.000 0.164 3.282 0.001 -0.020 0.403 0.687 

HEDONIC-

MOTIVATION -

> PER-EXP 

0.204 3.367 0.001 0.463 9.528 0.000 0.435 9.249 0.000 

MOBILE-

ATOMOS -> 

PERCEIVED-

0.404 6.875 0.000 0.264 5.673 0.000 0.386 7.489 0.000 
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USEFULNESS 

PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.251 4.351 0.000 0.177 4.671 0.000 0.125 2.581 0.010 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION 

0.260 4.253 0.000 0.336 6.321 0.000 0.252 4.875 0.000 

PERCEIVED-

RISK -> 

PERCEIVED-

TRUST 

-0.390 5.345 0.000 -0.482 7.878 0.000 -0.386 7.235 0.000 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.246 3.723 0.000 0.552 8.639 0.000 0.523 9.450 0.000 

PERCEIVED-

USEFULNESS -

> CUSTOMER-

SATISFACTION 

0.513 6.643 0.000 0.321 5.201 0.000 0.364 7.482 0.000 

RELIABILTY-

RESPONSIVE -

> PERCEIVED-

USEFULNESS 

0.229 3.741 0.000 0.434 7.895 0.000 0.408 7.797 0.000 

SECURITY -> 

PERCEIVED-

TRUST 

0.301 3.469 0.001 0.266 4.481 0.000 0.136 2.873 0.004 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION 

0.266 4.403 0.000 0.080 1.332 0.183 0.260 5.135 0.000 

 

Here the researcher has performed multi group analysis for generation X, Y and Z where generation 

X includes people of age more than 40 years, generation Y includes people from 25 to 40 years and 

generation Z comprises of people from 16 to 25 years. 
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H72: There is a significant difference amongst Gen X, Y and Z with respect to significant influence of 

image of bank to perceived trust. 

The relationship between image of bank leading to perceived trust depicts that in case of Gen. X the 

beta is 0.127, for Gen. Y beta is 0.127 whereas in case of Gen. Z the beta is 0.410 where it can be 

seen that Gen. Z beta is highest followed by Gen. Y and Gen. X being lowest and t-value and p value 

of Gen. X, Y and Zare 1.539, 2.168, 7.014 as well as 0.124, 0.030 and 0.000 respectively which is 

less than 1. It means that the difference is quite insignificant however it also highlights the fact that in 

case of Gen. Z, perceived trust towards using mobile payment application is more influenced by the 

image of the bank followed by Gen. Y and least in case of Gen. X. Therefore, H.72 is rejected. 

 

 H73:  There is a significant difference amongst Gen X, Y and Z with respect to significant influence 

of ease of use to perceived usefulness. 

The relationship between ease of use leading to perceived usefulness depicts that in case of Gen. X 

the beta is 0.258, for Gen. Y beta is 0.164 whereas in case of Gen. Z the beta is 0.020 where it can be 

seen that Gen. X beta is highest followed by Gen. Y and Gen.Z being lowest and t-value and p value 

of Gen. X, Y and Z are 3.989,3.282,0.403 as well as 0.000,0.001,0.687 respectively which is less than 

1. It means that the difference is quite insignificant however it also highlights the fact that in case of 

Gen. X, perceived usefulness towards using mobile payment application is more influenced by the 

ease of use followed by Gen. Y and least in case of Gen. Z. Therefore, H.73 is rejected.   

H74:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of hedonic motivation to performance expectancy. 

The relationship between hedonic motivation leading to performance expectancy depicts that in case 

of Gen. X the beta is 0.204, for Gen. Y beta is 0.463 whereas in case of Gen. Z the beta is 0.435 

where it can be seen that Gen. Y beta is highest followed by Gen. Z and Gen.Z being lowest and t-

value and p value of Gen. X, Y and Z are 3.367, 9.528, 9.249 as well as 0.001, 0.000, 0.000 

respectively which is less than 1. It means that the difference is quite significant however it also 

highlights the fact that in case of Gen. Y, performance expectancy towards using mobile payment 

application is more influenced by hedonic motivation followed by Gen. Z and least in case of Gen. X. 

Therefore, H.74 is accepted.   
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H75:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of mobile atmosphere to perceived usefulness. 

The relationship between mobile atmosphere leading to perceived usefulness depicts that in case of 

Gen. X the beta is 0.404, for Gen. Y beta is 0.264 whereas in case of Gen. Z the beta is 0.386 where it 

can be seen that Gen. X beta is highest followed by Gen. Z and Gen.Y being lowest and t-value and p 

value of Gen. X, Y and Z are 6.875,5.673,7.489 as well as 0.000, 0.000, 0.000 respectively which is 

less than 1. It means that the difference is quite significant however it also highlights the fact that in 

case of Gen.X perceived usefulness towards using mobile payment application is more influenced by 

mobile atmosphere followed by Gen. Z and least in case of Gen. Y. Therefore, H.75 is accepted.   

 

H76:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of performance expectancy to customer satisfaction. 

The relationship between performance expectancy leading to customer satisfaction depicts that in case 

of Gen. X the beta is 0.251, for Gen. Y beta is 0.177 whereas in case of Gen. Z the beta is 0.125 

where it can be seen that Gen. X beta is highest followed by Gen. Y and Gen.Z being lowest and t-

value and p value of Gen. X, Y and Z are 4.351.4.671,2.581 as well as 0.000, 0.000, 0.010 

respectively which is less than 1. It means that the difference is quite significant however it also 

highlights the fact that in case of Gen.X customer satisfaction towards using mobile payment 

application is more influenced by performance expectancy followed by Gen. Y and least in case of 

Gen. Z. Therefore, H.76 is accepted.   

 

H77:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of performance benefits to hedonic motivation. 

The relationship between performance benefits leading to hedonic motivation depicts that in case of 

Gen. X the beta is 0.260, for Gen. Y beta is 0.336 whereas in case of Gen. Z the beta is 0.252 where it 

can be seen that Gen. Y beta is highest followed by Gen. X and Gen.Z being lowest and t-value and p 

value of Gen. X, Y and Z are 4.253, 6.321, 4.875 as well as 0.000, 0.000, 0.000 respectively which is 

less than 1. It means that the difference is quite significant however it also highlights the fact that in 

case of Gen.Y hedonic motivation towards using mobile payment application is more influenced by 

performance benefits followed by Gen. X and least in case of Gen. Z. Therefore, H.77 is accepted.  
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H78:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived risk to perceived trust. 

The relationship between perceived risk leading to perceived trust depicts that in case of Gen. X the 

beta is 0.390, for Gen. Y beta is 0.482 whereas in case of Gen. Z the beta is 0.386 where it can be 

seen that Gen. Y beta is highest followed by Gen. X and Gen.Z being lowest and t-value and p value 

of Gen. X, Y and Z are 5.345, 7.878, 7.235 as well as 0.000, 0.000, 0.000 respectively which is less 

than 1. It means that the difference is quite significant however it also highlights the fact that in case 

of Gen.Y perceived trust towards using mobile payment application is more influenced by perceived 

risk followed by Gen. X and least in case of Gen. Z. Therefore, H.78 is accepted.   

 

H79:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived trust to customer satisfaction. 

The relationship between perceived trust leading to customer satisfaction depicts that in case of Gen. 

X the beta is 0.246, for Gen. Y beta is 0.552 whereas in case of Gen. Z the beta is 0.523 where it can 

be seen that Gen. Y beta is highest followed by Gen. Z and Gen.X being lowest and t-value and p 

value of Gen. X, Y and Z are 3.723,8.639,9.450 as well as 0.000, 0.000, 0.000 respectively which is 

less than 1. It means that the difference is quite significant however it also highlights the fact that in 

case of Gen.Y customer satisfaction towards using mobile payment application is more influenced by 

perceived trust followed by Gen. Z and least in case of Gen. X. Therefore, H.79 is accepted.   

 

H80:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived usefulness to customer satisfaction. 

The relationship between perceived usefulness leading to customer satisfaction depicts that in case of 

Gen. X the beta is 0.513, for Gen. Y beta is 0.321 whereas in case of Gen. Z the beta is 0.364 where it 

can be seen that Gen. X beta is highest followed by Gen. Z and Gen.Y being lowest and t-value and p 

value of Gen. X, Y and Z are 6.643,5.201,7.482 as well as 0.000, 0.000, 0.000 respectively which is 

less than 1. It means that the difference is quite significant however it also highlights the fact that in 

case of Gen.X customer satisfaction towards using mobile payment application is more influenced by 

perceived usefulness followed by Gen. Z and least in case of Gen. Y. Therefore, H.80 is accepted.   
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H81:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived reliability & responsive to perceived usefulness. 

The relationship between perceived reliability & responsive leading to perceived usefulness depicts 

that in case of Gen. X the beta is 0.229, for Gen. Y beta is 0.434 whereas in case of Gen. Z the beta is 

0.408 where it can be seen that Gen. Y beta is highest followed by Gen. Z and Gen.X being lowest 

and t-value and p value of Gen. X, Y and Z are 3.741,7.895,7.797  as well as 0.000, 0.000, 0.000 

respectively which is less than 1. It means that the difference is quite significant however it also 

highlights the fact that in case of Gen.Y perceived usefulness towards using mobile payment 

application is more influenced by perceived reliability & responsive followed by Gen. Z and least in 

case of Gen. X. Therefore, H.81 is accepted.   

 

H82:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of perceived security to perceived trust. 

The relationship between perceived security leading to perceived trust depicts that in case of 

Gen. X the beta is 0.301, for Gen. Y beta is 0.266 whereas in case of Gen. Z the beta is 0.166 

where it can be seen that Gen. X beta is highest followed by Gen. Y and Gen.Z being lowest and 

t-value and p value of Gen. X, Y and Z are 3.469, 4.481, 2.873 as well as 0.001, 0.000, 0.004 

respectively which is less than 1. It means that the difference is quite significant however it also 

highlights the fact that in case of Gen.X perceived trust towards using mobile payment 

application is more influenced by perceived security followed by Gen. Y and least in case of 

Gen. Z. Therefore, H.82 is accepted. 

H83:  There is a significant difference amongst Gen X, Y and Z with respect to significant 

influence of hedonic motivation to social influence. 

The relationship between social influence leading to hedonic motivation depicts that in case of 

Gen. X the beta is 0.266, for Gen. Y beta is 0.080 whereas in case of Gen. Z the beta is 0.260 

where it can be seen that Gen. X beta is highest followed by Gen. Z and Gen.Y being lowest and 

t-value and p value of Gen. X, Y and Z are 4.403, 1.332, 5.135 as well as 0.000, 0.183, 0.000 

respectively which is less than 1. It means that the difference is quite insignificant however it 

also highlights the fact that in case of Gen.X hedonic motivation towards using mobile payment 

application is more influenced by social influence followed by Gen. Z and least in case of Gen. 

Y. Therefore, H.83 is rejected. 
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4.8.4.2 Generation X, Y and Z Mediation 

Table 4.22 - Generation X, Y and Z Mediation Hypothesis 

 Gen. X 

Path 

Coeff. 

Original 

t-value p-

value 

Gen. Y 

Path 

Coeff. 

Original 

t-value p-value Gen. Z 

Path 

Coeff. 

Original 

t-value p-value 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -

> PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.013 2.080 0.038 0.027 3.291 0.001 0.014 2.123 0.034 

HEDONIC-

MOTIVATION -

> PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.051 2.433 0.015 0.082 4.029 0.000 0.054 2.465 0.014 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -

> PER-EXP -> 

CUSTOMER-

SATISFACTION 

0.014 2.028 0.043 0.007 1.205 0.228 0.014 2.224 0.026 

BANK-IMAGE -

> PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.031 1.373 0.170 0.070 2.147 0.032 0.215 5.588 0.000 

PERCEIVED-

RISK -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

-0.096 3.037 0.002 -0.266 5.893 0.000 -0.202 6.070 0.000 
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SECURITY -> 

PERCEIVED-

TRUST -> 

CUSTOMER-

SATISFACTION 

0.074 2.519 0.012 0.147 3.932 0.000 0.071 2.687 0.007 

EASE-OF-USE -

> PERCEIVED-

USEFULNESS -

> CUSTOMER-

SATISFACTION 

0.132 3.040 0.002 0.053 2.352 0.019 -0.007 0.403 0.687 

MOBILE-

ATOMOS -> 

PERCEIVED-

USEFULNESS -

> CUSTOMER-

SATISFACTION 

0.207 4.609 0.000 0.085 3.705 0.000 0.141 5.140 0.000 

RELIABILTY-

RESPONSIVE -

> PERCEIVED-

USEFULNESS -

> CUSTOMER-

SATISFACTION 

0.117 3.214 0.001 0.139 4.661 0.000 0.149 5.690 0.000 

PERCEIVED-

BENIFITS -> 

HEDONIC-

MOTIVATION -

> PER-EXP 

0.053 2.730 0.006 0.156 5.351 0.000 0.110 4.318 0.000 

SOCIAL-

INFLUENCE -> 

HEDONIC-

MOTIVATION -

> PER-EXP 

0.054 2.585 0.010 0.037 1.294 0.196 0.113 4.627 0.000 

 

Age as a moderator under multi group analysis 

H.62.1: Perceived usefulness plays a significant mediating rolein Gen Y, followed by Z and least inX 

with respect to mobile atmosphere in determining customer Satisfaction towards mobile payment 

application. 
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The relationship where perceived usefulness plays a mediating role between mobile atmosphere 

leading to customer satisfaction depicts that in case of Gen. X the beta is 0.132, for Gen. Y beta is 

0.053 whereas in case of Gen. Z the beta is 0.007 where it can be seen that Gen. X beta is highest 

followed by Gen. Y and Gen. Z being lowest and t-value and p value of Gen. X, Y and Zare 

3.040,2.352,0.403 as well as 0.002,0.019,0.687 respectively which is less than 1. It means that the 

difference is quite insignificant however it also highlights the fact that in case of Gen. X, where 

perceived usefulness plays a mediating role between mobile atmospheres leading to customer 

satisfaction more influenced and is followed by Gen. Y and least in case of Gen. Z. Therefore, H.62.1 

is rejected. 
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CHAPTER 5 FINDINGS, IMPLICATIONS & 

CONCLUSION 

This chapter discusses the research's major findings as well as the research's justification. 

The chapter also serves as a roadmap for future study along withtheoretical and practical 

contribution, and the thesis' conclusion. 

 

5.1 Discussion of the Results: 

The main purpose of this study was to analyze the dimension of mobile banking and the 

level of satisfaction of customer. Previous studies mostly contributed regarding the direct 

effect of various variables on customer satisfaction while using mobile banking; however, 

the current study aims on direct relationship as well as the mediating effect of perceived 

usefulness, perceived trust and performance expectancy. Besides, new variables/factors 

called image of bank and Mobile Atmosphere are also introduced in the model for the first 

time. Further, the study also aimed on introducing four moderators and also performed 

multi group analysis on by using one moderator. The purpose was analyzing the 

moderating effect of gender- male and female, , marital status- married and unmarried, 

income- high middle and low middle, education- basic and special as well as multi group 

analysis of further one moderators age- generation X, Y and Z in determining customer 

satisfaction towards mobile banking services. 

Mediating Effect of perceived usefulness, performance expectancy and perceived trust: 

Further, it has been established that perceived reliability & responsive, mobile atmosphere and 

ease of use has a positive impact in determining the perceived usefulness towards the usage of 

mobile banking. In addition, it has been determined that perceived security and image of bank 

has positive impact whereas perceived risk has a negative impact in forming the perceived trust 

towards the usage of mobile banking. Apart from this, social influence and perceived benefits 

and hedonic motivation has positive impact in which performance expectancy has play 

mediating role between three sub variables and customer satisfaction. Hedonic motivation has 

positive impact on customer satisfaction through line of performance in determining the usage 

of mobile banking service. Hence the overall empirical analysis reported that perceived 
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usefulness, performance expectancy and perceived trust has a direct effect on level of customer 

satisfaction towards mobile banking.  

Where M= Male, F= Female, MA= Married, UN= Unmarried, LM= Low Middle income, 

HM= High Middle income, B= Basic education, S= Special education, Z= generation Z, 

Y=generation Y, X= generation X, Green font= significant, Black font= insignificant   

Moderating Effect of  Gender: 

The role of a categorical moderator called gender of male and female among the different 

studied construction is also tested and investigated by the present research. The further research 

showed that the approach of male is vital to determine their use in comparison with their 

counterparts, although it is equally important for both women and men to determine their desire 

to use a mobile banking service in the event of mobile atmosphere, image of bank, perceived 

security, hedonic motivation and performance expectancy regardless of gender. Due to their 

perceived benefits, perceived reliability & responsive, perceived trust and perceived ease of use 

females have greater impact than males, while defining their attitude. The study also found that 

the perceived usefulness is important for male compared to female when they build their 

efficacy, while the social influence is more important for male than their counterparts when 

determining their confidence which ultimately affects their intentions to use a mobile banking. 

The study further found that perceived trust is more important for female to determine 

expectation compare to male‘s attitude. In addition, perceived risk has been demonstrated to 

have an important negative influence as opposed to male on female's confidence.  

Moderating Effect of Marital Status: 

The role of the categorical moderator marital status- of married and unmarried is also taken 

into consideration for understanding its impact on various relationships. The study found 

that in case of unmarried r participants, the image of bank and perceived security play an 

important role in leading to their perceived trust and overall status of marriage  have a 

significant moderating impact to customer satisfaction against which male influence more 

in case of perceived risk compare to female in determine perceived trust. However, overall, 

perceived usefulness played a significant role in leading to customer satisfaction towards 

usage of mobile banking services. Further, the study found that in case of leading to 

perceived usefulness, unmarried people influence more regarding perceived ease of use 

and perceived reliability & responsive against married people while mobile atmosphere did 
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not influence unmarried people compared to married to analyse the level of satisfaction of 

customer. Married people influence more in case of performance benefits lading to 

performance expectancy which plays a significant moderating impact on customer 

satisfaction compare to unmarried while the social influence is more important for 

unmarried than their counterparts when determining their self-assurance which ultimately 

affects their intentions to use a mobile banking. However, overall, perceived usefulness, 

perceived trust and social influence played a significant role in leading to customer 

satisfaction towards usage intention of mobile banking. 

Moderating Effect of Income: 

The role of the categorical moderator income of low-middle and high-middle where low- 

middle is less than Rs 50,000 and high-middle is more than Rs 1, 00,000, is taken into 

consideration for understanding its impact on various relationships between factors. The 

study found that perceived usefulness have influenced more to people have  high-middle 

income in case of perceived ease of use and mobile atmosphere against  perceived 

reliability & responsive compare to low-middle income to determine customer satisfaction. 

Further, the study found that perceived trust have influenced more to people have  high-

middle income in case of image of bank and perceived security against  low-middle to 

determine customer satisfaction but in case of fear of  risk highly affected low-middle 

income people while using mobile banking to test the level of satisfaction. However, in 

case of low-middle income people, perceived reliability & responsive and perceived risk 

played a significant role in leading to customer satisfaction towards usage of mobile 

banking services. Social influence has affected  more to people have  high-middle income 

leading to performance expectancy which plays a significant moderating impact to 

customer satisfaction compare to low-middle income while performance benefits is more 

important for low-middle income people than high-middle income people.  

Moderating Effect of  Education: 

The role of the categorical moderator education of basic and special where basic is below 

graduation and special is above graduation level, taken into consideration for 

understanding its impact on various relationships of factors. The study found that 

perceived usefulness have influenced more in case of  basic education regarding  perceived 

reliability & responsive and mobile atmosphere against perceived ease of use compare to 

special education to determine customer satisfaction. However, in case of people have 
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perceived usefulness played a significant role in leading to customer satisfaction towards 

usage of mobile banking service. Further, the study found that perceived trust have 

influenced more in case of special education regarding perceived security and perceived 

risk against image of bank compare to basic education to determine customer satisfaction. 

On the other hand, in case of people have special education; perceived security played a 

significant role in leading to perceived trust towards usage of mobile banking service. 

Social influence and performance benefits  has affected  more to people have  basic 

education compare to special education, but in case of  performance expectancy which 

plays a significant moderating impact on customer satisfaction more to people who  have 

special education compare to basic education.  

Multi Group Analysis with Moderating Effect of Age: 

One of the exceptional contributions of current research is performing and analysing the 

moderator age- generation X, Y and Z multi group analysis and bringing out some 

insightful findings from the research where generation X includes people of age more than 

40 years, generation Y includes people from 25 to 40 years and generation Z comprises of 

people from 16 to 25 years, is taken into consideration for understanding its impact on 

various relationships. In case of perceived ease of use and mobile atmosphere leading to 

perceived usefulness as mediating role, the study found that generation X significantly 

influenced followed by generation Z whereas generation Z did not really cause any 

significant effect on customer satisfaction. Further, it was found that perceived reliability 

& responsive played a significantly influenced generation Y followed by generation Z and 

X. Further, perceived risk leading to perceived trust as mediating role, the study found that 

generation Y significantly influenced followed by generation Z and X and in case of 

perceived security generation X significantly influenced followed by generation Z and Y. 

Also found that in case of image of bank leading to trust generation Z significantly 

influenced followed by generation Y whereas generation X did not really cause any 

significant effect on customer satisfaction. Additional, performance benefits leading to 

performance expectancy as mediating role, the study found that generation Y significantly 

influenced followed by generation Z and X. Also the study found that in case of social 

influence leading to performance expectancy generation X significantly influenced 

followed by generation Z whereas generation Y did not really cause any significant effect 

on customer satisfaction. 
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Overall result: 

1. Perceived Ease of Use: 

Perceived ease of use refers to a person's belief that utilising a certain system would 

involve no physical or mental effort. (Soto Fuentes & V. A. Valderrama 2020)). From the 

above analysis, it has been discovered that unmarried females belonging to age group of 16 

to 25 years with above graduation level of education earning more than Rs 50,000 monthly 

income are more open to use the mobile banking service It will allow customers to access a 

variety of features and facilities in an easily comprehensible manner that will meet their 

varied demands with no effort on their part. 

2. : Mobile Atmosphere 

Customers' assumption that utilising innovation or new technologies would incur financial 

costs is referred to as perceived transaction cost. The cost of a mobile banking app may 

include the original purchase price, transaction fees, and subscription fees is said to be 

mobile atmosphere. From the above analysis, it has been discovered that Married males 

belonging to age group of 16 to 25 years with below graduation level of education earning 

more than Rs 50,000 monthly income are more open to use the mobile banking service It 

will allow customers to access a variety of features and facilities in an easily 

comprehensible manner that will meet their varied demands with no effort on their part. 

3. : Perceived Reliability & Responsive 

Explaining the words validity, reliability, and responsiveness, as well as being able to 

characterise these qualities for a specific measure is said to be perceived Reliability & 

Responsive (Venlatesh 2012). From the above analysis, it has been discovered that 

unmarried females belonging to age group of 25 to 40 years with below graduation level of 

education earning less than Rs 50,000 monthly income are more open to use the mobile 

banking service It will allow customers to access a variety of features and facilities in an 

easily comprehensible manner that will meet their varied demands with no effort on their 

part. 
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4. : Perceived usefulness 

It refers to a person's belief that utilizing a certain system would involve no physical or 

mental effort is said to be perceived ease of use (Soto Fuentes & V. A. Valderrama 2020). 

From the above analysis, it has been discovered that married males belonging to age group 

of 16 to 25 years with below graduation level of education earning more than Rs 50,000 

monthly income are more open to use the mobile banking service It will allow customers 

to access a variety of features and facilities in an easily comprehensible manner that will 

meet their varied demands with no effort on their part. 

5. : Image of Bank 

Bank image relates to its reputation in the marketplace, which impacts customers' decisions 

to utilise its goods and services are said to be image of bank. From the above analysis, it 

has been discovered that unmarried males belonging to age group of more than 40 years 

with below graduation level of education earning more than Rs 50,000 monthly income are 

more open to use the mobile banking service It will allow customers to access a variety of 

features and facilities in an easily comprehensible manner that will meet their varied 

demands with no effort on their part. 

6. : Perceived Risk 

The subjective belief that one must incur a loss in order to obtain a desirable result is said 

to be perceived risk (Alonso Dos Santos 2020). From the above analysis, it has been 

discovered that married females belonging to age group of 25 to 40 years with above 

graduation level of education earning less than Rs 50,000 monthly income are more open 

to use the mobile banking service It will allow customers to access a variety of features and 

facilities in an easily comprehensible manner that will meet their varied demands with no 

effort on their part. 

7. : Perceived Security 

The degree to which a customer trusts the security of a certain mobile payment option is 

said to be perceived security (Venlatesh and Devis 2000). From the above analysis, it has 

been discovered that unmarried males belonging to age group of 16 to 25 years with above 

graduation level of education earning more than Rs 50,000 monthly income are more open 

to use the mobile banking service It will allow customers to access a variety of features and 
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facilities in an easily comprehensible manner that will meet their varied demands with no 

effort on their part. 

8. : Perceived Trust 

The belief that vendors would carry out specific activities in relation to the customer 

expectations is said to be perceived trust (Alonso Dos Santos 2020). From the above 

analysis, it has been discovered that unmarried females belonging to age group of 25 to 40 

years with above graduation level of education earning more than Rs 50,000 monthly 

income are more open to use the mobile banking service It will allow customers to access a 

variety of features and facilities in an easily comprehensible manner that will meet their 

varied demands with no effort on their part. 

9. : Performance Benefits 

It is the degree to which customers believe a technology is simple to use. As a result, we 

define effort expectation in this study as the degree to which customers consider mobile 

banking apps to be simple to use is said to be performance benefits (Nripendra P. Rana 

2019). From the above analysis, it has been discovered that married females belonging to 

age group of more than 40 years with below graduation level of education earning less than 

Rs 50,000 monthly income are more open to use the mobile banking service It will allow 

customers to access a variety of features and facilities in an easily comprehensible manner 

that will meet their varied demands with no effort on their part. 

10. : Social Influence  

The amount to which a person feels it is critical that he or she use the new system, as 

determined by others is said to be social influence (Abdullah M. Baabdullah 2019). From 

the above analysis, it has been discovered that unmarried males belonging to age group of 

16 to 25 years with below graduation level of education earning more than Rs 50,000 

monthly income are more open to use the mobile banking service It will allow customers 

to access a variety of features and facilities in an easily comprehensible manner that will 

meet their varied demands with no effort on their part. 

11. : Hedonic Motivation 

It refers to the joy derived by utilising a new technology is said to be hedonic motivation 

(Hatice Kizgin 2019). From the above analysis, it has been discovered that married males 
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belonging to age group of 25 to 40 years with above graduation level of education earning 

more than Rs 50,000 monthly income are more open to use the mobile banking service It 

will allow customers to access a variety of features and facilities in an easily 

comprehensible manner that will meet their varied demands with no effort on their part. 

12. : Performance Expectancy  

It assesses how well a new technology aids people in obtaining what they want in a more 

helpful and convenient manner is said to be performance expectancy (Nripendra P. Rana 

2019). From the above analysis, it has been discovered that unmarried males belonging to 

age group of 16 to 25 years with above graduation level of education earning more than Rs 

50,000 monthly income are more open to use the mobile banking service It will allow 

customers to access a variety of features and facilities in an easily comprehensible manner 

that will meet their varied demands with no effort on their part. 

 

5.2 Theoretical Contribution: 

 

This is a single attempt by researchers to build a study model for customer satisfaction with the 

use of mobile banking in Gujarat. This research will help to better clutch the notion of 

interrelationships between perceived trust, perceived usefulness, performance expectancy, and 

other aspects that, directly or indirectly, contribute to increased customer satisfaction when 

using a mobile banking app in Gujarat.  The study is nearing the start of separating the 

constructs - perceived trust, perceived usefulness, and mobile banking application performance 

expectancy. The increased use of mobile banking services—following the Pandemic of 2019,—

increases the need of researching these characteristics and their relationships with mobile 

banking apps. 

 

To begin, the factors that influence the adoption of mobile banking and their impact on 

customer satisfaction among mobile banking users were investigated. The research 

contributes by confirming the causal relationships between service offered by bank and 

satisfaction, satisfaction and mediating variable i.e. Perceived trust, perceived usefulness, 

performance expectancy  as well as the relationship that motivated this study, namely 

among other factors like  Perceived Ease of use , Mobile Atmosphere, Perceived 
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Reliability &  Responsive, Image of Bank , Perceived Security, Perceived Risk, 

Performance Benefits, Social Influence and Hedonic Motivation . As a result, the 

examination's validation of a substantial link among numerous elements for this new 

market of information and communication technology (ICT), which includes mobile 

banking apps. Perceived trust, perceived usefulness, and performance expectancy are all 

intriguing findings in the financial literature since they are innovative and beneficial for 

developing a new research perspective. 

 

Second, few have attempted to understand individual impact of variables like Perceived Ease of 

use , Mobile Atmosphere, Perceived Reliability &  Responsive, Image of Bank , Perceived 

Security, Perceived Risk, Performance Benefits, Social Influence and Hedonic Motivation 

leading to perceived usefulness, perceived trust and performance expectancy respectively as 

mediator and further provides a new perspective on the potential moderating mechanism  as 

well multi group analysis of various categorical moderators like gender- male and female, , 

marital status- married and unmarried, income- high middle and low middle, education- basic 

and special as well as multi group analysis of further moderators age- generation X, Y and Z  in 

determining their level of customer satisfaction towards usage of mobile banking service in 

order to test their effect on relationship between various factors. It represents the unique attempt 

to study the customer satisfaction along with mediating effects of perceived usefulness, 

performance expectancy and perceived trust and in addition to those various moderators as well. 

As a result, this study offers some fine-grained insights into how a user's trust and attitude are 

created as a function of numerous characteristics, with an emphasis on the moderating effects of 

gender, marital status, income, education, and age. 

 

Third, a model for the study was presented, incorporating the connections among elements that 

explain mobile banking customers' trust and happiness. To construct the model, the most widely 

accepted models in the literature were examined. It's essential to note that this model presents a 

novel link between perceived trust, perceived usefulness, and mobile banking performance 

expectancy, whereas previous studies have only looked at the intention to use. Apart from that, 

the current study has also included and established that perceived usefulness plays a direct role 

in determining their level of satisfaction towards usage of mobile banking service. Few studies 

have attempted to derive relationships between factors, but none of the previous structural 

models has applied all of the constructs with categorical moderators of gender-male and female, 
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marital status-married and unmarried, income-high middle and low middle, education-basic and 

special, as well as multi group analysis of further moderators age-generation X, Y, and Z as 

moderating variables together in the previous structural model. 

 

Fourth, certain conceptions are not relevant, according to research on the factors that 

influence the use of mobile banking. Because the focus of this study was on mobile 

banking, rather than previous research that has primarily focused on determining the 

components that influence the desire to use mobile banking, these developed constructs 

include perceived usefulness, perceived trust, and performance expectancy ( Kazi& 

Mannan, 2013;Ramdhony&Munien, 2013). As a result, it's worth noting that, when 

examining the foundations of the use of a new technology like mobile banking, these 

previously discussed aspects don't have to be taken into account because the consequences 

may be similar, as explained in the paper's conclusion. 

 

Fifth, the measuring equipment was designed based on existing research, and its reliability 

and validity were tested. It will be available for future study purposes. Finally, it is critical 

to highlight the use of innovative data gathering methods in contemporary research. An 

overview was conducted for this article using social networks since this medium is widely 

available to the public and users frequently interact via mobile phones, allowing access to 

their replies. 

 

 Adoption of Smart-PLS 

 

Smart PLS 3.0 and Structural Equation Modelling based on partial lower squares were 

used to analyse the data (PLS-SEM). In this investigation, the PLS-SEM method based on 

variance was used (Hair et al., 2017). PLS-SEM is a good way to propose a novel 

theoretical model that hasn't been proven in tests yet. The decision to use PLS-SEM based 

on variance was also influenced by the fact that both reflecting and formative relationships 

may be studied using the same model (Hair et al., 2011; Henseler et al., 2009). Smart PLS 

3.0 and the Partial Least Squares-based Structural Equation Modeling (PLS-SEM) 

technologies were used to analyse the data. In this study, the PLS-SEM technique based on 

variance is used (Hair et al., 2017). PLS-SEM is a good approach for generating a new 

theoretical model that hasn't been verified empirically yet. The ability to investigate both 
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reflecting and formative interactions in the same model influenced the decision to use PLS-

DEM based on variance (Hair et al., 2011; Henseler et al., 2009). 

 

5.3 Practical Contribution: 

 Banks: 

This study model is beneficial for all banks that provide mobile banking services, including 

private, public, and international banks, and it is a valuable and vital input for their future plans. 

The findings of this study can be used by Indian decision-makers to improve the degree of 

satisfaction with mobile banking among Indian customers. This is accomplished by altering the 

study model's optional variables, which have been shown to have a substantial impact on 

perceived usefulness, perceived trust, and expected performance among Indian mobile banking 

customers. As a result, financial institutions and decision-makers should consider the roles of 

perceived ease of use, mobile atmosphere, and perceived responsiveness, image of bank, 

perceived security, perceived risk, performance benefits, social influence, and hedonic 

motivation from the research model in increasing the level of satisfaction with mobile banking 

adoption. 

 

It would also assist strategy makers in framing strategies to improve the effectiveness of 

perceived ease of use, mobile atmosphere, and Perceived Reliability & Responsive with respect 

to perceived usefulness; while on the other hand, it can effectively build perceived trust of 

customers with respect to Image of Bank, Perceived Security, and Perceived Risk, ultimately 

enhancing satisfaction. Furthermore, this research can help financial institutions, banks, and 

decision-makers develop ways to improve performance expectation in terms of Performance 

Benefits, Social Influence, and Hedonic Motivation, all of which boost customer satisfaction 

with mobile banking apps. This research is also relevant for future studies aimed at determining 

the extent to which customers are satisfied with; perceive usefulness, perceived trust, and 

performance expectancy through mobile banking applications. 

 

Banks and financial institutions should focus on increasing the level of quality of their systems 

such as perceived ease of use, mobile atmosphere, perceived reliability and responsiveness, 

image of bank, perceived security, perceived risk, performance benefits, social influence, and 
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hedonic 

motivation.It would also assist bank strategy makers in framing initiatives to boost customers' s

atisfaction towrdas  mobile banking services. It is proposed that bank concentrate on building us

erfriendly and accessible technical features in apps so that laymen can use them without difficul

ty, with a particular focus on unmarried students with medium to low budgets. 

Furthermore, banks should improve service quality by maintaining a constant focus on 

increasing their entire support for mobile banking customers at all times, at all points, and in all 

circumstances. For example, in the event of security and risk, the bank may send an SMS 

informing the user that he or she has made a lot of payments in one day, and that the user must 

confirm to the bank that he or she is the person who made the banking transactions. 

Furthermore, users of mobile banking can request that their accounts' mobile banking services 

be deactivated if they feel their phones have been stolen or misplaced. Further, the bank should 

focus on establish a good image in the market in order to develop positive approach of public 

towards their products and services which is in our case the mobile application. The mobile 

banking application developer should also focus on building intuitive and logical technological 

features in applications so that even the most inexperienced user can utilise them without 

difficulty. 

 

 Government: 

It will also assist the government in formulating strategies and developing effective 

legislation in the context of mobile payment applications, allowing them to construct 

company-friendly laws while taking into account the dangers involved and ensuring the 

security of customer cash. Furthermore, with demonetization and the current epidemic, it 

will aid the government in increasing people' willingness to utilise mobile wallet 

applications. The government has already created the BHIM application to encourage this.  

According to the current study, customers from generation Y are more impacted by 

perceived risk than those from generation Z and generation X. As a result, the government 

may establish all appropriate full-proof regulations to control the risk, holding companies 

accountable in the event of any infractions. People's faith in mobile payment applications 

from various firms will greatly improve as a result of this.  
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Furthermore, the government can assist customers, particularly Generation X, in improving 

overall security in online transactions by requiring high-security fail-safe online 

mechanisms from mobile payment app companies and acting as a regulatory mediator, 

similar to banks, for safe and secure fund handling. The government has already taken this 

step by establishing Paytm's first payment bank. As a result, the current study will assist 

the government in implementing Prime Minister of India ambition of a cashless payment 

system in India in a secure, timely, and effective manner. 

 

5.4 Conclusion: 

As stated at the outset, the purpose of this study was to categorise the key elements that 

may influence the use of mobile banking applications in India. This is in addition to 

looking at how adopting a mobile banking financial system may help banks improve 

customer satisfaction. As a result, this study recognises the importance of developing a 

robust and far-reaching model that addresses the basic concerns of mobile banking 

acceptance. An empirical study was done utilising a self-administrative questionnaire that 

was distributed to a convenience sample of Indian banking customers in the four major 

cities in Gujarat (Ahmadabad, Vadodara, Surat, and Rajkot) to examine the research 

methodology.  

 

 In this study, researcher tested various direct relationships together with moderating effectand 

determined their effects on customer satisfaction of mobile banking services. The structural 

model and path analysis help us to understand and analyse effects among various variables like 

Perceived ease of use , Mobile Atmosphere, Perceived Reliability &  Responsive, Image of 

Bank , Perceived Security, Perceived Risk, Performance Benefits, Social Influence and Hedonic 

Motivation leading to perceived usefulness, perceived trust and performance expectancy as well 

as numerous categorical moderators, gender-male and female, marital status- married and 

unmarried, income- high middle and low middle, education- basic and special as well as multi 

group analysis of further moderators age- generation X, Y and Z. 

 

In addition, researcher has used bootstrapping (5000 size) to test the significance of these 

relationships. In this study, researcher observed the positive impact of factors- Mobile 
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Atmosphere, Perceived usefulness, Image of Bank , Perceived Security, Social Influence, 

Hedonic Motivation and performance expectancy significant effect of categorical moderator of 

gender i.e. male where as Perceived ease of use, Perceived Reliability &  Responsive, Image of 

Bank , Perceived Security, Perceived trust, Social Influence and Performance Expectancy 

significant effect of categorical moderator of marital status i.e. unmarried. Next was basic 

education affecting more significantly to Mobile Atmosphere, Perceived Reliability & 

Responsive, Perceived usefulness, Image of Bank, Social Influence and performance 

expectancy where as Perceived Reliability & Responsive, Perceived Risk and Performance 

Benefits less influenced in case of people have low-middle income to determine customer 

satisfaction of mobile banking services.In addition to that all the generations X, Y and Z 

affecting all the relationships in various orders in leading to customer satisfaction of mobile 

banking services.Results of the research have also found to be significant and supportive to the 

previous connected contributions. 

 

Furthermore, perceived usefulness, perceived trust, and performance expectancy, as well as 

other mobile environment factors such as perceived reliability and responsiveness, 

perceived ease of use, perceived risk, perceived security, bank image, performance 

benefits, hedonic motivation, and social influence, are all thought to have a significant 

impact on mobile banking application adoption. Finally, all the use of mobile banking and 

customer happiness were found to play a significant impact in predicting customer trust. 

Perceived usefulness and perceived trust play a moderating influence on customer 

behaviour, according to Kuyur Kumar, M. Nayak, Viral Bhatt, and Jigar Nagvadia (2021). 

The lack of interpersonal communication and the replacement of human-to-human 

interaction with human-to-machine interaction have significant implications for the factors 

to examine when evaluating mobile banking service quality for customer satisfaction. 

 

For banks to grow new business sectors and flourish in violent and serious e-banking 

circumstances, achieving client satisfactions associated with mobile banking is critical. 

Perceived enjoyment, or hedonic motivation, has a major influence in repurchase intention 

marketers' attitudes regarding online buying sites, according to a study by Jigar Nagvadia 

and Viral Bhatt (2020). Customer security and data privacy would be protected and 

uncompromised if the mobile banking application provided a high degree of service 

quality. This will result in increased customer satisfaction and mobile banking usage. 
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5.5 Future Scope and Limitation of the Research: 

The study in this article has a fundamental drawback in that it is limited to customer satisfaction 

with mobile app uptake in Gujarat's main cities. In this case, the researcher used cross-sectional 

data gathering methods, which do not allow for examination of online user evaluations. Gujarat 

is a distinct state, with distinct characteristics such as Saurashtra Gujarat, south Gujarat, north 

Gujarat, and central Gujarat. The researcher also suggests that new elements be remembered for 

potential future inquiry and that the original model be reinforced. This study's next idea is to 

include geographic and psychological variables as categorical moderators as well. 

 

Furthermore, in future research, negative aspects that have a negative influence on customer 

satisfaction should be recalled for focus in order to understand what to avoid when planning. 

Findings from such a research would provide insight into internet users' goals and the factors 

that influence them in a positive or negative way, resulting in a vital commitment to the area 

of study. Furthermore, the limitations of this study are that it only examines factors that have 

a positive impact on customer satisfaction; however, research on unfavourable variables or 

factors that affect customer satisfaction should be possible in the future, as this will aid in the 

growth of mobile banking in the financial market. Furthermore, research should be 

conducted and developed a new model to assist banks and financial institutions with 

technology and to make financial transactions easier for clients. 

 

Future study might look at the effects of several categorical moderators such as age, family 

size, income, generation x, y, and z, as well as high and low innovativeness in different 

Indian states. The hypothesis may be investigated to see if they play a role in determining the 

use intentions of different mobile wallet app users in different states. Future study into the 

impact of customer happiness on mobile app selection should be achievable. More study may 

be aimed at boosting the obvious benefits to purchasers with the help of commercials and 

how it can aid in improving the selection of mobile applications. 

 

Each study has limits, and it is critical to understand these constraints before moving on to 

assumptions about the findings. While doing this investigation, the researcher is looking 
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into a few difficulties. The following are some of the constraints that the researcher 

considered when performing this study: 

 

 Getting access to the data is one of the most important aspects of the study. 

Articles, e-journals, and other e-resources have made it more easier to obtain and 

collect secondary data thanks to the Internet. Obtaining actual access or entry 

(Gummesson 2000) to acquire primary data, on the other hand, might be difficult in 

any scenario. Because of a lack of time and resources, respondents may not be able 

to participate in the study. The Researcher, on the other hand, has made contact 

with the respondents in order to minimise operational constraints. 

 

 The sample size is usually insufficient to address Gujarat's bigger population. As a 

result, the findings of this study are insufficient to make significant 

recommendations. 

 

 One of the primary issues while doing research is the ethical challenge. Morals, 

according to Cooper and Schindler (2008, p. 34), are "standards or norms of 

conduct that control moral decisions  that regulate moral judgments about our 

behaviour and our relationships with others." The Researcher has ensured that the 

research design is both methodologically and ethically sound for the respondents 

involved in this study. The respondents were given advance notice of the purpose 

of the test, which provided anonymity and privacy when it came to the proper 

replies. 

 

 

 There is also a time restriction to the research; the researcher must deliver the 

research project before the deadline. While researching the mobile banking 

software, the researcher came across a number of additional interesting and testable 

concepts. Due to a lack of time, the Researcher has concentrated solely on the 

relevant literature that contributes to the research subject. The researcher analysed 

and examined factors/attributes from previous literature on mobile banking 

application service quality. 
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 However, extra qualitative research methods (focus groups) may have aided this 

study even more. All in all, it may lead to the assurance of other important factors 

that may encourage clients to use mobile banking for financial transactions. In any 

event, the Researcher has thoroughly investigated and referenced all relevant data 

currently available. In addition, additional relevant and fascinating suggestions for 

further investigation are suggested. Future study may be conducted on a larger 

scale, taking into account gender, disposable income, and product categories. 

 

 

 Despite the fact that the quantitative approach to methodology has produced the 

best results for accomplishing the research objectives, it may also have an impact 

on the study's outcomes. The data was collected from the respondents using a 

survey approach. This approach isn't totally reliable because there is no in-depth 

interview to uncover the respondent's underlying motivation, and as a result, the 

respondents can manipulate facts such as age, gender, and so on. 

 

 Furthermore, a substantial percentage of responders had a connection to or targeted 

the urban population. As a result, the rural sector, which accounts for the majority 

of Gujarat's population, has gone unnoticed. If the study is conducted on a bigger 

scale, the results may indicate contrast. As a result, the findings of this study may 

not be applicable to Gujarat as a whole. The speculations made about the research 

outcomes are fair based on this record. Furthermore, the removal of the 

aforementioned constraints may provide fresh insights in the field of celebrity 

endorsements. 
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Appendix: Survey Questionnaire: 

 ―An Empirical Study On Customer Satisfaction Of Mobile Banking Services With 

Respect To  Gujarat Region.‖ 

MOBILE BANKING SERVICE - QUESTIONNAIRE 

 

I am a Ph.D. student associated with Gujarat Technological University, Ahmedabad. The 

data is being collected for the purpose of research on Customer Satisfaction of Mobile 

Banking Services with Respect To Gujarat Regiononly and the same will not be used / 

shared with any other person /organization for any purpose. The details /opinions provided 

by you will be treated as strictly confidential.  

 

Entry level barriers: 

 

 What do you prefer for getting banking service?  

 

Online Banking  Traditional Banking No Entry 

 

 Do you use mobile banking app to carry out online transactions? 

 

Yes  No No Entry 

 

 Since how long are you using mobile banking app services? 

 

Less than 6 months  No Entry 6 to 12 months   

13 to 24 months   More than 24 months   

 

Basic Information: 

 

Name:  

Email or phone: 

 

Gender: Age Group: Marital status: 
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Male 

Female 

 

16 to 25 years 

25 to 40 years 

More than 40 years 

Married 

Unmarried 

 

 

 

Occupation: 

 

Education level: 

 

Monthly income(approx 

family income INRs.): 

Reason to be considered 

when using mobile 

banking 

Business 

Professional 

Job  

Home maker 

Student 

Under graduate 

Graduate 

Post graduate 

Professional course 

 

Less than 20,000 

20,001 to 50,000 

50001 to 100000 

More than 100000 

Lack of Trust 

Privacy Concern 

Security Concern 

Other Alternatives 

Difficult to use 

 

 

Mobile banking Information [Tick the applicable boxes] 

 

 

1.) Which category of the banks do you consider as most technologically advanced? 

 

 

2.) Which attribute of the mobile banking application do you value the most? 

 

Quality of Service   Technology used   Trust   

Speed/Time   Type of Bank   Other   

 

3.) What kind of transactions do you prefer to do through mobile banking app? (Tick 

all applicable options) 

 

1.)       Balance Inquiry   

2.)       Utility bill payment (telephone / electricity / gas bill etc.)   

3.)       Generating account statement   

4.)       Payment regarding  Mobile / DTH / Insurance/ Google Pay etc    

5.)       Funds transfer / RTGS / NEFT/ IMPS to other accounts   

Public Bank   Private Bank   
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6.)       Credit Card/ Loan Payment/Forex& Travel  Payment   

7.)       Online Tax / Fee payments  

8. )       Request for Cheque book  

9.)    Changes in any information related to account (address /contact details/ PAN /Adhar etc.)  

 

4.) How frequently do you use mobile banking app? 

 

Daily   Twice a week   Weekly   Fortnightly   Monthly   

 

5.) Why do you use mobile banking app? (Tick all applicable options) 

 

I like to use technology  

It allows me the access to banking services from anywhere (without visiting bank)   

It relieves me from standing in long queues  

It gives me faster services  

It makes me free from carrying cash with me while I travel  

It gives me confidence as I myself execute the transaction  

To get discounts and offers  

It manage Pension fund/ Commodity dealing / investment etc  

I use mobile services in emergency only (holidays or place where bank branch is not there)  

Covid 19 situation has forced me to use digital wallet  

 

Use the following response likert 7 point scale for each question: 

 

1. Strongly Agree               2.Moderately Agree              3. Agree            4. Neutral       

 5. Disagree 6.Moderately Disagree       7. Strongly Disagree 

6.) Perceived Usefulness  

 

No. Particular 1 2 3 4 5 6 7 

PU1 Banking transaction is complete quickly 

and easily 

       

PU2 Use of mobile banking would make it 

easier to get information in dept, e.g., 

bank statements, standing orders 
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PU3 Mobile banking enhances my 

effectiveness in utilizing banking service 

       

PU4 It understand basic requirement and 

needs of customers 

       

PU5 Application is updated data on real time.        

 

7.) Perceived Ease to Use 

 

No. Particular 1 2 3 4 5 6 7 

PEOU1 Language is very simple        

PEOU2 Information and instruction on mobile 

banking are easy to understand   

       

PEOU3 It provides Physical security i.e. no need to go 

out with cash 

       

PEOU4 Mobile banking has a user friendly interface        

PEOU5 Routine banking services offer by bank are 

available on mobile application 

       

PEOU6 Mobile application is 24 hrs *7  accessible at 

any place at any time 

       

 

8.) Mobile Atmosphere  

 

No. Particular 1 2 3 4 5 6 7 

MA1 The layout of the application is 

stylishly appealing. 

       

MA2 The m-banking appears to use up-to-

date technology. 

       

MA3 The mobile banking registration 

process is simple. 

       

MA4 It  is Cost and time saving  like Lower 

rates, transaction fees, no need to go to 

bank or ATM 

       

MA5 App has features that are personalized 

for me. 
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9.) Perceived Reliability &  Responsive  

 

No. Particular 1 2 3 4 5 6 7 

PR1 When you have a problem, bank shows 

sincere interest in solving it through chat 

on application 

       

PR2 Customer Care number appear on 

application of the online banking  never 

too busy to respond to your request 

       

PR3 The system of the website rapidly 

retrieved the information I requested. 

       

PR4 All my mobile banking relevant 

transaction confirmation details are sent 

by SMS or e-mail within 24 hours. 

       

PR5 I can speak to a customer service 

representative if there is a problem 

related to mobile banking transaction. 

       

 

10.) Perceived Trust  

 

No. Particular 1 2 3 4 5 6 7 

PT1 Mobile banking usually fulfils the commitments it 

assumes. 

       

PT2 I think that the design and commercial offer of 

mobile banking take into account the desires and 

needs of its users. 

       

PT3 The concept of m-banking  is concerned with the 

present and future interests of its users. 

       

PT4 I feel that mobile banking knows its users well 

enough to offer them products and services 

adapted to their needs. 

       

PT5 I believe secure in providing sensitive information 

during mobile banking transactions. 

       

 

11.) Image of Bank 
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12.) Perceived Security 

 

No. Particular 1 2 3 4 5 6 7 

PS1 Mobile banking provides prompt responses if my 

transaction is not processed. 

       

PS2 It is secured with multilevel authorization to 

access account which prevents unauthorized 

access (Pin / OTP / Security questions etc.). 

       

PS3 Customers‘ personal information are used only for 

authorized purposes. 

       

PS4 In case of connectivity loss or account remaining 

idle for some time account automatically gets 

logged off. 

       

PS5 If there is a mistake, application makes it right 

quickly and effectively.(like IFSC code, Pin 

number ,city etc). 

       

 

13.) Perceived Risk 

 

No. Particular 1 2 3 4 5 6 7 

PR1 While using mobile banking application, there 

may be a risk of information leak. 

       

PR2 There may be a risk of fraud transaction or lost 

money in utilization of application. 

       

PR3 There may be an unauthorized access to personal 

data by hackers . 

       

PR4 We always have to use the most up-to-date system 

version of mobile device, and regularly run 

updates. 

       

No. Particular 1 2 3 4 5 6 7 

IB1 I know m-banking through magazines, 

newspaper or TV. 

       

IB2 I prefer using the mobile banking because it is 

launched by many branded banks. 

       

IB3 Mobile banking application  has most innovative 

interface in globally competitive. 

       

IB4 Bankrepresentativedeals respectfully with 

customer complaints about electronic service. 
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14.) Performance Expectancy 

 

No. Particular 1 2 3 4 5 6 7 

PE1 Mobile banking is useful in daily life.        

PE2 Using mobile banking increases chances of 

achieving tasks that are important to me. 

       

PE3 It increases my productivity.        

PE4 Mobile application is flexible to meet a  verity of 

my need s on time. 

       

PE5 Mobile banking would give me a greater control.        

 

15.) Performance Benefits 

 

No. Particular 1 2 3 4 5 6 7 

PB1 Learning how to use Mobile banking is simple for 

me. 

       

PB2 Interaction with Mobile banking is clear and 

understandable. 

       

PB3 I am able to save considerable time and effort 

using mobile banking. 

       

PB4 It is easy for me to become skilful at using Mobile 

banking. 

       

PB5 Ability to conduct any financial 

transaction(railway ticket, bill payment etc) 

       

 

16.) Social Influence 

 

No. Particular 1 2 3 4 5 6 7 

SI1 Family and relatives influence me that I should use 

mobile banking. 

       

SI2 Using mobile application may reflect my 

personality to others. 

       

SI3 People whose opinion is valuable to me prefer that 

I use Mobile banking services. 

       

SI4 I have to use m-banking  if It‘s widely used by        
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people in society. 

SI5 Media is full of reports, articles and news that 

suggest using mobile banking services. 

       

 

17.) Hedonic Motivation 

 

No. Particular 1 2 3 4 5 6 7 

HM1 Banking transaction through application is fun for 

me. 

       

HM2 It is entertaining.        

HM3 Using mobile banking is enjoyable.        

HM4 It‘s just simple as other application I run        

HM5 Application is required little effort.        

 

18.) Customer Satisfaction  

 

No. Particular 1 2 3 4 5 6 7 

CS1 I think that I made the correct decision to use 

mobile banking. 

       

CS2 The experience that I have had in using mobile 

banking has been satisfactory. 

       

CS3 In general terms, I am satisfied with the way 

mobile banking carries out transactions. 

       

CS4 A mobile banking transaction is relevant to my 

work and helps me in attaining personal 

satisfaction. 

       

CS5 I place a great value on improved quality of life 

and other personal gains that can be achieved from 

using mobile banking services. 

       

CS6 Overall E-Banking services are better than my 

expectations. 
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Overall Experience 

 

19.) Please provide your response basis your experience: 

 

No. Particular 1 2 3 4 5 6 7 

1 Mobile banking App replaces the branch banking 

channel for accessing banking services 

       

2 Executing banking transactions through Mobile 

banking  is efficient 

       

3 Connecting to Mobile banking  services is simple        

4 Adequate back end support is available for using 

Mobile banking   

       

5 Mobile banking  is smooth for processing 

transaction 

       

6 Adequate back end support is available for using 

Mobile banking  It is completely secure to use 

Mobile banking  services 

       

7 The mechanism for query/complaint resolution is 

effective 

       

 

 

 

20.) Please rate your overall satisfaction for services provided on mobile banking 

application: 

 

High  Average  Low  

 

Any Comments to improve online platform services: 

_________________________________________________________________________

_________________________________________________________________________

_________________________________________________________________________

_________________________________________________________________________

_________________________________________________________________________

________________________________________________________________________. 

 

********* 
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