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ABSTRACT

As the technology and life siyle change, the conventional
banking activities gving way fo digial banking (e-banking) recently
in the form of mobile banking (m-banking) This paper examines

which factor is having major influence on adopting mahile hanking

and alse examines the relationship exisis among the factors to
mobile banking adeption in Ketiayam District Primary Data were
acted by adopting  stratified sampling - method and a

coll
guestionnairewas send through an online to mobile user

respondents. A total of 134 responses were collected from m-

hanking wsers. A review of related literature has been nsed to
extablish hypothesis for the study stating that there 1s no significant
relationship between factors influencing to adopt mobile banking by
a customer Regression analysis i used to analyse the significant
factors  affecting adoption of m-banking inKowayam Districi,
Findings. A total of six factors has been identified which affect m-
hanking adoption, The most influencing variable 15 to be found by
Perceived Usefilness in adopting mobile banking by a customer.
The study conclude Q?T wobile banking adoption and  the
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INTRODUCTION

Mabile banking is concept is playing an impertant role in the field
of banking services by way of making the case of payments in trade
and aids to trade. Thé financial sector services using the mobile
technology among the mobile users for the financial transactions
taken place every day. Consumers can access a variety of banking
services such as getting account balance information, transferring
money between accounts, receive text message alerts ete. Mobile
banking ensures more convenicnce to the customers in paying their
bill, Mobile banking technology has established as the critical part
of all customer-focused banking strategies during the past decades.
Related studies shows that mobile banking apps aims to reduce cost
in addition to enhancing customer lovalty and advocacy. Whenever
Customers visit the branch, a trained staff of Bank will help the
customer to show how they can complete the same transaction
through the app can be a great way to introduce some of the mors
advanced features,

Adoption -Adoption in the context of mobile banking means
acceptance given by the customers in doing bank relatsd
transactions.

Customer- A customer is an individual who uses g service whereas
n this context it means an individual that uses mobile banking
SCrvIces.

Mobile Banking -Mobile banking is an electrenic banking system
which allows customers to get access to their bank accounts via
SMS (supported by telecommunication networks), website of the
bank {internet) and smart phone applications..

STATEMENT OF THE. PROBLEM

Mobile  banking allows  consumers g be able o
access banking services from anywhere. A number was selected of
customers using mobile banking From the different commercial
banks in India. The pes€archer belicves that the adoption of mobile
banking is being /influgnged by various factors like Perceived
usefulness, séi‘uéﬁ?& @bi, attitude,  social influencef 1~
g , \/ "

| & |
1

Fal

\ )"9,‘5 >
ISBN: 9?&5}3-%;’3\;@3;?;{//




Finance, Banking and Insurance

facilitating conditions
stated that “factors whi
banking transactions

and compatibility. Hence the problem 18
ch influences customers in adopting mobile

LITERATURE REVIEW

Bhatti (2007), used all the three models TAM, TPB and [DT and
found out that the perceived ease of use, perceived usefulness,
subjective norm, personal innovativeness and perceived behavioural
control are strong determinants of the intention to adopt M-
commerce. The study has revealed that subjective norms and
perceived behavioural control impact perceived case of use and
intention to adopt mobile commerce. Perceived control of users can
be increased by offering them free use of service for a short period
of time. Rapid adoption of technology, because of its social
influence, is studied in terms of subjective norms and it is found to
be a significant factor as the behaviours] intention is very much
affzcted by peer group influence. |

SCOPE AND SIGNIFICANCE OF THE 5TUDY

Mobile  banking allows  consumers to  be able to
access banking services from anywhere. Businesses and business
owners  are  now  able to save time by making  use
of mobile applications to process their payments or even receive
funds from clients directly to their phone numbers. This study aims
to find cut the factors influencing mobile banking adoption by
customers in Kottayam district.

OBJECTIVES

. To examine which factor influence m
adoption

To know the relatiopship betweer factors influencing mobile
banking adopiog/ZZes= " 0N - v

ore on mobile banking
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HYPOTHESIS o
¢ relationship berween factors

) There is no significan i
HO: There 15 B of & customer.

influencing mobile banking adoption

METHODOLOGY .

The present study is conducted mn
district. Primary data are collectedtlhrough online questionnaire
the respondents of Kottayam District, Kerala. Stratified sampling
method were followed to collect the samples..The »T%ﬁﬁl‘@hﬁff
received 134 samples and inference were made amm‘dfﬂ%g}’- Thﬁ‘

_data were analysed using SPSS statistical program. Regression
technique is used to measure the relationship between factors
influencing mobile banking adoption.

in Kottayam
ire for

RESULT AND DISCUSSION

Table No: I- Shows the descriptive statistics of Factors
influencing Mobile Banking Adoption

Drescriptive Statistics
N | Mean | 5td.
Deviation
Perceived Uselulness{ 4.1940)
4% 7 accessibility to my bank account 134 4.38 | 783
[ can Pay my Bill | 134430 | 814
%‘rm from standing in a queue for long 134 452 | 743
time
Convenieatly get wmformation about all 1341420 | 891
the services offered by the bank gt B i
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Privag -

b2 00 MY persona]
[Fnsured §

Y nformation iz
11 mohijle bmkim:

LA
Lad

‘-g‘i-}gs and VIFUSES are less
threaten mobile ba
technology is refiable

| likely to
nking  because it

Mobile Banking Offers good security

Lﬁ&::éz risk of online fraud

921

Attitude( 3 H496)

Positive attitude towards mobile banking

T84

I intend to use mobile banking in the
future

114.26

803

No anxiety while using mobile banking

506

It fits with my self imape

BRI

Social Influence{ 3.7015 )

Mobile é:hnb;mg is trendy

It increases my soctal esteem

Peers influenced to use mohile banking

[Innovative features of mobile banking
4pp motivated me to adapt it

Facilitating Condition( 3.4459)

Saintgiy co of
KQEUP@?@}QSE, Pathamuttom p o
Kottayam- 686 532 Kerala
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——— 73340 | 95

Personal Banker influenced ' i o
Awareness and  training  Program| 141331 903
nfluenced

Ads of mohile banking 13413.36 | -

Availability  of  Proper  network:
connectivity encouraged me to have | 134
mobile banking

L
s
o
=
==
Sk

‘Compatibility( 4.0933)

Transfer banking related data faster 134 4.09 |B27

Access  any  banking  information ,
instantly 134 14.13 0

Compatible with my work style 134 4,15 .74]

Provides transparent operations 134401 790

{Source: Primary data)

Table No:II- Shows the of factors influencing Mohbile Banking
Adoption

 Descriptive Statistics

N [ Mean  Sid I‘v‘fié;m
Deviation Rank

Perceived Usefulness 134 14,1940 61745 i

Compatibility 134[4.0933| 63399 2

Attitude 134 3.9496 72469 3

] V'»}_‘V:T_}L\

Social Influence A134]3.7015] 75436 3
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Facilitating Condition | 134 |3,4459| 68507

CF

Mobile Banking Adoption Score

Mohile Banking

Valid N (listwise) 134

(Source: Primary data)

Interpretation:

From the above table | it is clear that the most | nﬁummal
factor 158 Perceived Usefulness éfi 1940) for mobile adoption by 2
customer and followed by Compatibility (4.0933), Mt;md{:
{3.9496), Social Influence (3.7015) , Perceived Credibility (3.4683)

;md Facilitating Condition{ 3.4459) |

Hypothesis Test

H(»: There is no significant relationship between factors influencing
mobile banking adoption of a customer

Table 11 Showing Model Su mmaryof Mobile Banking Adoption

T R Square Adjusted R {3 Error of the
| Square Estimate

' . -
| 1,000 [ 1.000
“a. Predictors: (Constant), Compatitility, Perceived Credibility, Facilitating
Condition, Social Influence, Perceived Usefulness, Attitude
b. Dependent Variahle: Mobile Banking K&d&ptmm

Interpretation

The ahove table shows that, R value s 1.000 which revenls that
there is a perfect relationship-betareen independent variables such
as Compatibility, Perceived “Credibility, Facilitating Condition,
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Social Influence, Perceived Usefulness, mt}lﬁd*ﬁ‘“ t"f””gf‘ii {j§§
dependent variable Mobile Banking Adoption. R” shows the L.LOL
dejrree of variation in the dependent variables is zero.

Tahle IV Shnwiug_&?ﬂfﬂi&gf Mobile Banking Ad

Model Sum  of|df |Mean |F

Squares | Square | ‘ ;

38817 |6 6469 | 917855150 000" |

I Residual A0 127 | 000
Total 38818 |13

........ s st m— - k‘. - 1
a. Dependent Variable: Mohile Benking Adoption
b. Predictors! (Constant), Companbility, Perceived Credibility,

Facilitating Condition, Social Influence, Perceived Usefulness,
Attitude

ey

Regression

s

Interpretation :
This table indicates that the regression mode! predicts the dependent
variable significantly well. The regression |

model  statistically
significantly predicts the outcome variable, Thatizitisa good fil for
the data,

Hence the null hypothesis s rejected and altemnative hypothesis is
accepted. That is there is significant relation betwee factors
influencing mobile banking adoption by customers,

Table V showing the Coefficients of the Mobile Banking
Adoption

| Unstandardized | Standardized
| Ceoefficients Coefficients ,_
IB Std._}é,’.mr Beta

| o0z 002 1338 |.i83]

| 166 | 001 190 267772 000

‘ff:h;ig} N

T Sig, |

ant)

* (Const
Percerved
Usefulness
Perceived
Credibility
Atllitude

| 168|000
| .167] 0g—
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o=
Stcial

Influence  |.166 |.000 232 377.303 | .000

R

Lk
o
(R
ih

Facilitating 166 000 210
| Condition ‘
£ CFup 167 % i‘;vf u}.?
| Compatibility | .167 | .001 196 , Mwé.@f\ig

a. Dependent Variable; Mobile Banking Adoption

00|

Interpretation

Mobile Banking Adoption(mba) constant  (.002)=Perceived
Usefulness(pu) (. 166} , Perceived Credibility (pe) (.168), Attitude(a)
(167}, Social Influence{si) (. 166), Facilitating Condition{fc} ( 166)
and Compatibility(e) | a7

mba = {putpeta+sitfipre)

002 = .166(pu) +.168 (pcht+. 167 (a) +.166 (si) + 166 (fe)+ 167 (c)

CONCLUSION

The study was conducted in Kottayam District ameng the
mobile banking customers abow the factors mfluencing mobile
adoption by a customer. The study highlighted six major factors
which influences the mohile banking adoption such as Percejved
usefulness, Percerved credibility, Attitude, Social influence,
Facilitating conditionand Compatibility. The study reveals that
Perceived  Usefulness 15 the bighly infleenced vanable. The
regression modelling exhibits that Mobile banking adaption is have
perfect relation with the all the factors,
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