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Ayeasha Akhter (Bangladesh), Ahmed Al Asheq (Bangladesh),
Md. Uzzal Hossain (Bangladesh), Md. Mobarak Karim (Bangladesh)

EXPLORING CUSTOMER
INTENTIONS TO ADOPT MOBILE
BANKING SERVICES: EVIDENCE
FROM A DEVELOPING COUNTRY

Abstract

As the number of smart phone users and the popularity of Internet among people are
growing day by day in Bangladesh, it became necessary for Bangladeshi local banks
to provide mobile banking services to their customers. Therefore, this study seeks to
identify the crucial and determining factors that may affect the intention of customers
to use mobile banking services. The sample size in this study is 91, in which majority
are the students of Business Studies. All respondents have mobile banking at the time
of the survey. The samples in the study were mainly drawn from the private university
students (i.e. Business Administration students) and faculty members, and some bank
officers participated as sample respondents in this study. A non-probability random
sampling method is applied, and a 5% significance level is used to accept the hypoth-
eses. Cronbach alpha (a) of 0.7 and above is considered to measure the reliability of the
item wise variables. This study examines six variables (perceived usefulness, perceived
ease of use, trust, security, perceived privacy, and technology competency) to analyze
their impact on the behavioral intention of banking customers to use mobile banking
services. Three variables, namely perceived usefulness, security, and technology com-
petency, are found to be significant predictors of customers’ intent to use mobile bank-
ing in Bangladesh. For analytical purposes, SPSS version 23.0 is used to test hypoth-
eses. The paper also provides significant implications for bank managers to increase
the adoption of mobile banking for their sustainability.

Keywords Bangladesh, mobile banking, hypothesis, intention,
Cronbach

JEL Classification M19

INTRODUCTION

Bangladesh currently ranks eighth in the world in terms of popula-
tion and is considered one of the growing economic nations among
Asian countries. At the same time, one of the notable changes has oc-
curred in the lifestyle of a citizen of Bangladesh, which consists in
the continuous use of a smartphone. In Bangladesh, approximately
95 percent of the population uses mobile phones because of the easy
availability of mobile phones with cost-effective call rates offered by
mobile operators. It can be easily perceived that banks can provide dif-
ferent forms of financial services in both urban and rural regions in
Bangladesh through implementing mobile banking services. Even in
the distant part of the country, where people are mostly financially ex-
cluded, banks have the opportunity to include those unbanked people
in mobile banking services. Mobile banking service reflects a platform
that provides easy and convenient access to banking transaction data,
relevant financial information and news on different sorts of finan-
cial products and services, depending on customer needs. This novel
platform of providing financial services is gaining popularity among
Bangladeshis day by day. According to the Bangladesh Bank, 17 banks
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are permitted to offer mobile financial services (MFS) to customers, out of which BRAC Bank’s ‘Bkash’
and Dutch Bangla Bank’s ‘Rocket” have been the dominant market leaders in the mobile banking servic-
es. At present, 17 of the 19 banks are granted permission to run MFS in providing services, and of these,
BRAC Bank’s Bkash and Dutch Bangla Bank’s Rocket topped the list in service providing. According to
the Bangladesh Bank’s data, the total number of mobile banking services reached a peak of 53.7 million
in June 2019. Of these, 27.4 million are considered active users of mobile banking in Bangladesh. This
growing number of cases of using mobile banking indicates that banks need to pay more attention to
providing customers with the highest quality mobile financial services.

It has been evident that the number of mobile phone users using the latest technology is growing rapidly
in Bangladesh day by day. Ultimately, this will force the country’s local banks to offer their customers
more advanced technology-based financial services, such as mobile banking. To capture the market and
to understand the customer behavior, it is salient for the financial service providers to know the signifi-
cant factors that can explain and predict customer behavioral intent to use and adopt mobile banking
services in Bangladesh. Moreover, because of the invention of this specific service tool, business orga-
nizations, especially banks, can easily retain their current customer base and will have the options to
convert cell phone users into their bank customers. However, it is not very ordinary and easy not only
to retain the existing bank customers but also to attract new customers from the banking managerial
perspective. Thus, banks had an extremely important strategic task to investigate and analyze variables
that would contribute to bank service user’s willingness to accept the mobile banking option. Therefore,
the objective of this study is to investigate the determinants that predictably affect customers’ intention
to use mobile banking services.

1. LITERATURE REVIEW
AND HYPOTHESES

DEVELOPMENT

Mobile banking has emerged as one of the states
of the art and user-friendly tools of the modern
banking sector, followed by the latest technology.
This dynamic platform has brought the newest lev-
el of technological advancement in today’s bank-

In the financial sector, the emergence of informa-
tion technology reflects a remarkable impact on
the evolution and growth of more flexible and ad-
justable payment gateways, which will necessar-
ily provide convenient financial services to bank
customers (Boateng, Adam, Okoe, & Anning-
Dorson, 2016). This new innovative platform has
changed the service providing mechanism of the
commercial banks by enabling them to offer the
most unique and most modern financial servic-
es to their customers (Afshan & Sharif, 2016). For
instance, thanks to the latest information tech-
nology, automated teller machines (ATMs) have
appeared, which have enhanced and expedited fi-
nancial transactions in the contemporary banking
industry (Oluwafemi, Adesuyi, & Abdulhamid,
2013). ATMs initiated the inception of the bank-
ing self-services period, which has been extensive-
ly followed by the emergence of the mobile finan-
cial service, such as mobile banking: a modernist
era of providing considerable convenience to the
commercial customers (Afshan & Sharif, 2016).

106

ing operational activities. Technically, the gener-
al public has greater access to their bank balance
information, financial transactions, and relevant
information at any moment using mobile banking.
This powerful platform of mobile banking is ac-
cepted by the people because of the user suitability,
convenience and technological progress (Baptista
& Oliveira, 2016; Liébana-Cabanillas, Marinkovic,
de Luna, & Kalinic, 2018). Thakur (2014) opines
that mobile banking comparatively povides more
convenient financial services features to its target
customers than other economical ways to provide
financial services via the Internet. Mobile bank-
ing offers no time and place restrictions based on
locational difference. Adoption of mobile banking
service is considered an essential driver in ana-
lyzing the extent of financial engagement among
banking customers (Abdinoor & Mbamba, 2017).
Mobile banking has been viewed as a very latest
mode of electronic banking technology, which es-
sentially makes a financial customer directly com-
municate with the respective bank, along with
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providing significant and expedient access to the
desired financial services using a smartphone or
a mobile phone (Chawla & Joshi, 2017). First mo-
bile financial services allowed business customers
to proceed with the payments of a different utili-
ty bill and provide necessary information regard-
ing their bank account balance via short message
service in their mobile phones (Laukkanen &
Lauronen, 2005). Nowadays, mobile banking ex-
tends new services to its customers so that custom-
ers may have access to a greater variety of financial
products and services, such as the fund transfer
facility, money deposits, money withdrawal and
online payment execution. Technically, mobile
banking is rather a special mode of internet bank-
ing, that offers more augmented and added handi-
ness of getting instant access to financial informa-
tion at any given place. The enhanced application
of the mobile banking service speeds up the capa-
bility to process various financial services at the
time of disruption in internet connection. In con-
trast, internet banking requires such uninterrupt-
ed internet connectivity to proceed with financial
transactions.

Mobile banking is known as one of the fast-
est-growing components of mobile financial ser-
vices, which have already been adopted and im-
plemented by new generation banks and other in-
stitutions providing financial services across the
world (Haider, Changchun, Akram, & Hussain,
2018). Mobile banking has been widely regard-
ed as one of the valuable and powerful financial
electronic commerce-based applications on a
global scale (Baptista & Oliveira, 2016; Malaquias
& Hwang, 2016; Chaouali, Souiden, & Ladhari,
2017). Recently, priority is given to mobile bank-
ing by financial policymakers, and the develop-
ment and implementation of the newest tool con-
tinue (Toplin, 2018). Because of the quick surge
in the usage of smart mobile phones, financial
institutions, such as banks, have redesigned their
market competitiveness through shifting their
branch’s operation toward internet-driven finan-
cial service offerings (i.e. introduction of mobile
banking operations) (Nasri & Charfeddine, 2012).
Mobile banking offers a wide range of service of-
ferings, including balance checking, surfing fi-
nancial records, transferring fund, paying util-
ity bills, trading stocks, and managing portfolio
(Haider, Changchun, Akram, & Hussain, 2018).

http://dx.doi.org/10.21511/bbs.15(2).2020.10
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Mobile banking can be described as “any prod-
uct or service offered by a bank or a microfinance
institute for conducting financial and non-finan-
cial transactions using a mobile device, namely a
mobile phone, Smartphone, or Tablet” (Shaikh &
Karjaluoto, 2015). This kind of the banking chan-
nel importantly provides remarkable progress in
the field of banking operations that integrate mo-
bile technologies with financial services. Several
commercial channels generally offer this service,
among which, the mostly accepted mediums are a
short message system and a reciprocal voice feed-
back mode (Shankar & Datta, 2018).

This study develops hypotheses based on the ex-
tensive literature review, which is followed by
building the productive relationship between in-
dependent and dependent variables (i.e. behavio-
ral intention to adopt and use mobile banking).
Therefore, the rest of this study has been struc-
tured in the way that the following sections dis-
cuss each of the independent variables, their caus-
al relationship with intention to use an m-banking
service. Then the next phase analyzes the study
results with providing impactful managerial im-
plications for the financial service providers. Also,
there is a section that outlines concluding remarks
of the research findings.

1.1. Perceived Usefulness (PU)

The concept of perceived usefulness (PU) can be de-
picted as the potential customers’ extent to which
a mechanism is seen to be useful to enhance their
job performance (Venkatesh, Morris, G. Davis, &
F. Davis, 2003). This study has not examined the
perceived usefulness construct from the organiza-
tional settings. Instead, this construct is defined
as the consumers’ extent to which mobile bank-
ing is perceived beneficially useful to meet up the
desired needs and wants of mobile banking users.
According to Mutahar, Daud, Thurasamy, Isaac,
and Abdulsalam (2018), perceived usefulness
works as a more differential variable towards mo-
bile banking customers than that of non-mobile
bankers. Prior research found that perceived value
is evidenced to saliently affect customers’ behav-
ioral propensity (Venkatesh et al., 2003). Several
previous researchers validated that higher level of
PU would significantly trigger consumer’s behav-
ioral willingness (Raza, Umer, & Shah, 2017). The
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study completed by Al Khasawneh (2015) showed
that a more significant degree of perceived use-
fulness would necessarily contribute to a higher
level of adoption of mobile financial services by
mobile phone users. Therefore, it is assumed that
perceived usefulness (PU) of mobile banking will
positively affect the intention of users to use and
adopt mobile banking. Hence, the following hy-
pothesis is proposed:

HI:  Perceived usefulness (PU) of mobile banking
affects customers’ intent to use mobile bank-
ing services.

1.2. Perceived Ease of Use (PEU)

Davis, Bagozzi, and Warshaw (1989) state that the
perceived ease of use (PEU) potentially demon-
strates the extent of user expectations about a tar-
get mechanism that will be effortless. Agarwal and
Karahanna (2000) explained this construct as cru-
cial in describing a person’s reaction to any distinct
technology. It is argued that technological aspects in
designing mobile banking service need to be under-
standable and user-friendly for the targeted custom-
ers so that they could quickly adapt and embrace the
service (Koksal, 2016). In the service apps of the mo-
bile financial banking system, several features might
cause some complexities, namely complicated nav-
igation process, the tiny size of the mobile screen,
and some inconvenience in the transaction portfo-
lio. If the functional operations of mobile banking
are found to be uncomplicated and straightforward
for usage purposes, then it shall impact the custom-
ers’ usage. The construct measure is elucidated as
the extent to which the potential banking customers
assume the service system to be painless and effort-
less (Venkatesh et al., 2003). According to AlSoufi
and Ali (2014), this variable (PEU) plays a pivotal
and decisive role in determining a person’s reac-
tion to information technology. Past studies pro-
vide necessary evidence about the substantial effect
of PEU on people’s usage propensity (Venkatesh et
al,, 2003). Azad (2016) revealed that PEU is found
to be the most effective determinant of consumer’s
willingness to accept and embrace mobile banking.
Therefore, based on the extensive literature review,
the following hypothesis is proposed:

H2:  Perceived ease of use (PEU) affects customers’
intention to use mobile banking.
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1.3. Trust (TR)

The idea of trust (TR) can be attributed to a per-
son’s judgment regarding a precise form of service,
which may continuously meet expectations, and it
necessarily reflects people’s personal likelihood to
relentlessly depend on a specific function and its
associated features (Koksal, 2016). Trust is built on
the following three distinguishable aspects:

a) the potentiality of a particular service to exe-
cute necessary tasks in time;

b) the capability to attain its claims without de-
ception; and

¢) the sincerity to think of customer’s wants in a
timely manner (Azad, 2016).

It is extremely important to develop a trust mech-
anism as it does reduce the degree of custom-
er’s negative perception, dubiety and confusion,
through which the adoption propensity among
individuals will increase over time (Koksal, 2016).
The measure of trust is considered a critical con-
struct in the context of emerging self-service tech-
nologies; since these technological advancements
may have a dearth in maintaining proper person-
al interaction, which is integrated with financial
issues that can turn out to be delicate (Alalwan,
Dwivedi, Rana, Lal, & Williams, 2015). In the field
of mobile banking, individual connection and in-
teractivity have remained a vital concern for fa-
cilitating customer loyalty purposes; since when
an adequate level of personal interaction may
remain missing in the service portal, then cus-
tomers’ switching intention might also increase
(Farah, 2018). Sahoo and Pillai (2017) conducted a
study to measure mobile banking usage intention
and found that in respect of the mobile banking
service, the level of personal trust will enhance
the perception about the security system of the
service application. These variables are viewed as
primary determinants of customers’ gratification.
Mainly, customers’ knowledge about the trust
may reinforce the advantages and values of the
mobile banking service, through diminishing the
personal concern level (Alalwan, Dwivedi, Rana,
& Williams, 2016). Therefore, trust plays a pivot-
al role in creating an increased level of adoption
of mobile banking through reducing concern is-
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sues of safety and fraudulent related dangers in
the technology-based mobile banking atmosphere
(Afshan & Sharif, 2016). Furthermore, custom-
er trust is considered one of the critical factors in
examining and evaluating the growth and flour-
ishing of mobile banking (Al Khasawneh, 2015).
Hence, it is hypothesized that:

H3: Trust (TR) positively affects customers’ in-
tention to adopt mobile banking.

1.4. Perceived Security (PSec)

Kalakota and Whinston (1997) explicated the term
“security” as a prospective form of threat that orig-
inates an environment, a situation or a frame of an
event with a chance to create financial risk to the
data or network, which would cause destruction,
restriction or tampering of the database. Perceived
security (PSec) in the electronic commerce plat-
form ensures data protection so that users will enjoy
threat free shopping experience in online business
platforms (Yenisey, Ozok, & Salvendy, 2007). On
the other hand, Merhi, Hone, and Tarhini (2019) il-
lustrated the measure of perceived security (PSec)
as a matter of individual possibility, through which
targeted customers are convinced that information
will not be contaminated, engineered or exposed to
other parties as a means of future exploitation. This
measure has been extensively explored in some past
studies. Security is perceived as a pressing concern
at the period of performing financial transactions
in either online or electronic channels. Hence, PSec
could be a severe obstacle to the acceptance of mo-
bile banking, since there is a threat of revealing the
critical financial information by the other fraud-
ulent parties. The security process of any mobile
banking application is found to have a positive in-
fluence on the individual’s willingness and inclina-
tion to use (Changchit, Lonkani, & Sampet, 2017).

Hence, it is hypothesized that:

H4: Perceived security (PSec) has a positive im-
pact on behavioral intentions to use mobile
banking.

1.5. Perceived Privacy (PPR)
The idea of privacy can be explained as the per-

ceived form of safety people usually obtain regard-
ing the gathering, preserving, and transmitting of
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their information (Forcht, 1994). Namahoot and
Laohavichien (2018) described perceived privacy
(PPR) as an individual’s point of view that business
firms collect crucial data about them, as well as the
unlawful usage of gathered data. The responsibility
of protecting and conserving the customers’ data in
a more private and secured way lies with business
organizations. Privacy has remained a massive con-
cern for the development of online business growth.
It is argued that customers’ inclination to shop on-
line intensively relies on the degree of privacy they
have control over the online platform (Sreejesh,
Anusree, & Mitra, 2016). Moreover, users’ propen-
sity to engage in online financial activities is deter-
mined by their perception of privacy regarding the
online system (Zorotheos & Kafeza, 2009). The fol-
lowing hypothesis is put forward:

H5:  Perceived privacy (PPR) affects the custom-
er’s intention to use mobile banking.

1.6. Technology Competency (TC)

Technology competency (TC) is explicated as the
degree to which a person is well learned about how
to efficiently leverage the medium of information
technology to handle and organize the information
(Tippins & Sohi, 2003). Commonly, customers who
possess a greater extent of self-confidence are more
inclined to accept and embrace technological appli-
cations and services. Also, this type of customers
exhibits a higher level of the optimistic perspective
and propensity to take and use technological prod-
ucts and services than the people who have a lower
level of confidence about technology. On that ac-
count, customers with a higher degree of technology
competency (TR) have been expected to possess an
optimistic viewpoint and inclinations to use mobile
banking. Importantly, a higher level of technology
competency enables mobile users to conceive that
mobile banking will be more convenient and easier
for them to operate and transact with (Yang, 2010).
Hence, the following hypothesis is assumed:

H6: Technology competency (TC) does influ-
ence the customer’s intention to use mobile
banking.

Therefore, this study develops the following six hy-

potheses to measure the customer’s willingness to
use and adopt mobile banking services:

109



Banks and Bank Systems, Volume 15, Issue 2, 2020

Perceived Usefulness

Perceived Ease of Use

Trust

Security

Perceived Privacy

Technology Competency

T
I

Behavioral intention
to use M-banking

Figure 1. Conceptual framework of the study

HI: Perceived usefulness (PU) of mobile banking
affects customers’ intent to use mobile bank-
ing services.

H2:  Perceived ease of use (PEU) affects customers’
intention to use mobile banking.

H3: Trust (TR) positively affects customers’ in-
tent to adopt mobile banking.

H4: Perceived security (PSec) has a positive im-
pact on behavioral intentions to use mobile
banking.

H5:  Perceived privacy (PPR) affects the custom-
er’s intention to use mobile banking.

H6: Technology competency (TC) does influ-

ence the customer’s intention to use mobile
banking.

Based on these hypotheses, the following model is
proposed (Figure 1)

2. METHODOLOGY

The study was quantitative and exploratory in na-
ture. It exclusively used only primary data. For the
data collection purpose, the study has applied a
non-probability random sampling technique. The
survey questionnaire was randomly distributed
among those respondents who were assumed to
have any form of a bank or mobile banking ac-
count. First, the questionnaire asked the respond-
ents whether they have any mobile bank accounts
or not. If the answer was negative, then the survey
stopped and approached another respondent. A
total of 120 respondents were distributed to fill out
an online survey form. And, in turn, 91 respons-
es were found valid, reflecting the 75% response

Table 1. References to the sources of accepted questionnaires

Variable

Source

Perceived Usefulness (measured by four items)

Perceived Ease of use (measured by three items)

Perceived Security (measured by four items)

Changchit, Klaus, Lonkani, and Sampet (2019)

Trust (measured by three items)

Technology Competence (measured by three items)

Trust (measured by three items)

Behavioral Intention

Farah, Hasni, and Abbas (2018)
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Table 2. Item wise of the Cronbach Alpha (a) value
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Variable Overall a
Behavioral Intention (BI)
) Bll “Iintend to continue using mobile banking in the future
: will always try to use mobile banking in my daily life .830
BI3 ilplanto continue to use mobile banking frequently
Perceived Usefulness (PU)
~PU is less time consuming than doing transactions at bank sites
_PU usually get a faster service than doing transactions at bank sites 83
_PU3 obile banking allows me to do transactions at any time
PU4 i Mobile banking allows me to do transactions at my own pace
Perceived Ease of Use (PEU)
Learning to use mobile banking is easy for me
| find it easy to get mobile banking to do what | want for my banking purposes 749
i My interaction with mobile banking is clear and understandable
Trust (TR)
TR ‘I believe that mobile banking is trustworthy
TR2 believe that mobile banking keeps its promises 752
TR3 il believe that mobile banking keeps users’ interest in mind
Perceived Security (PSec)
PSecl Using Internet banking makes me believe that the existing regulations are sufficient to ensure that users are protected
PSec verall, | am not worried about the security of the mobile banking E 299
PSec: believe that my banks protect me from unauthorized charges
PSec 4 i1 believe that my transactions are secured
Perceived Privacy (PPR)
PPR1 "I believe that the mobile banking system will protect the privacy of my personal banking data
PPRZ believe that the mobile banking systems will not disclose my personal banking data 921
PPR3 i lenjoy working with technology
Technology Competency (TC)
. T1c : My ability to learn new technology is high
Tc am always interested in new technology 751

TC3 ilenjoy working with technology

rate. The online survey questionnaire was self-ad-
ministered in nature. Respondents were contact-
ed through emails and several mobile calls. The
variable wise questionnaires in this study have
been taken from past studies. Table 1 exhibits the
sources of accepted questionnaires.

The survey questionnaire has two parts. The first
part includes demographic information of the re-
spondents (such as gender, age, educational lev-
el, and the relationship with a bank). The second
part consists of the item-wise questionnaire on
behavioral intention, perceived usefulness, per-
ceived ease of use, trust, security, privacy and
technology competence. An item-wise question
is measured on a 5-point Likert scale, where 1’
stands for ‘Strongly Disagree’ and ‘5’ stands for
‘Strongly Agree’. To measure the internal consist-
ency of each variable, the 0.70 score of Cronbach’s

http://dx.doi.org/10.21511/bbs.15(2).2020.10

coefficient (Alpha) is considered as reliable in the
study. Each variable is found reliable, since each of
them has the reliability score of above 0.70. Table
2 shows the item wise of the Cronbach’s coefficient
(Alpha) for each variable.

This study has chosen SPSS version 23.0 for data
analysis. Hypotheses are tested using SPSS where
the 5% significance level is considered to accept
inferences.

3. RESULTS

This study seeks to assess the impact of perceived
usefulness, perceived ease of use, trust, security,
privacy and technology competence on the cus-
tomer’s behavioral intention to use mobile banking
in Bangladesh. The survey respondents were drawn
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from private universities through the personal
snowball sampling technique. On a special note,
BBA and MBA students and private university’s fac-
ulty members participated in this survey, while sev-
eral bank officers also participated as respondents.
Out of distributed 120 survey questionnaires, 91 re-
spondents participated in the study. Among them,
29% were male and 71% were female respondents.
85% of the respondent’s age was between 18-30
years, while 14% was between 31-40 years. Only one
respondent’s age was reported more than 40 years
of age (1.1%). 40% of respondents were master’s de-
gree holder, while 48% were undergraduates. Only
11% of the respondents have completed their study
of up to HSC level. 42% of the respondents have
more than 5-year relationship with a bank, while
35% have 1-5 years. Sample characteristics of demo-
graphic information are shown in Table 3.

Table 3. Sample characteristics

Characteristic T:r::f; . Percentage (%)
Gender
Female ©26 28.6%
‘Male 65 71.4%
Age
18-30 ; 77 84.6%

3140 13 183%
as0 o 1%
Educational level

M.Phil./Ph.D. 5 1 1.1%
Master 36 39.6%
;Jg;reeregraduate/Bachelor 44 48.4%
UptoHsc T 11.0%
Relationship with bank

1-5 years ; 32 ; 35.2%
AboveSyears 38 a8%
lessthanlyear - n 231%

Table 2 shows that the Cronbach (a) value of be-
havioral intention (BI) is 0.83, which is well ac-
cepted, and the item is reliable. The a score of the
PU’ item is 0.783, and the item is accepted as re-
liable. The Cronbach coefficient value of the ‘PEU’
item is reliable (a = 0.749). The other three items,
‘TR’ (a0 = 0.752), ‘PSec’ (a = 0.829) and ‘PPR’ (a
= 0.921), are also confirmed as reliable measures,
since their Cronbach coefficient values are above
0.70. Therefore, all the study variables were con-
firmed as a reliable measure, as their Cronbach
coefficient values (a) exceed the statistical thresh-
old value of 0.70. The statistical literature has re-
vealed that some studies have adopted different
significance levels (different p values) to accept
or reject the hypotheses. This study adopted a
5% significance level (p = 0.05) to accept the hy-
potheses, since many studies followed the signif-
icance level. Table 4 shows that the ‘R* Change’
value is 0.6222, which does mean that the study
model essentially explains the 62.2% variation
to predict customer intent to use mobile bank-
ing. The study model is free from multicollinear-
ity problem as the variance inflation factor (VIF)
values of all variables are less than 5; also, the
tolerance value lies in between 0.1 to 1.0 for all
variables. Thus, no multicollinearity is reported
in the study model.

<

4. DISCUSSION

According to Table 4, the hypothesis is accepted if
the p-value is less than 5% or 0.05. HI states that
perceived usefulness will impact customer inten-
tion to use mobile banking. The hypothesis is ac-
cepted at the 5% significance level (f = 0.269; p
< 0.05). That means that a higher level of use of
mobile banking service will influence more rate of
customer usage and adoption of the service. The

Table 4. Results of the coefficient value (regression analysis)

Variable B-value t-value p-value Tolerance
Perceived Usefulness 3.407 .001 720 .
Perceived Ease of Use 1.442 .390

Technology Competency

—.898

489

Note: * p < 0.05; ** p < 0.01 (n = 91); R? Change = 0.622.
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result is in line with the previous studies. Wessels
and Drennan (2010) found perceived usefulness as
one of the determinants of customer intent to use
mobile banking. It does signify that the sample of
this research demonstrated that if the customers
find mobile banking useful, then they will increas-
ingly adopt this service.

According to the regression result, H2 is reject-
ed at 5% (B = 0.1555; p > 0.05). It does mean that
the perceived ease of use may or may not in-
fluence the user’s intent to use mobile banking.
The reason can be that sometimes, users may
not find the ease of use relevant, rather they fo-
cus on other aspects of the service application.
Trust is predicted to influence customer intent
to use mobile banking (H3), and this hypothe-
sis is also rejected at 5% (see Table 4). Perhaps,
mobile banking users have been least concerned
about the trust issue in the local context, as mo-
bile banking service providers in Bangladesh
are interconnected with the banking sectors,
and people have the confidence in the banking
sector. H4 states that security affects the inten-
tion to use mobile banking; thus H4 is accept-
ed at 5% (P = 0.416; p < 0.05), implying that a
high level of security of the mobile banking ser-
vice will induce a higher number of customers
to use mobile banking. Singh and Srivastava
(2018) find that privacy has a significant impact
on the customers’ intent to use mobile banking.
Perceived privacy is reported as the insignifi-
cant independent variable in this study as H5
is rejected at 5%, meaning that privacy may not
affect behavioral intent to use mobile banking.
Technology competency (H6) is hypothesized
to influence customer behavioral intent to use
mobile banking, and this is also accepted at 5%
(B = 0.286; p < 0.05). It does imply that a high-
er level of technology competency will lead to a

Banks and Bank Systems, Volume 15, Issue 2, 2020

higher number of customer’s willingness to use
mobile banking service. The result is consistent
with the prior research (Oliveira, Faria, Thomas,
& Popovic, 2014).

5. IMPLICATIONS

In this study, three variables are found as signif-
icant, as they can predict the customers’ behav-
ioral intent to use and adopt mobile banking in
Bangladesh. Since perceived usefulness has a pos-
itive effect in explaining behavioral intent to use
and adopt mobile banking, it has become more
imperative for the service providers. It ensures
that their provided mobile banking services need
to be more user-friendly, timely, uncomplicated
and flexible in comparison with conventional fi-
nancial services. Mobile banking providers are
expected to be more aware of the security system
of their services in Bangladesh. It necessarily im-
plies that mobile banking services need to be crit-
ically designed in such a way to ensure the highest
degree of security among the consumers so that
it will stimulate consumers to adopt this service.
Moreover, mobile banking providers should keep
in their mind when designing a service that mo-
bile banking should be technology-friendly for
consumers. Hence, service providers should tai-
lor their different kinds of marketing and pro-
motional strategies to make consumers learn the
operation of their provided services, since techno-
logical competency will vary from person to per-
son. Exclusive attention needs to be paid to those
consumers who are not technically sound. In ad-
dition, it would be advantageous for banking and
non-banking institutions to invest in the develop-
ment of viable security measures for their mobile
banking services in order to achieve greater cus-
tomer acceptance.

CONCLUSION

In conclusion, since many financial institutions have already introduced and implemented mobile bank-
ing services to increase their customer base and provide more handful financial solutions to remain
more competitive in the industry, the growth and development of mobile banking have been inten-
sively correlated with the acceptance of this service by customers. Thus, the study is important for the
Bangladeshi banking industry, as it facilitates outstanding and insightful practical contributions. The
study aims to examine the determinants of customers’” behavioral intention to use mobile banking in
Bangladesh. Out of six variables, three variables, namely perceived usefulness, security, and technology

http://dx.doi.org/10.21511/bbs.15(2).2020.10
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competency, were identified as important predictors of the behavioral intention of customers to use mo-
bile banking services in Bangladesh. Although perceived ease of use, trust and perceived privacy do not
play any significant role in explaining behavioral intentions, mobile banking service providers will con-
sider these factors to make their mobile banking services more competitive in the market. Importantly,
realizing and considering variables that may affect customers’ intention to adopt mobile banking will
certainly help financial institutions that provide services to more effectively develop their organization-
al goals to accelerate customers’ willingness to accept and embrace this novel mobile banking service.
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