Advances in Social Sciences Research Journal - Vol. 9, No. 5
Publication Date: May 25, 2022
DOI:10.14738/assrj.95.12121.

Tahir, M., & Tummala, M. (2022). A Study of Factors Influencing Customers’ Adoption of Mobile Banking in Oman. Advances in
Social Sciences Research Journal, 9(5). 1-11.

N\~

SOCIETY FOR SCIENCE
AND EDUCATION

A Study of Factors Influencing Customers’ Adoption of Mobile

Banking in Oman

Dr. Muhammad Tahir
Lecturer (HR), Business Studies Department
University of Technology & Applied Sciences, Nizwa, Oman

Dr. Mallesh Tummala
Lecturer (Marketing) Business Studies Department
University of Technology & Applied Sciences, Nizwa, Oman

ABSTRACT

The commercial banking sector in Oman is a dynamic sector with a large number of
banking service users. However, the customers’ adoption of technology in terms of
online banking and mobile banking remains less due to the various socio-
demographic factors. Given the cost and operational benefits of mobile banking,
there is a need to understand how commercial banks can motivate non-mobile
banking users to adopt mobile banking in this context. Thus, the current study is
conducted with a view to understand customers’ adoption of mobile banking using
the Perceived Characteristics of Innovation model. The data is collected from the
commercial bank account holders who are non-users of mobile banking (n=80). The
key findings are that perceived ease of use (=.487, P<.05); and observability
(B=.530, P<.05) positively and significantly influence customers intention to use
mobile banking; whereas, relative advantage (3=-.068, P>.05); compatibility (pf=-
413, P>.05); and trialabiltiy ($=.371, P>.05) exert insignificant influence on
customers intention to use mobile banking. Based on these findings, it can be
concluded that perceived ease of use and observability are key factors which
commercial banks need to focus to encourage customers to adopt mobile banking.

Keywords: Mobile Banking, Customers, Adoption, Online Banking, Ease of Use,

Observability, Intention, Oman.

INTRODUCTION

The advent of smart mobile phones has brought revolutionary changes in our life. The use of
smartphones is diverse from basic communication to the use of social media, conducting online

business, and availing of different services (Deloitte, 2012; Shaikh & Karjaluoto,

2015). One

such avenue which is changed significantly because of the smart mobile phone is the use of
banking services. The modern banking sector has invested heavily in mobile phone related-
technologies to provide a variety of services to customers. The idea of mobile banking is that an
individual can access wide-ranging banking services using his/her smart mobile phone and a
bank application. Examples of such services include but are not limited to balance checking,
statement downloads, payment of utility bills, funds transfers, and so on. Mobile banking
accompanied by online banking offers greater flexibility for customers and cost reduction for
banks in terms of reduced staff requirements and physical infrastructure (Glavee-Geo, Shaikh,
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& Karjaluoto, 2017); therefore, the banking sector is persuading more customers to utilize
mobile-based banking. However, the adoption of mobile banking remains moderate in various
countries due to certain factors such as concern for privacy, security, and perceived risk
(Munoz-Leiva, Climent-Climent, & Liébana-Cabanillas, 2017). That's why there is increased
interest in research about how banks can encourage customers to adopt mobile banking. In the
present study, this issue is investigated in the context of banking customers in Oman since there
is a scarcity of such studies in this context. Moreover, the country represents a setting where
almost all banks offer mobile banking facility and most proportion of the population has access
to mobile phone and internet services. Furthermore, a big proportion of citizens in Oman also
utilize various banking services either through a traditional bank or alternative channel.
Keeping in view this background and the literature gap, the objective of the study is to
investigate the factors influencing customers' adoption of mobile banking in the Omani context.
Our specific objectives are as follows;

e To measure the effects of relative advantage on the customer's adoption of mobile

banking

e To measure the effects of compatibility on the customer's adoption of mobile banking

e To measure the effects of the ease of use on the customer's adoption of mobile banking

e To measure the effects of trialability on the customer's adoption of mobile banking

e To measure the effects of observability on the customer's adoption of mobile banking

Significance of the Study

The significance of the study is that it fills the literature gap by investigating the adoption of
mobile banking in a new context i.e. Oman context. Second, it focuses on mobile banking which
is different from online banking which is mostly investigated in previous studies. Third, it uses
the perceived characteristics of the innovation model (Moore & Benbasat, 1991) which is
neglected in previous studies as most relevant studies used the TAM (Davis, 1989); or theory
of planned behavior (Ajzen, 1991) model. However, the limitation of such models is that it
rather focuses on behavioral aspect or technology aspects while the advantage of the perceived
characteristics innovation model is that it combines both types of factors thus having greater
flexibility and validity. The findings can be utilized by the banking sector to adjust its mobile
banking offering to attract more customers to adopt online banking. The findings can also be
utilized by future researchers, academic staff, and students.

LITERATURE REVIEW

Mobile Banking- an Introduction

Mobile banking refers to a channel whereby the customers interact with a bank via a mobile
device such as a smartphone or a personal digital assistant (Barnes & Corbitt, 2003). In other
words, mobile banking is about accessing banking services using a smart mobile phone or
similar device. Generally, mobile banking is considered an extension of online banking. A
customer can download mobile phone applications from a platform such as Google Playstore
or Apple Store and need some basic setup after which he/she can access banking services. The
benefit of mobile banking is flexibility as customers can access it at any time from anywhere
without the need to visit the bank branch. A customer only needs a smart mobile phone and
internet connection to access mobile banking services. However, due to the negative perception
and concern for security, many customers hesitate to adopt mobile banking (Lin, 2011).
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Theoretical Aspects related to the Adoption of Mobile Banking

Various theories can be used to understand customers adoption of mobile banking such as the
theory of reasoned action (Ajzen & Fishbein, 1980); Diffusion of innovation model (Rogers,
2003); theory of planned behavior (Ajzen, 1991); technology acceptance model (Davis, 1989);
and perceived characteristics of innovation model (Moore & Benbasat, 1991). More specifically,
the TAM or technology acceptance model (Davis, 1989) focuses on two factors namely
perceived usefulness and perceived ease of use which together influence customers' adoption
of a technology or innovation. However, the model is criticized for its oversimplification and
ignorance of important factors such as the relevance of cost (Nysveen, Pedersen, &
Thorbjornsen, 2005). Another significant model which can be used for the adoption of mobile
banking is IDT which focuses on factors including relative advantage, observability, trialability,
compatibility, and complexity (Rogers, 2003). Since all models have their strengths and
limitations, therefore, no model adequately explains customers' adoption of mobile banking. In
the present study, we utilize the perceived characteristic of the innovation model which is an
extension of the diffusion of innovation model. It is based on five factors including relative
advantage, compatibility, ease of use, image, voluntariness, trialability, and observability.
Details are as follows;

Relative Advantage

Relative advantage refers to the convenience and saving of time and efforts for using a
particular technology (Moore & Benbasat, 1991). It is also about the perception that technology
or innovation is superior compare to the previous product or service from which it evolves
(Karjaluoto, Laukkanen, & Kiviniemi, 2010). In the mobile banking context, relative advantage
means customer ability to access their account details, ability to use a variety of services, and
easier execution of various tasks. Mobile banking can give a higher relative advantage to the
customers as customers can balance their work, family, and leisure time without the need to
visit a bank branch (Yu & Lo, 2007). Empirical work such as Payne, Peltier, and Barger (2018);
and Owusu, Bekoe, Addo-Yobo, and Otieku (2021) shows that relative advantage can exert a
significant influence on customers’ adoption of mobile banking.

Compatibility

Compatibility is about a match between a person's experience, way of doing, and technology
(Moore & Benbasat, 1991). If there is high compatibility between a person and a specific
technology, it will likely lead to the adoption of that technology by such individual; while, low
compatibility can be a barrier (Rogers, 2003). Compatibility is also found to be a significant
factor influencing customers' adoption of online banking in various contexts. For example, a
study by Lin (2011) reported that compatibility exerts a significant influence on customers'
adoption of mobile banking. Similarly, a study by Koenig-Lewis, Palmer, and Moll (2010) also
reported a significant influence of compatibility on customers' adoption of mobile banking.
Other studies also reported similar results (e.g. Sitorus, Govindaraju, Wiratmadja, & Sudirman,
2019; Maenpaa, Kale, Kuusela and Mesiranta, 2008)

Perceived Ease of Use

Ease of use refers to the degree to which a technology is perceived as easier or difficult to use
(Rogers, 2003). The perceived ease of use in the mobile banking context refers to the perceived
ease or difficulty regarding use of the online or mobile banking (Tan & Teo, 2000). If an
individual considers online banking easier, he/she will more likely to adopt compared to
someone who considers its usage as a difficult task. In this regard, a truly user-friendly website
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or mobile phone application is also important as it can shape the perception of ease or difficulty
of using mobile banking (Cyr, Head & Ivanoy, 2009). Previous studies such as Hanafizadeh,
Behboudi, Koshksaray, & Tabar (2014); and Sitorus et al. (2019) have shown that perceived
ease of use is an important factor in customers’ adoption of mobile banking.

Trialability

Trialability refers to the opportunity available to the users to test or trial a particular
technology before adopting it at full scale (Rogers, 2003). If users are given chance to test a
particular technology before adopting it at full scale, it increases the chances for its adoption as
it increases users' comfort with technology (Tan & Teo, 2000). In the mobile banking context,
it means a bank staff may provide a suitable demo to the prospect customers before customers
finally signup for mobile banking. Previous studies such as Changchun, Haider, & Akram (2017)
show that trialability exert a significant influence on customers' adoption of mobile banking.
Other studies also reported similar results (e.g. Elsaleh, 2020; Carmi & Drezner, 2019;
Makanyeza, 2017)

Observability

Observability refers to the chance to see the results or outcomes of using or adopting certain
technology (Rogers, 2003). Moore and Benbasat (1991) suggest that there are two sub-
dimensions of observability including visibility and result demonstrability. Accordingly,
visibility is about the demonstration of the benefits of online banking using some sort of
advertisement or similar. Furthermore, result demonstrability is about results or outcomes of
using online banking which can be shown to customers with logical necessity. Previous studies
such as by Al-Jabri and Sohail (2012) reported a significant influence of observability on
customers' adoption of mobile banking. Other studies also reported similar results including
Iskandar, Hartoyo, and Hermadi, (2020); Odumeru (2013); and Iskandar et al., (2020)

Previous Studies on Adoption of Online Banking

Various studies used various models to understand the customer's adoption of online as well
as mobile banking in various contexts. For example, a study by Wu, Lin, Li, and Lin (2010) was
conducted a study about investigating factors influencing the adoption of online banking among
customers. The study reported that relative advantage, trust, and perceived ease of use exert a
significant influence on customers' adoption of online banking. In developing countries'
contexts, a study by Owusu et al, (2021) reported that perceived ease of use, perceived
usefulness, relative advantage, and complexity exert a significant influence on customers'
adoption of mobile banking. In the Middle Eastern context, a study by Al-Jabri and Sohail
(2012) investigated the adoption of mobile banking in the Saudi Arabian context. The study is
based on the diffusion of innovation theory to understand customers' adoption of online
banking. Key findings of the study are that relative advantage, compatibility, and observability
exert a significant positive influence on customers' adoption of mobile banking. Another study
conducted by Elsaleh (2020) in Lebanon shows that customers' adoption of mobile banking is
influenced by the ease of use, compatibility, and perceived usefulness. In the Oman context, a
study by Sulthana (2018) investigated the factors influencing customers' adoption of mobile
banking using the Unified Theory of Acceptance and Use of Technology (UTAUT) model. The
findings of the study are that factors such as social influence, facilitating conditions, personal
innovation, and effort expectancy influence customers' adoption of mobile banking. Another
study by Sharma, Govindaluri, Al-Muharrami, and Tarhini (2017) showed that trust, social
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influence, compatibility, and perceived usefulness influence customers' adoption of mobile
banking in Oman. Another study by Imtiyaz and Molla (2004) mostly focused on online banking
shows that compatibility, usefulness, and ease of use are important factors for customers to
adopt online banking. Overall, there is a shortage of mobile banking and online banking
adoption-related studies in Oman, therefore, we investigate this issue. Based on the previous
studies and utilizing the perceived characteristic of the innovation model (Moore & Benbasat,
1991) we propose the following theoretical model and the relevant hypotheses.

Relative Advantage

Compatibility
Intention to Adopt
Perceived Ease of Use Mobile Banking
(Dependent Variable)
Trialability
Observability

Figure 1: Theoretical Framework of the Study

Hypotheses

H1: There is a significant effect of perceived relative advantage on customers' adoption of
mobile banking.

H2: There is a significant effect of perceived compatibility on customers' adoption of mobile
banking.

H3: There is a significant effect of perceived ease of use on customers' adoption of mobile
banking.

H4: There is a significant effect of perceived trialability on customers' adoption of mobile
banking.

H5: There is a significant effect of perceived observability on customers' adoption of mobile
banking.

RESEARCH METHODOLOGY
Research Design
The study is quantitative in nature and the design of the current study is cross-sectional and
explanatory. By cross-sectional means single-time data collection from the participants. By
explanatory design means we are explaining the relationship between independent and
dependent variables.
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Population and Sampling

The population of the study is all banking customers who are not using mobile banking. Since
the population is large and unknown, so we use the random sampling approach to collect data.
The sample size is determined by using the sample size calculator developed by Bartlett,
Kotrlik, and Higgins (2001). Based on a 95% confidence interval, and a .03 margin of error, our
required sample size is 119.

Data Collection

For data collection, we use the Google form. Accordingly, a link is forwarded to the participants
who wish to participate in the survey. The survey is based on the adapted measure. The
questionnaire for the independent variable is adapted from Moore and Benbasat (2001)
consists of 18 statements. In this measure, the relative advantage is measured by 4 items;
compatibility is measured by 3 items; ease of use is measured by 4 items; trialability is
measured by 3 items, and observability is measured by 4 items. The intention to adopt online
banking is adapted from Wang, Wang, Lin, and Tang (2003) and consists of 3 items.

Reliability and Validity

Reliability refers to the degree to which measures are free from error and therefore yield
consistent results (Sekaran & Bougie, 2016). We established reliability by using the Cronbach
alpha for which the cutoff value for acceptable reliability is 0.60 or above. For establishing
validity, we used the adapted measures which already establish its validity. Furthermore, we
did the pre-testing of the questionnaire by using a pilot study.

Ethical Issues

All ethical issues such as privacy of the participants and use of no force for data collection are
handled appropriately. No personal information is obtained from the participants and collected
data is only used for its stated purpose. No participant is forced or given any incentive to take
part in the survey and thus all participation is voluntary.

RESULTS

Demographic Information
Table 1: Demographic Information

Frequency Percentage
Gender
Male 40 50%
Female 40 50%
Age Group
18 to 25 Years 24 30.0%
25to 35 Years 16 20.0%
35to 45 Years 32 40.0%
Above 45 Years 8 10.0%
Residency Status
Omani National 44 55.0%
Expatriate 36 45.0%
Occupation
Student 12 15.0%
Public Sector Employee 32 40.0%
Private Sector Employee 16 20.0%
Business/Self-Employed 20 25.0%
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A total of 80 respondents participated in the survey 80 participants (50%) are male and
remaining 40 participants (50%) are female. In terms of age, 24 participants (30%) belonged
to the age category of 18 to 25 years; 16 participants (20%) belonged to the 25 to 35 years age
group; 32 participants (40%) belonged to the 35 to 45 years; and remaining 8 participants
(10%) belonged to the above 45 years age category. In terms of residency status, 44
participants (55%) are Omani national; and 36 participants (45%) belonged to the foreign
expatriate category. In terms of occupation, 12 participants (15%) were student; 32
participants (40%) belonged to the public sector; 16 participants (20%) belonged to the private
sector; and 20 participants were self-employee (25%).

Descriptive Statistics
Table 2: Descriptive Statistics and Reliability

Cronbach Std.
No. of ItemsAlpha MinimumMaximumMean |Deviation

Relative Advantage 04 .935 1.50 4.75 3.8875 [1.06661
Compatibility 03 .955 1.00 5.00 3.9333 [1.11759
Perceived Ease of Use 05 .768 1.20 4.60 3.6600 95885
Trialability 03 712 1.67 5.00 3.8333 192141
Observability 04 .692 1.25 5.00 3.7750 |.76334
Intention  to Use  Mobile, 3 614 133 [5.00  [3.6667 90896
Banking

The above table provide descriptive statistics as well as the Cronbach alpha for all variables
involved. The Cronbach alpha of all variables is above 0.60 so it is an indication that our
measures are reliable. Furthermore, the descriptive statistics indicate that among our survey
participants, the degree of relative advantage (M=3.88, SD=1.06); compatibility (M=3.93,
SD=1.11); perceived ease of use (M=3.66, SD=.95); trialability (M=3.83, SD=.92); observability
(M=3.77,SD=.76); and intention to use mobile banking (M=3.66, SD=.90) is close to higher level.

Table 3: Correlation

| 1 R B B B b
[Relative Advantage Pearson Correlation|1 19011.804].841*|523"1.425"
Sig. (2-tailed) 000 000 [000 001 [006
N 80 [80 |80 [80 |80 80
Compatibility Pearson Correlation].901*|1 .750"1.869"1616™ 407"
Sig. (2-tailed) .000 .000 [.000 000 [009
N 80 [80 |80 [80 |80 80
JPerceived Ease of Use Pearson Correlation].804*1750%(1 .828"1627*.659™
Sig. (2-tailed) .000 {000 .000 [000 000
N 80 [80 |80 [80 |80 80
Trialability Pearson Correlation].841*1.869*(.828*1 [5417.534"
Sig. (2-tailed) .000 [000 000 000 [.000
N 80 [80 |80 [80 |80 80
Observability Pearson Correlation].523"1616*[627*541*|1 .616™
Sig. (2-tailed) .001 {000 |.000 |000 .000
N 80 [80 |80 [80 |80 80
lintention to Use Mobile BankingPearson Correlation}.425*407*1.659*1534*616"(1
Sig. (2-tailed) .006 [009 |.000 000 [000
N 80 [80 |80 [80 |80 [0

**_Correlation is significant at the 0.01 level (2-tailed).
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The correlation analysis indicate that for the dependent variable of intention to use mobile
banking, all independent variables are positively and significantly correlated including relative
advantage (r=.425, P<.05); compatibility (r=.407, P<.05); perceived ease of use (r=.659, P<.05);
trialability (r=.534, P<.05); and observability (r=.616, P<.05).

Table 4: Regression Analysis

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. Tolerance |VIF
(Constant) .350 .581 .604 |550
Relative Advantagel-.068 .255 -.080 -.267 1791140 2.145
Compatibility | 435|545 508 " 11290118 2.481
1.556
Lpligce“’ed Ease of yo7  |228 514 2.1381.040,217 3.599
Trialability 371 270 .376 1.375(178.168 1.964
Observability .530 .189 1445 2.8021.008/.498 1.006
R=.757

R square=.573
F stat=9.128 (.000)
DW Stat= 2.25

The regression analysis indicate that our model is not suffering from any mutli-collinearity
issue as all VIF are less than the critical value of 10. Furthermore, there is no problem of no
autocorrelation as DW statistics is close to the value of 2. The beta coefficient indicate that
perceived ease of use ([3=.487, P<.05); and observability (3=.530, P<.05) exert a positive and
significant effects on customers intention to use mobile banking. Furthermore, the results for
relative advantage (=-.068, P>.05); compatibility ($=-.413, P>.05); and trialabiltiy ($=.371,
P>.05) turned out to be insignificant. The result further indicate that the independent variables
explain 57% variation in the dependent variable as shown by the R square value. The F statistics
is greater than 4 so it indicates that our model is fit and highly significant.

DISCUSSION
The objectives of the study were to test the effects of variables as identified in the perceived
characteristics of the innovation on customer’s adoption of the mobile banking in the context
of Oman. The study utilized the survey based method for data collection and collected data from
sample respondents. The key findings of the study are that there is strong correlation between
the component of the perceived characteristics of innovation model and the customers
intention to the adopt the mobile banking. Furthermore, the regression analysis findings
indicate that the perceived ease of use and observability turned out to be highly significant. The
findings of the study are similar to the other studies findings which also found similar results
including Imtiyaz and Molla (2004) and Sharma, et al.,, (2017). In Middle East context, the
findings are similar to the findings of Al-Jabri and Sohail (2012) who also found similar factors
predicting mobile banking adoption in the Saudi Arabian context. The findings also shows that
perceived characteristics of innovation model can be a suitable model to study adoption of
mobile banking in this context thus further strengthening the model (Moore & Benbasat, 1991).
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CONCLUSION

The study utilized the perceived characteristics of innovation model to understand customer’s
adoption of mobile banking in the Oman context. The findings of the study show that the model
is a valid theoretical lens to understand customers’ adoption of mobile banking in this context.
The findings further lead to this conclusion that in this context, the perceived ease of use and
observability are important influencing factors for customer’s adoption of mobile banking. The
findings contribute to the perceived characteristics of innovation model as well as adoption of
mobile banking. The findings add to the understanding of how banking sector firms can
motivate non-mobile banking users to shift to the mobile banking which has further favorable
consequences for the banking sector firms.

RECOMMENDATIONS

e The commercial banks in Oman need to demonstrate to the customers the way of
handling mobile banking so potential customers can view it as an easier process and can
adopt the mobile banking. In this regard, commercial banks can use suitable videos in
the local language to demonstrate ease of use to the potential customers. Other methods
of communication can also be used to encourage non-mobile banking users to shift to
the mobile banking.

e The commercial banks in Oman need to show to customers that how mobile banking
works, its benefits, and how it can create value for the customers. In this regard,
commercial banks can use suitable video tutorials for educating the customers.
Furthermore, staff at commercial bank branches can also be trained to demonstrate the
benefit and uses of mobile banking to the non-mobile banking users.

LIMITATIONS
The study limitations include small sample size, limited geographical coverage, and non-
random sampling. The use of cross-sectional data and single method of data analysis also
remains a limitation. A future researcher can overcome such limitations by implying more
diverse methods of data collection and analysis.

Reference
Ajzen, L. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision Processes, 50,
179-211.

Ajzen, L., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior. Englewood Cliffs, New
Jersey: Prentice-Hall.

Al-Jabri, I. M., & Sohail, M. S. (2012). Mobile banking adoption: Application of diffusion of innovation
theory. Journal of Electronic Commerce Research, 13(4), 379-391.

Barnes, S. |, & Corbitt, B.]. (2003). Mobile banking: Concept and potential. [JMC, 1(3), 273-288.

Bartlett, |., Kotrlik, ].W., & Higging, C.C. (2001). Organizational Research: Determining Appropriate Sample Size in
Survey Research. Information Technology, Learning, and Performance Journal, 19(1).

Carmi, G., & Drezner, N. ]. (2019). Adoption of mobile banking. International Conferences ICT, Society, and
Human Beings 2019;

Changchun, G., Haider, M. ]., & Akram, T. (2017). Investigation of the effects of task technology fit, attitude and
trust on intention to adopt mobile banking: Placing the mediating role of trialability. International Business
Research, 10(4), 77-91.

URL: http://dx.doi.org/10.14738/assrj.95.12121



Advances in Social Sciences Research Journal (ASSR]) Vol. 9, Issue 5, May-2022

Cyr, D., Head, M., & Ivanov, A. (2009). Perceived interactivity leading to e-loyalty: development of a model for
cognitive-affective user responses. International Journal of Human-Computer Studies, 67(10), 850-869.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
Mis Quarterly, 13(3), 319-340. d0i:10.2307/24900

Deloitte, G. S. M. A. (2012). What is the impact of mobile telephony on economic growth? A report for the G.S.M.
Association

Elsaleh, I. (2020). An analysis of mobile banking adoption by Lebanese customers.
Glavee-Geo, R, Shaikh, A. A., & Karjaluoto, H. (2017). Mobile banking services adoption in

Pakistan: Are there gender differences? International Journal of Bank Marketing, 35(7), 1088-1112.
doi:10.1108/1JBM-09-2015-0142

Hanafizadeh, P., Behboudi, M., Koshksaray, A. A., & Tabar, M. ]. S. (2014). Mobile-banking
adoption by Iranian bank clients. Telematics and Informatics, 31(1), 62-78.

Imtiyaz, A.S. & Molla, A. (2004). Adoption and Use ofmz Internet Banking in the Sultanate of Oman: An
Exploratory Study. Journal of Internet Banking and Commerce. 9.

Iskandar, M., Hartoyo, H., & Hermadj, 1. (2020). Analysis of Factors Affecting Behavioral Intention and Use of
Behavioral of Mobile Banking Using Unified Theory of Acceptance and Use of Technology 2 Model
Approach. International Review of Management and Marketing, 10(2), 41.

Karjaluoto, H., Laukkanen, T., & Kiviniemi, V. (2010). The role of information in mobile banking
resistance. International Journal of Bank Marketing, 28(5), 372-388

Koenig-Lewis, N., Palmer, A., Moll, A. (2010). Predicting young consumers’ take up of mobile banking services.
International Journal of Bank Marketing, 28(5), 410-432.

Lin, H. F. (2011). An empirical investigation of mobile banking adoption: The effect of innovation
attributes and knowledge-based trust. International Journal of Information Management, 31(3), 252-260.

Maenpag, K., Kale, S. H., Kuusela, H., & Mesiranta, N. (2008). Consumer perceptions of Internet banking in
Finland: The moderating role of familiarity. Journal of Retailing and Consumer Services, 15(4), 266-276.

Makanyeza, C. (2017). Determinants of consumers’ intention to adopt mobile banking services in Zimbabwe.
International Journal of Bank Marketing, 35(6), 997-1017. https://doi.org/10.1108/I]JBM-07-2016-0099

Moore, G. C., & Benbasat, 1. (1991). Development of an instrument to measure the perceptions of adopting an
information technology innovation. Information Systems Research, 2(3), 192-222.

Munoz-Leiva, F., Climent-Climent, S., & Liébana-Cabanillas, F. (2017). Determinants of intention to use the mobile
banking apps: An extension of the classic TAM model. Spanish Journal of Marketing-ESIC, 21(1), 25-38.

Nysveen, H., Pedersen, P. E., & Thorbjgrnsen, H. (2005). Explaining intention to use mobile chat
services: Moderating effects of gender. Journal of Consumer Marketing, 22(5), 247-256.
doi:10.1108/07363760510611671

Odumeru, J. A. (2013). Going cashless: Adoption of mobile banking in Nigeria. Nigerian Chapter of Arabian
Journal of Business and Management Review, 62(1085), 1-9.

Owusu, G. M. Y., Bekoe, R. A,, Addo-Yobo, A. A, & Otieku, . (2021). Mobile banking adoption among the Ghanaian
youth. Journal of African Business, 22(3), 339-360.

Payne, E. M,, Peltier, ]. W., & Barger, V. A. (2018). Mobile banking and Al-enabled mobile banking: The differential
effects of technological and non-technological factors on digital natives’ perceptions and behavior. Journal of
Research in Interactive Marketing.

Rogers, E. (2003). Diffusion of Innovations, New York, Free Press.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building approach. John Wiley & Sons.

Services for Science and Education - United Kingdom 10



Tahir, M., & Tummala, M. (2022). A Study of Factors Influencing Customers’ Adoption of Mobile Banking in Oman. Advances in Social Sciences
Research Journal, 9(5). 1-11.

Shaikh, A. A,, & Karjaluoto, H. (2015). Mobile banking adoption: A literature review. Telematics
and Informatics, 32(1), 129-142.

Sharma, S.K,, Govindaluri, S.M., Al-Muharrami, S. and Tarhini, A. (2017). A multi-analytical model for mobile
banking adoption: a developing country perspective. Review of International Business and Strategy, 27(1), 133-
148. https://doi.org/10.1108/RIBS-11-2016-0074

Sitorus, H. M., Govindaraju, R., Wiratmadja, I. I, & Sudirman, I. (2019). Examining the role of usability,
compatibility and social influence in mobile banking adoption in Indonesia. International Journal of
Technology, 10(2), 351-362.

Sulthana, N. (2018). Adoption of mobile banking in Oman.

Tan, M., & Teo, T.S.H. (2000). Factors influencing the adoption of internet banking. Journal of the Association for
Information System, 1(5), 1-42

Wang, Y. S.,, Wang, Y. M,, Lin, H. H,, & Tang, T. I. (2003). Determinants of user acceptance of internet banking: an
empirical study. International Journal of Service Industry Management, 14(5), 501-519.

Wu, H. Y, Lin, C. C, Li, 0., & Lin, H. H. (2010). A study of bank customers’ perceived usefulness of adopting online
banking. Global Journal of Business Research, 4(3), 101-108.

Yu, C.S., & Lo, Y. F. (2007). Factors encouraging people to adopt online banking and discouraging adopters to use
online banking services. Proceeding of the Conference on Business and Information. Tokyo, Japan: International
Conference on Business and Information.

URL: http://dx.doi.org/10.14738 /assrj.95.12121 1



