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CHAPTER I
INTRODUCTION
Mobile banking has marked itself as an emerging technology adopted by banks around the globe. Today, financial sector firms are competing to increase their profit share in the market. Among these firms, banks have radically shifted from traditional banking to branchless mode of banking. Adoption of latest technology has enabled banks to extend their customer base, where electronic banking has proved to be the chief advancement (Zohra Saleem, 2011). Information technology is one of the major issues on any bank chief executive’s agenda, thrust into prominence by the massive and increasing magnitude of its cost at a time when competitive pressure has never been greater (Carrington et al., 1994). Mobile banking can be categorized as the latest advancement in electronic banking, which has widened customers’ access to bank accounts through wireless channels. Mobile banking allows bank customers to check balances, monitor transactions, obtain other account information, transfer funds, locate branches or ATMs, fund transfer, mobile phone recharge, pay bills,  pay tax etc. Mobile banking is simply application of mobile  phone devices as means of banking via Wireless Application Protocol (WAP), GPRS and 3G technology and short message service (SMS) facilities.  From customers’ perspective adopting mobile banking services benefit in terms of convenience to perform banking transactions ‘anytime and anywhere’, with ease to use. Security is ensured, as banking transactions are encrypted and password-protected 
(T. Dahlberg et al., 2002).  As banking services are in the nature of public good, it is essential that availability of banking and payment services to the entire population without discrimination is the prime objective of the public policy (Leeladhar, Deputy Governor, RBI). Recent scenario shows that, wireless infrastructures have emerged as an effective option of connecting to an ever-evolving expansive information network such as the internet and mobile phone service in India. In the 21st century, "mobile phones" serve not only as a means of communication but also as a means of carrying out banking and financial services (Vijay M. Kumbhar, 2011). Indian telecommunication service scenario indicates that cellular or mobile phone service was growing tremendously in the last five years. As the annual report of TRAI for the year 2009-10 pointed out, in India, the wire line phone connections were declining in the last few years and mobile phone connections have increased very fast. At present, 16 cellular service providers are providing cellular service in India and there were 621.28 million phone connections in India in which 584.32 million are mobile phone connections. Mobile phone service has spread not only in urban areas but also in rural areas in India. The rural mobile connections have reached the 190.88 million in 2011 mark as against 111.63 million in the previous year and now 32.67 percent of the total wireless subscribers are now in rural areas and the rural teledensity at the end of March 2010 was 24.29 percent. Mobile banking in India is in a position to fly into a rage since a research has shown that approximately 43 million urban Indians have done mobile banking. Among the urban Indians it is said to have reached 15percent who have accessed banking services using their mobile phones. Mobile banking specially is more convenient to the people  since it does not necessitate the person to physically set off to the bank, instead they can log on from either their computer or mobile. The user can perform all the bank transactions like payments for credit cards or any other bills, check the account balance, check for credit card balance, bill enquiry, account transactions like getting statements or transferring money to other accounts sitting in the comforts of either their home or offices and do not have to rush to bank to get a simple statement parting with other works. Mobile banking gives an option to have direct access to the bank accounts anywhere and at any time, also the customer can receive alerts for the transactions and also the transactions can be personalized and secured. Mobile banking assures the customer to carry out any financial and non-financial transactions with ease and in a protective manner. It has an added benefit of shortest, straight and time-saving banking. Non-financial transactions can include booking of movie tickets through mobile. Mobile banking can also be acknowledged as M-Banking, mbanking or SMS Banking etc. The biggest advantage mobile banking provides to the banks is that it helps to cut down the costs as it's even more economic than providing tele-banking facilities where banks have to keep hundreds of tele-callers. Additionally, mobile banking helps banks to upgrade the quality of services and nature of customer relationship management. Using mobile banking, banks can communicate to the defined cluster of clients. The offers can be customized and this personalization can give the banking industry a huge mileage, even at a lower cost. Again, using the same mobile channels, banks can up-sell and cross-sell their highly complex financial products to the specific set of customers which can be coupled with the selling strategies of credit cards, home loans and personal loans etc. 
In traditional banking system, a customer can open an account in banks and can   deposit money in the banks. He can withdraw his money through cheque, counter payment and through bank draft. He can meet the bank manager and can take the physical help for getting loans from banks. Traditional banking still finds favour with most Indians, said a study. Most customers prefer visiting a branch or accessing automated teller machines (ATM) for their regular banking needs and are yet to feel at ease with the emerging trend of mobile or internet banking.
Advantages of mobile banking
Mobile banking offers many advantages, such as good security, easy access and plentiful application for smart phones. It does not require a phone number or a bank employee to access banking features. Quick transactions are possible when the mobile user has internet access. Making a quick transfer from a savings account into a checking account, paying bills or checking a bank balance can occur from the mobile phone browser. Direct notification from a mobile banking account when certain transactions have taken place is one of the more useful features of mobile banking. Notifications details are set up within the mobile account, specified by the account owner, and are sent via text message or email. Users typically choose their own combination of deposits, withdrawal and transaction notifications. Some banks require the user to text a request before returning a text with a balance, deposit or other transaction information. ATM and branch locations can be found using a mobile device. This service is typically available with internet and browser capability, though some text services may be able to return information when a ZIP code is provided. Mobile banking applications designed specifically for smart phones provide the locations of ATM and bank facilities without a ZIP code or location information.
	Mobile banking can offer service such as (i) account information, (ii) payments, deposits, withdrawals, and transfers, (iii) investments, (iv) support and (v) content services.
Account information includes (i) mini-statement and checking of account history, 
(ii)  alerts on account activity or passing of set threshold, (iii)  monitoring of term deposits, (iv) access to loan statements, (v) access to card statements, (vi) mutual funds /equity statements, (vii) insurance policy management, (viii) pension plan management, (ix)  status on cheque, stop payment on cheque, (x) ordering cheque books, (xi) balance checking in the account, (xii) recent transactions, (xiii) due date of payment (functionality for stop, change and deleting of payments), (xiv) PIN provision, change of PIN and reminder over the internet, (xv) blocking of (lost, stolen) cards
Payments, deposits, withdrawals, and transfers include (i) domestic and international fund transfer, (ii) micro-payment handling, (iii) mobile recharging, (iv) commercial payment processing, (v) bill payment processing, (vi) peer to peer payment, 
(vii) withdrawal at banking agent, (viii) deposit as banking agent
Investments include (i) portfolio management services, (ii) real-time stock quotes, 
(iii) personalized alerts and notifications on security price
Support services provided by mobile banking include (i) status of requests for credit, including mortgage approval, and insurance coverage, (ii) cheque book and card requests, (iii) exchange of data message and email, including compliant submission and tracking, (iv) ATM locations
Content services include (i) general information such as weather updates, New 
(ii) loyalty – related offers and (iii) locations-based services
Challenges for a mobile banking application
Key challenges in developing a sophisticated mobile banking application are:
(i) 	Handset operability - There are large numbers of different mobile device and it is a big challenge for banks to offer mobile banking solution on any type of device. Initial interoperability issues however have been localized, with countries like India using portals like R-World to enable the limitations of low end java based phones, while focus on areas such as South Africa have defaulted to the USSD as a basis of communication achievable with any phone.
(ii) 	Security -Security is perhaps the most complicated challenges as the financial transactions are being executed from some remote location and transmission of financial information over the air.These issues ought to be addressed jointly by mobile application developers, wireless network service providers and bank’s IT departments.Financial and banking service providers use onetime password (OTPS) in their fight against cyber fraud. Instead of relying upon the traditional memorizing technique, OTP’s are requested by the consumers each time they want to perform a transaction. These passwords are sent to their phone via SMS. The password gets expired once being used.
(iii) 	Scalability &reliability - Mobile banking infrastructure has to handle exponential growth of the customer base, another challenge for the CIOs and CTOs of bank. Customer may be sitting in any part of the world, find mobile banking more and more useful. Reliability expectation may lose customer confidence and the banks would be unable to meet the performance. 
(iv)	Application distribution - Due to nature of connectivity between bank and customers, it would be impractical for customer to regularly visit bank. Mobile banking application connects to a web site for regular upgrade. In futureit will be expected that the mobile application itself check the upgrades and updates. These are called as “Over the air” updates.
	The current study on “Consumer Decision Process in the Adoption of Mobile Banking” is an attempt to find out why and why not consumers prefer mobile banking. This will give an insight on the features of mobile banking, its advantages, disadvantages and the steps to be taken to promote mobile banking. In India mobile banking concept becomes familiar only after HDFC bank introduced mobile banking  followed by the State Bank of India in 2006 .Now nationalised as well as private banks have started performing mobile banking operations in India. The study has the following objectives.
Objectives of the study
1. To analyse the socio economic profile of the respondents 
2. To find out the advantages and disadvantages of mobile  banking from the respondents perspective
3. To examine  the reasons for preference of mobile banking
4. To analyse the factors which induce the customers in their adoption of mobile banking.
The following hypotheses were tested in the course of the study
H0: The consumers’ preference of mobile banking, their views on (i) protected transaction, (ii) adequate mechanism, (iii) service quality, (iv) regulatory issues are independent of sex/ educational qualification / monthly income.
Ha : The consumers preference of mobile banking, their views on (i)protected transaction, (ii) adequate mechanism, (iii) service quality, (iv) regulatory issues are dependent of sex/ educational qualification / monthly income.
	In future, mobile banking would be the medium of providing financial services using mobile tele communication devices. This reduces the fundamental limitation of   internet banking which requires a personal computer. Due to limited PC penetration, it is highly probable that users will be attuned to interaction model of a mobile phone. But no significant research has been done in this field in India. This study is an attempt to find out how or why the consumers decide on the adoption of mobile banking.



















CHAPTER II
REVIEW OF LITERATURE
	The literature pertaining to the study on “Consumer Decision Process in the Adoption of Mobile Banking” is discussed in this chapter under the following heads:
2.1 Mobile banking concept
2.2 Importance of mobile banking
2.3 Problems in mobile banking
2.4 Customer perception on mobile banking
2.5 General studies on mobile banking
2.1 Mobile banking concept
Tiwari, R., et al. (2006), defined mobile banking as ‘carrying out banking business with the help of mobile devices such as mobile phones or PDAs. The offered services may include transaction facilities as well as other related services that cater primarily to informational needs revolving around financial activities’.
	Porteous (2006) distinguishes two aspects of mobile banking: Additive and transformational characteristics. Additive aspects are those in which the mobile phone is merely another channel to an existing bank account. Mobile banking is additive when it merely adds to the range of choices or enhances the convenience of existing customers of mainstream financial institutions. Transformational characteristics arise when the financial product linked to the use of the phone is targeted at persons who do not hold formal bank accounts with the conventional banking institutions.
Tiwari & Buse (2007) defined mobile banking as “the provision and availment of banking-and financial services with the help of mobile and telecommunication services.  The scope of offered services may include facilities to contact bank and stock market transaction, to administer account and to access customised information”. According to this model mobile banking can be said to consist of three inter-related concepts viz, mobile accounting, mobile brokerage and mobile financial information services. 
Most services in the categories designatedAccounting and Brokerageare transaction-based. The non-transaction-based services of an informational nature are however essential for conducting transactions - for instance, balance inquiries might be needed before committing a money remittance. The accounting and brokerage services are therefore offered invariably in combination with information services. Information services, on the other hand, may be offered as an independent module
2.2 Importance of mobile banking
Stuart J. Barnes, et al. (2003), in the article on “Mobile Banking: concept and potential”, reported that internet and the mobile phone –the two technological advancements that have profoundly affected human behaviour in the last decade - have started to converge. The products of this association are mobile data services. Using a variety of platforms, services are being created to enable mobile devices to perform many activities of the traditional internet, albeit in a reduced format for mobile devices.
One area of activity is mobile (m-) banking (one of the first areas of commercial transaction on the wireless internet). Banking is an area that has extended in many different ways in recent years, including telephone and online banking. M-banking provides yet another channel for banking services, and in emerging markets, provides some possibility for becoming a primary channel. This paper examines the strategic implications of m-banking and the strategic positioning of m-banking services in different markets. The paper concludes with a discussion of the future for m-banking services.
	Kreyer, Nina, et al. (2003), in the article on “Mobile payment procedures: scope and characteristics”, emphasizes on the point that the existence of standardized and widely-accepted mobile payment procedures is crucial for successful business-to-customer mobile commerce. Customers' acceptance of mobile payment (MP) procedures mainly depends on the issues of cost, security, and convenience. In particular, it is important that a procedure can be used over a variety of payment scenarios such as mobile commerce, electronic commerce, stationary merchant, and customer-to-customer. Current payment procedures can be categorized by using strategic, participation and operational criteria, based on the morphological method. The authors proposed a scheme which allows them to unambiguously identify and characterize any given mobile payment procedure. The proposed scheme allows three basic types of applications: merchants and customers can analyze and represent their preferences for MP procedures in a structured way, (prospective) mobile payment service providers may analyse their market expectations and develop MP procedures according to these, and different market participants may use it as a basis for standardization
Infogile technologies (2007), in its article on “Mobile banking the future”, describes the basic concepts, services offered, market survey and technology which enables mobile banking. Over the last few years, the mobile and wireless market has been one of the fastest growing markets in the world and it is still growing at a rapid pace. 
This opens up huge markets for financial institutions interested in offering value added services. With mobile technology, banks can offer a wide range of services to their customers such as doing funds transfer while travelling, receiving online updates of stock price or even performing stock trading while being stuck in traffic. Mobile devices, especially smart-phones, are the most promising way to reach the masses and to create “stickiness” among current customers, due to their ability to provide services anytime, anywhere, with high rate of penetration and potential to grow.
Indirani Medhi, et al. (2007), in their article on “Mobile-Banking Adoption and Usage by Low-Literate, Low-Income users in the Developing World”, explored the use of mobile banking by the users in the developing world. Due to the increasing penetration of mobile phones even in poor communities, mobile-phone-enabled banking (m-banking) services are being increasingly targeted at the unbanked to bring formal financial services to the poor. Research in understanding actual usage and adoption by this target population, though, is sparse. There appear to be a number of issues which prevent 
low-income, low-literate populations from meaningfully adopting and using existing 
m-banking services. This paper examines variations across countries in adoption and usage of existing m-banking services by low-literate, low-income individuals and possible factors responsible for the same. It is observed that variations are along several parameters: household type, services adopted, pace of uptake, frequency of usage, and ease of use. Each of these observations is followed by a set of explanatory factors that mediate adoption and usage.
Vital Analytics Team (2008), in the article on “Mobile banking in India”, (based on data gathered in April 2009 are on mobile banking) reported that for urban Indian customers checking account balance is the most frequently cited reason for using mobile banking. 40 million Urban Indians used their mobile phones to check their bank account balances followed by viewing last three transactions. ICICI bank continues to maintain its leadership extending in mobile space, 42 percent of all mobile banking users bank with ICICI, followed by HDFC (25.3percent).
Carolina Lopez-Nicolas, et al. (2008), in their article on “An assessment of advanced mobile services acceptance: Contributions from TAM and diffusion theory models”, explored the emerging trend in mobile banking sector .Today in addition to traditional mobile services, there are new ones already being used, with  the advances in 3G-related technologies. Their work contributed to the emerging body of research by integrating TAM and Diffusion Theory. Based on a sample of 542 Dutch consumers, the study found that traditional antecedents of behavioural intention, ease of use and perceived usefulness, could be linked to diffusion-related variables, such as social influence and perceived benefits (flexibility and status). 
Donner, et al. (2008), in their article on “Mobile banking and economic development: Linking adoption, impact, and use”,  reported  that around the globe, various initiatives use the mobile phone to provide financial services to those without access to traditional banks. Yet relatively little scholarly research explores the use of these m-banking/m-payments systems. This paper calls attention to this gap in the research literature, emphasizing the need for research focusing on the context(s) of 
m-banking/m-payments use. Presenting illustrative data from exploratory work with small enterprises in urban India, it argues that contextual research is a critical input to effective adoption or impact research. Further, it suggests that the challenges of linking studies of use to those of adoption and impact reflect established dynamics within the Information and Communication Technologies and Development (ICTD) research community. The paper identifies three crosscutting themes from the broader literature—amplification vs. change, simultaneous causality, and a multidimensional definition of trust—each of which can offer increased theoretical clarity to future research on 
m-banking/m-payments systems.
F.I.Anyasi and P.A.Otubu (2009), in an article on “Mobile Phone Technology in Banking System: Its Economic Effect”, enlisted various initiatives that use mobile phones to provide financial services to those with or without access to traditional banks. 
This paper outlined vividly the use of mobile phone in the banking industry, its economic implications, and in general a systematic look into the various forms of mobile banking with emphasis on the security measures that makes the whole process safe for adoption. The emergence of mobile banking technology systems has implications for the general discussions about mobile telephony in the developing world. Existing theory about the significance of mobile communications in the developing world has focused on voice and text messaging. More so, the emergence of mobile banking also underscores how, occasionally, innovations emerge from unexpected places and have the capability of reconfiguring the significance of a technology to its users, offering a way to lower the costs of moving money from place to place and opening a way to bring more users into contact with formal financial systems.
Sheng Min, and Chi Fei (2009), in their study entitled “Research of mobile banking service in china: A Cross Rode of Communication Technology and Financial Innovation”, the research and comparative of the experience that mobile phone banking business developed in different countries. It demonstrates that with the development of communication technology and its support, phone banking as a combination of electronic money and mobile communications has become an example that IT leads the development of finance. After exploring lots of convenience and advantages that mobile banking can provide to users, the study analyzes the restrictive factors of it from different angles including technology and finance.  The research work gives some advices to overcome the difficulties and predicts that mobile bank will become a portable financial tool for consumers.
Martina Rani (2010), in the article entitled” Collaborations and Regulations for Transformational Mobile Banking in Emerging Markets”, defines transformational mobile banking as the provision of banking services using a mobile phone in such a way that currently unbanked people are targeted .The term was first coined to differentiate this type of offering from additive mobile banking options, where the mobile phone is simply another channel. The mobile banking extends financial access at a sufficient scale to unbanked people which help in the reduction of the cost of the service. Across the developing countries, millions of people rely on informal economic activity and local level networks to earn their living. Most of these populations are from the Bottom of the Pyramid (BOP) and they don’t have access to basic financial services as access to them is costly and very limited. Among them, South Asia is one of the fastest growing regions in terms of mobile phone subscribers. There are regulations which allow only banks to lead m-banking service, as in the case of MTN in South Africa and SMART communications in the Philippines. GXI in the Philippines and Safaricom in Kenya designed mobile banking initiatives without participation by any bank at all. Hence, there is no universal model of mobile banking system, as the purposes and structures vary from country to country. The collaborations require backing of various regulations depending upon the models of mobile banking service system, which is the focus of developing countries like India and Bangladesh at present.  The paper aims at identifying the collaborations and regulations in the area of Transformational m-banking with the objectives of studying the nature of collaborations under each model of m-banking service which decide the performance of transformational m-banking services in Kenya, Philippines and South Africa and studying how regulations should evolve for collaborations for faster transformational mobile banking in the emerging markets such as India and Bangladesh.
Vijay M. Kumbhar (2011) explained how With the help of modern information communication technology, m-banking as a new type of banking services carrier can provide efficient and effective financial services for unbanked and rural peoples in India. Increased cellular subscribers in rural India are offering wide opportunity to expand m-banking services.
 2.3 Problems in  mobile banking
Kelvin Chikomo, et al. (2006), in the article on “Security of Mobile banking”, said that mobile banking is attractive because it is a convenient approach to perform remote banking, but there are security shortfalls, such as security problems with GSM network, SMS/GPRS protocols and security problems with current banks mobile banking solution. This paper discussed the SMS and GPRS proposed solution in these problems. 

The results from these proposed solutions have proven to provide secure and economic communications between the mobile application and the bank servers. The proposed solutions allow the users to bank using secure SMS and GPRS. 
Nirpi and Kristiina Tunnainen (2008), in their study on “Exploring merchant adoption of mobile payment systems: An empirical study”, asserts that the growth of mobile commerce depends on widely accepted mobile payment systems. Although new mobile payment systems have been increasingly introduced in Asia, Europe and the United States, their adoption has remained modest. Little research has been conducted to examine and explain adopters' views on the new payment technology. In this article, the authors explore merchant adoption of mobile payment systems empirically and discuss factors that drive and inhibit their adoption. Their results suggest that the main adoption drivers are related to the means of increasing sales or reducing the costs of payment processing, whereas the barriers to adoption include complexity of the systems, unfavourable revenue sharing models, lack of critical mass, and lack of standardization. Based on the findings, the authors proposed a conceptual framework of adoption enablers, drivers and barriers with propositions to good future research in this emerging area. Implications for practice and means to overcome the barriers are suggested.
Saifullah M. Dewan (2010), in the article on “Issues in M-Banking: Challenges and Opportunities”, reported that the increased prevalence of mobile phones provides exciting opportunities for the growth of mobile banking (m-banking). This article reviews the emerging research literature on m-banking. It presents a classification framework for m-banking research based on 65 m-banking articles published between 2000 and 
mid-2010 in Information Systems (IS), technology innovation, management, and marketing journals, and major IS conferences. These articles are classified into five main categories: m-banking overview and conceptual issues, m-banking applications and cases, m-banking behavioural issues, infrastructures of mobile users and networks, and strategic, legal and ethical issues. It is expected that the comprehensive list of references and assessments presented in this article will provide a useful anatomy of young 
m-banking literature to anyone who is interested in m-banking and help stimulate further interest.
Saurabh Panjwani, et al. (2010), in their article on  “Analysis of Two Token-Based Authentication Schemes for Mobile Banking”, have authentication schemes designed for authenticating users in banking systems implemented over mobile networks. The first scheme is currently deployed in India by a mobile banking service provider named Eko with a reach of over 50,000 customers. The second scheme was proposed recently in joint effort with Eko to fix weaknesses in the first system, and is currently being considered for deployment. Both systems rely on PINs and printed codebooks (which are unique per user) for authentication. In this paper, the authors presented a detailed security analysis of the two schemes. They showed that Eko’s current scheme is susceptible to PIN recovery attacks and a class of impersonation attacks wherein the attacker compromisers users’ codebooks. The new scheme, on the other hand, is secure against both these attack possibilities. They also showed that the two schemes are secure against impersonation attacks where users’ codebooks are not compromised. Variants of the new scheme with improved security are also proposed.
Michael Klein and Colin Mayer (2011), in the article on “Mobile banking and financial inclusion -The regulatory lessons”, explained how mobile banking is growing at remarkable speed around the world. In the process it creates considerable uncertainty about the appropriate regulatory response to this newly emerging service .This paper sets out a frame work for considering the design of regulation of mobile banking. Since it lies the interface between financial service & telecom mobile banking also raises competition policy and inter-operability issue which were discussed in the paper. Finally by unbundling payments service in to its component parts. Mobile banking provides important lessons for the design of financial regulation more generally in developed as well as developing economics.
Vijay M. Kumbhar (2011), in his article on “Financial inclusion through 
M-banking: scope and problems in India”, narrated how in spite of opportunities, there are number of problems and threats in m-banking system. Their major short comes are network coverage, security, low cost effectiveness in convenience in using mobile handset, IT literacy etc. The outcome of the paper is a defined set of customer requirements to m-banking services in India and an explanation of major failure reasons along with opportunities for their improvement.
2.4 Customer perception on mobile banking
Minna Mattila (2003), in the article on “Factors affecting the adoption of mobile banking services”, explored the factors influencing mobile banking adoption and the aims at forming a model describing consumer behaviour patterns. It also evaluated the applicability of Rogers' (1995) model in this context. In consequence one able to state what are the drivers and inhibitors of using banking services via wireless delivery channel. A quantitative survey sheds more light on this researched issue. The data was collected in Finland during May-July 2002 and includes 1253 survey responses. 
Tang, Tzung-I, et al. (2004), in the article “Towards an understanding of the behavioural intention to use mobile banking services”, stated that  although   millions of dollars have been spent on building mobile banking systems, report on mobile banking systems has  shown that potential users may not  use the systems in spite of their availability. There is a need for research to identify the factors which determine users' acceptance of mobile banking. According to the technology acceptance model (TAM), perceived ease of use and perceived usefulness constructs are believed to be fundamental in determining the acceptance and use of various IT. These beliefs, however, may not fully explain the user’s behaviour towards the newly emerging mobile banking. Using the technology acceptance model (TAM) as a theoretical framework, this study introduces “perceived credibility” as a few factor that reflects the user’s security and privacy concern in the acceptance of  mobile banking, and examines the effect of computer self-efficacy on intention to use mobile banking. Data collected from 267 users in Taiwan were tested against the extended TAM using the structural equation modelling approach. The results strongly support the extended TAM in predicting user’s intention to adopt mobile banking systems, and demonstrate the significant effect of computer self-efficacy on behavioural intention through perceived ease of use, perceived usefulness, and perceived credibility.
Pousttchi, K. and Schurig, M. (2004),in their article on “Assessment of today in  mobile banking applications from the view of customer requirement”, explained how mobile banking is a subset of electronic banking which underlies not only the determinants of the banking business but also the special conditions of mobile commerce. This paper analyses customer needs and expectations from the mobile applications' view and from the banking view in order to derive a defined set of requirements. Based on these results, existing mobile banking applications are assessed. Their major shortcomings are explained, opportunities for their improvement are shown and the impact of upcoming new technology is discussed. The outcome of the paper is a defined set of customer requirements to mobile banking applications, the identification and assessment of four standard types of current mobile banking applications and an explanation of major failure reasons along with opportunities for their improvement. 
Sylvie Laforet, Xiaoyan Li (2005), in the article on “Consumer’s attitude towards online and mobile banking in china”, aims at investigating the market status for online/mobile banking in China. With the recent and forecasted high growth of Chinese electronic banking, it has the potential to develop into a world-scale internet economy and requires examination. The demographic, attitudinal and behavioural characteristics of online and mobile bank users were examined. Respondents from six major Chinese cities participated in the consumer survey. The results showed Chinese online and mobile bank users were predominantly males, not necessarily young and highly educated, in contrast with the electronic bank users in the West. The issue of security was found to be the most important factor that motivated Chinese consumer adoption of online banking. Main barriers to online banking were the perception of risks, computer and technological skills and Chinese traditional cash-carry banking culture. The barriers to mobile banking adoption were lack of awareness and understanding of the benefits provided by mobile banking. This study offers an insight into online/mobile banking in China, which has not previously been investigated. Distinct differences and common trends between China and other countries were observed with clear indication of marketing strategy to be deployed by the service providers.
Tommi Laukkanen and Teuvo Kantanen (2006), in the article “Consumer value segments in mobile bill paying”, explored consumer’s value in mobile banking and in mobile bill paying especially. Today mobile communications technologies offer an opportunity for vast additional value for consumers' banking actions due to their always-on functionality and the option to bank virtually any time and anywhere. However, consumer value differs between individuals. It was measured in the context with five items namely privacy, accuracy, convenience, control and efficiency. An internet questionnaire was developed and 82 usable responses from the users of mobile bill paying were collected. K-means clustering was used and five different value segments were identified. The results indicate that privacy and efficiency are the most valued items in mobile bill paying in general while individuals differing in their valuations. The study provides academics and bank managers with better understanding to consumer value in mobile banking and offers indications for value-based consumer segmentation.
Tommi Laukkanen (2007), in the article on “Measuring mobile banking customers channel attribute preference in service consumption”, measures mobile banking customers' channel attribute preferences in two different banking services, namely request for account balance service and bill paying. An internet survey was implemented and conjoint analysis was used. In addition, the respondents were clustered into homogenous segments on the basis of their channel attribute preferences. 
The findings indicate slight differences between the services in respondents' channel attribute preferences while individual respondents' preferences vary widely. The results provide important information for service providers' marketing campaigns and communication activities and device manufacturers' aims to develop different kinds of devices for different market segments.
Tommi Laukkanen (2007), in the article on “Internet Vs mobile banking: Comparing customer value perceptions”, explore and compare customer value perceptions in internet and mobile banking. The purpose especially is to compare customer perceived value and value creation between internet and mobile bill paying service.  A qualitative in-depth interviewing design was applied in order to ascertain the factors that create value perceptions in fund transfer service via personal computer and mobile phone. Means-end approach and laddering interviewing technique was used in order to reveal how different value creating factors are hierarchically structured and related to each other.  The results indicate that customer value perceptions in banking actions differ between internet and mobile channels. The findings suggest that efficiency, convenience and safety are salient in determining the differences in customer value perceptions between internet and mobile banking. The findings of the qualitative study, being more depth than wide in nature, deserve to be quantitatively measured in future studies in order to provide more generalizable results. The paper provides enhanced information for business managers about both positive and negative customer value perceptions in internet and mobile banking. By understanding how and what kind of value different service channels provide for customers are better enabled to create actions to enhance internet and mobile banking adoption.  The contribution of the paper lies in achieving a more profound understanding on consumer value perceptions to internet and mobile banking. It expands the literature on electronic and mobile commerce and on electronic banking especially.
Tommi Laukkanen, et al. (2007), in their article on “How personal values determine consumer resistance to mobile banking”, examined the role of personal value in consumer resistance to mobile banking innovation. A large internet survey was implemented and 1151 usable response among mobile banking non users collected. 
The theory of innovation reported five barriers, namely usage barriers, value barriers, risk barriers, tradition barriers and image barrier to mobile banking adoption. Cluster analysis was used to group the individuals into four homogenous segments representing different reasons to resist mobile banking. Using one-way –analysis of variance (ANOVA) the groups difference in values were measured. The results suggest that those customers having low resistance to mobile banking are more self-fulfilling and self-respecting than others, having high resistance.
Shanchu;Lu Yao-bin (2009), in their article on “The effect of online-to- mobile trust transfer and previous satisfaction on the foundation of mobile banking trust”, reveal the mechanisms associated with the initial formation of peoplepsilas trust in mobile banking and intention to use the service. And this research fills a research gap by focusing on online to mobile trust transfer process and the effects of previous satisfaction, which has received almost no attention. For this, they attempted to understand the effect of three antecedent factors (structural assurance, compatibility and relative advantage) on shaping a customerpsilas initial trust in mobile banking and usage intention. Furthermore, they investigated the impact of customerspsila previous satisfaction and online banking trust on the initial trust in mobile banking and its antecedents. The study tests hypotheses by using a sample of 313 college studies that have used online banking before. Results showed that online trusts positively influence initial trust in mobile banking and customerspsila perceived structural assurance of mobile banking. And customerspsila previous satisfactions with online banking have positive effects on initial trust, perceived relative advantages and perceived compatibility, just as proposed. Thus, online-to-mobile trust transfer process and the effects of customerspsila previous satisfaction should be considered when designing multichannel strategies and attracting customers to use mobile banking.
Liying;Zhang (2010), in the article on “Customers adoption decision analysis of mobile banking service: Management and Service Science(MASS)”,stated that  mobile banking financial services based on WAP, SMS or 3G are more and more popular. According to TAM, the reason why bank customers have intention to accept mobile banking financial services were explored from five aspects, perceived usefulness, perceived ease of use, perceived usability, consumer concept and consumer experience. The effects of these factors on the intention to using mobile banking financial services were studied by SEM.
Hanudin Amin and T.Ramayah (2010) in an article on “Sms Banking: Explaining The Effects Of Attitude, Social Norms And Perceived Security And Privacy” aim to investigate the factors influencing the use of short-messaging-service (SMS) banking among Malaysian bank customers. It focuses on the relationships among attitude, subjective norm, perceived security and privacy (PSP) and intention to use SMS banking. We collected 115 valid survey responses. The data indicate that attitude, subjective norm, and PSP are influential predictors of intention to use SMS banking. Corresponding discussion and implications are included.
Rahmath Safeena, Nisar Hundewale, and Abdullah Kamani (2010) in their article on “Customer’s Adoption of Mobile-Commerce A Study on Emerging Economy” explained hownot enough study has been done on how customers perceive and evaluate electronically delivered mobile banking services. The study considers five factors perceived usefulness, perceived ease of use, subjective norm, consumer awareness about mobile banking and perceived risks associated with mobile banking. This study also points out that these factors have a strong and positive effect on customers to accept mobile banking system.
Tashmia Ismail and KhumbulaMasinge (2011), in an article entitled “Mobile banking innovation for the poor”, pointed out that the cost of, mainstream financial services act as a barrier to financial inclusion for many in the developing world. 
The convergence of banking services with mobile technologies means however that users are able to conduct banking services at any place and at any time through mobile banking thus overcoming the challenges to the distribution and use of banking services. 
This research examined the factors influencing the adoption of mobile banking by people at the Base of the Pyramid (BOP) in South Africa; with a special focus on trust, cost and risk. Data for this study was collected through paper questionnaires in townships around Gauteng. This research has found that customers in the BOP would consider adopting mobile banking as long as it is perceived to be useful and to be easy to use. But the most critical factor for the customer is cost; the service should be affordable. Furthermore the mobile banking service providers, both the banks and mobile network providers should be trusted. Trust was found to be significantly negatively correlated to perceived risk. Trust therefore plays a role in risk mitigation and in enhancing customer loyalty.
2.5 General studies
	Morna S.Y. Lee, et al. (2003), in the article on “Using ZMET to explore barriers to the adoption of 3G mobile banking services”, reported that telecommunications companies world-wide are developing 3G mobile phones and applications. In the UK, mobile banking is considered to be one of the most value-added and important mobile services available. However, the adoption rate of using 3G mobile phones for financial services is yet to be determined. The current research examined both innovative attributes and customers’ perceived risk in order to understand customers’ behaviour and motivation toward this innovation. It has advanced the theoretical frameworks of innovation and customers’ risk perception as new attributes and risk dimensions were identified. The findings provide banking executives with a better understanding of what are the perceived advantages and disadvantages of 3G mobile banking services, helping them to plan marketing strategies and promotion approaches for 3G mobile banking services in the future.
	Suoranta, Mari, et al. (2004), in the article entitled “Mobile banking and consumer behaviour: New insights into the diffusion pattern”, elucidates that the various challenges faced by financial service providers due to technological advancement has challenged the providers of financial services; the very nature of selling and buying financial services has changed. Mobile devices are among the newest channels to conduct banking electronically. This paper focuses on studying diffusion and adopters of mobile banking services. Previous research has identified the typical characteristics of a potential adopter in the electronic services era. This paper explores some contradictory empirical findings drawn from a mobile banking survey. The results provide an indication of the characteristics of potential subsequent adopters of mobile banking, and of differences between user segments. Consequently, the authors are able to comment on the influence of certain demographic characteristics and the preferred communication mode of customers on the adoption and future usage of mobile banking services. The quantitative survey that sheds more light on this researched issue employed a traditional method of postal questionnaire. The data were collected in Finland during May–July 2002 and include 1,253 survey responses.
	Towari et al. (2006), in their article on “Mobile Banking As Business Strategy: Impact of Mobile Technologies on customer Behaviour and Its Implications for Banks”, reported the strategic implications of mobile banking for banks and financial enterprises and stated the increased need/wish for mobility amongst professionally active groups is confronting credit institutions and other enterprises offering financial services, with challenges to adjust their service portfolio in a way to best suit the needs of their customers On the other hand it also opens up a new arena of opportunities by making it possible to offer innovative, value added services by actively inducing demand for new, mobility-centric services. The paper examines strategic implications of changes in customer behaviour as perceived by the banks. It introduces the findings of a bank survey conducted by the authors in Germany. The survey discovered that banks expect Mobile banking to gain greater strategic relevance in near future and are positioning themselves not to be left behind.
	Tiwari and Buse (2007), in the article on “Mobile Banking”, reported that according to a study by financial consultancy Celent 35percent of online banking households will be using mobile banking by 2010, up from less than 1percent today. Upwards of 70percent of bank center call volume is projected to come from mobile phones. Mobile banking will eventually allow users to make payments at the physical point of sale. “Mobile contactless payments” will make up 10percent of the contactless market by 2010.They further forecasted that the number of mobile banking users in the us will grow from 12 million in 2009 to 86 million in 2015.The same study also predicted that the European market will grow from 7 million mobile banking users in 2009 to 115 million users in 2015.In Asian countries like India, China, Bangladesh, Indonesia and Philippines, where mobile infrastructure is comparatively better than the fixed-Line infrastructure and in European countries, where mobile phone penetration is very high 
(at least 80 percent of consumers use a mobile phone), mobile banking is likely to appeal even more.
	Amir Herzberg (2008), discussed some of the challenges and opportunities involved in the use of mobile banking secure payments and authorizing banking transaction. He proposed a modular architecture for secure transaction. This architecture consists of three independent processes. In the first process, the device identifies the user through physical possession, Passwords or biometrics. The second process is authentication which states that, the mobile provider authenticates the transaction request from the device via either subscriber identification or cryptographic mechanisms. 
The third process is secure performance according to which transaction is performed by the mobile transaction provider, possible with the help of merchant and/or other transaction provider and may involve secure payment protocols(such as internet based payments /secure electronic transactions, or kip/SET ). The mobile transaction provider is independent of the communication protocol in the mobile device.
	Frederic Lardinois (2008), in his article on “Customers want to use mobile banking, but few actually do”, explained with the data from 2008 consumers that the consumers slowly warming up to the idea of mobile banking but this growth is slowed by the fact that most users, even though they already use online tools to interact with their bank, they never use their mobile devices to access the internet. Seventy two percent of 


those who bank online, never access the Internet from their mobile devices and only 8percent do so more than 20 times per month. Because of this, it is no surprise that only 5percent of online bankers use a mobile device to check their bank accounts. 
	Samaneh Barati and Shahriar Mohammadi (2009), in their article on 
“An efficient model to improve customer acceptance of mobile banking”, revealed that during the last ten years technological development has reshaped the banking industry, which has become one of the leading sectors in utilizing new technology on consumer markets. Today, mobile communication technologies offer vast additional value for consumers’ banking transactions due to their always-on functionality and the option to access banks anytime and anywhere. Various alternative approaches have used in analyzing customer’s acceptance of new technologies. In this paper, which factors affect acceptance of Mobile Banking are explored and presented as a new model.
	Constance Gustke (2010), in their article on “Five reasons to use mobile banking”, stated that mobile banking takes us back to the days when we used passwords, " For example, just by sitting on an airport tarmac we could  check the account balance or look at recent transactions. The downside is that mobile banking isn't as good as it could be, says Van Dyke. The reason being many services are pretty basic. People use it to check balances and monitor finances. "Largely, it's an augment to the Internet," he added.
Bimal Arora and Ashley Metz Cummings (2010), in the article on “A Little world: Facilitating safe & Efficient Mobile Banking in Rural India”, explained the initiative  led by a private sector organization, A Little World (ALW) and its sister entity, a non-profit organization, ZERO Microfinance and Savings SupportFoundation (ZMF). ALW and ZMF act as intermediaries between rural communities at one end, and mainstream financial institutions and the government at theother end. ALW offers a secure low-cost technology driven delivery platform for financial services through special mobile phones that store and help manage a vast amount of customer bank account data, authenticates account holders through photo and biometric identification and allows access to the bank accounts as the point of service terminals.
	Banking staff (2011), in  their article on “Mobile banking :More than checking your account balance”, stated that to keep up with the speed of smartphone and tablet adoption,  companies need to make mobile banking more versatile than ever. 


CHAPTER III
METHODOLOGY
	For a systematic understanding of any research work, a well and organized plan of work is essential. The methodology that a researcher adopts in this carries much weightage, as it clearly gives an idea of whether he or she goes in the right direction. 
This chapter gives the methodology adopted by the researcher for her work on “Consumer Decision Process in the Adoption of Mobile Banking” under the following heads.
3.1 Selection of the study area
3.2 Selection of the sample units
3.3 Collection of Data
3.4 Period of Study
3.5 Data Analysis
3.6 Limitations of the Study
3.1 Selection of the study area
	With the advancement in technology, the information and communication systems have witnessed a vast change. Previously, people have to go directly to banks to carry out banking activities. But, slowly, with the progress made in the banking sector, plastic cards occupy a significant place in banking. Now the latest trend is on online banking and mobile banking where the customers can do banking business from anywhere and at anytime. Though internet banking is gaining popularity, still it needs an internet connection and a computer. Compared to this, mobile banking is still more convenient. 
It does not need a system or a place to visit. But how far it has reached the customers is a question to be probed. Why customers prefer mobile banking or not; what are their expectations, their difficulties are some of the points to be made clear among the banking officials. This will make mobile banking more easy to access and convenient for the customers to adopt it. This study is an attempt to analyse some of the issues related to mobile banking from the customers’ views.

3.2 Selection of Sample Units
	The study intends to probe in detail the decision behaviour of the customers in the usage of mobile banking. For this the respondents who use mobile banking were selected through convenience sampling a non probability sampling technique. By adopting this method sample units could be drawn from that part of the population which is close to hand, i.e., sample population could be selected because it is readily available and convenient. This technique offers an easy way to obtain the raw data for further analysis. Besides this it saves time and cost since the respondents could be randomly selected..
The investigator first approached the State Bank of India in Coimbatore which has mobile banking facilities. After obtaining permission from the State Bank of India, the investigator contacted the persons who have accounts in the SBI and who use mobile banking. Apart from this, with the help of another research scholar the investigator was able to identify the users of mobile banking. As mobile banking is of a recent concept, which is in operation from 2006, with much difficulty the investigator could collect data from 50 mobile banking users. The researcher prepared a well drafted questionnaire and obtained the responses from the 50 customers.
3.3 Collection of Data
Data for the study were collected by administering an interview schedule to the 50 respondents personally by the investigator. The interview schedule consists of questions ranging from their sex, age, educational qualification, occupation, income to their views on mobile banking. The drafted questionnaire is given in Appendix I.
3.4 Period of Study  
	The data for the study were collected from the respondents in the month of January 2012.
3.5 Data Analysis
	The collected data were analysed using the following techniques
3.5.1 Likert 5 point rating scale y
3.5.2 Ҳ2 test
3.5.3 Factor analysis 
3.5.4 Reliability test.
3.5.5 Percentages and averages
3.5.6 SPSS 
3.5.1 Likert 5 point rating scale
	The respondents were asked to give their opinion on various features of mobile banking in a Likert 5 point rating scale. They were asked to report their view as either ‘strongly agree’ or ‘agree’ or ‘neutral’ or ‘disagree’ or ‘strongly disagree’. Scores were assigned as’5’, ‘4’, ‘3’, ‘2’ and ‘1’ respectively. 
3.5.2 Ҳ2 test
	To find out whether there is any association between socio economic and demographic factors and the views expressed by the respondents' Ҳ2 test was applied. The null hypothesis tested was
H0: 	The perception of the customers’ on the features of mobile banking is independent of     their socio, economic and demographic factors.
Ha: 	The perception of the customers’ on the features of mobile banking depends of     their socio, economic and demographic factors.
		Ҳ2     = Σ (O-E )2/ E
The calculated  Ҳ2 was compared with theoretical value of Ҳ2 for (r-1) (c-1) degrees of freedom. If calculated value exceeds theoretical value null hypothesis is rejected, otherwise accepted.
3.5.3 Factor analysis 
The customer’s views on the various features of mobile banking were elicited through 51statements. The statements were then resolved into fewer factors using factor analysis. In the process only those statements having their communalities greater than one were considered. The percentage variations due to these variables were obtained. Those variables for which the eigen values exceeded one were retained in the analysis. Using varimax rotation, factors were extracted.
The reliability of the statements under different headings was tested by finding out the alpha values.
3.5.4 Reliability test
To elicit the views on various features of mobile banking, a set of constructs were drawn. The composite reliability was estimated to evaluate the internal consistency of the measurement model. If the constructs have the Cronbach’s alpha greater than 0.60, then the constructs are deemed to be good and could be included for further analysis. 
3.5.5 Percentages and averages
In the course of the study, percentages, averages and graphs were also used.
3.5.6 SPSS
The analysis was carried out using SPSS 16 version
3.6 Limitations of the Study
· The study was carried out among 50 users of mobile banking. As this is micro in nature, concentrating on only a limited section of the customers, the findings cannot be generalized. 
· The study has not obtained the responses of non users of mobile banking. Hence the study fails to note the constraints faced by the non users in their adoption of mobile banking.



CHAPTER IV
RESULTS AND DISCUSSION
The findings of the current study on “Consumer Decision Process in the Adoption of Mobile Banking” are discussed in this chapter under the following headings.
4.1 Selected social, economic and demographic profile of the respondents
4.2 Bank details
4.3 Advantages of mobile banking
4.4 Disadvantages of mobile banking
4.5 Purpose of using mobile banking 
4.6 Influential factors
4.7 Preference for mobile banking
4.8 Views on mobile banking
4.1 Selected social, economic and demographic profile of the respondents
Social, economic and demographic profile of an individual carries much weightage in the usage of mobile banking. For instance the research work carried out by Laforet and Li (2005) on mobile and internet banking claimed that the younger customers were interested than older customers in using internet banking. Al.Ashanet et al’s (2001) study discovered that education and income levels play vital role for tele-banking adoption. The following table 1 gives the data on the selected characteristics of the sample respondents


TABLE 1
          SELECTED CHARACTERISTICS OF SAMPLE RESPONDENTS
	Characteristics
	Number
	%
	Characteristics
	Number
	%

	Sex
Male
	
39
	
78
	
Female
	
11
	
22

	Age(Years)
20-30
30-40
40-50
50-60
Total
Mean age (years)
	
36
9
4
1
50
28.3
	
72
18
16
2
100
	Education
SSLC
HSS
UG
PG
Diploma
Total
	
1
3
13
32
1
50
	
2
6
26
64
2
100


Source: Field Survey, January 2012
	It is inferred from the above table that a majority of 78 percent of the respondents are males and 22 percent are females. In the current study males found to be the user of mobile banking in a larger percentage. When compared to women, males perceive less risk in online business activities (Venkatesh et al., 2003). The data further shows that 
72 percent of the respondents fell under the younger age group of 20-30 years and 
18 percent under 30-40 years. Younger customers seem to prefer mobile banking. This is in conformity with the earlier studies which revealed that older individuals have lower propensity in the usage of mobile banking. Educations wise analysis reveals that 64percent of the respondents are post graduates and 26percent under graduates. Thus a total of 90percent had collegiate level of education. Education plays a pioneer role in the adoption of mobile banking.
The analysis reveals that 
· Males predominantly adopt mobile banking.
· Younger generation prefers mobile banking.
· Education plays a vital role in mobile banking usage.

Occupation
Occupation plays a key role in the adoption of mobile banking. The usage of mobile banking judged by the profession of the participants is shown in following diagram.

Fig 1
Salaried class constitute the majority with 40 percent in the usage of mobile banking, followed by business class (22 percent), software engineering (14 percent) and private employees (10 percent). In the current study 14 percent are not employed, with 
12 percent as students and 2percent as house wives.
Monthly income
Income has a significant impact on the adoption of internet and mobile banking services (Karjaludo et al., 2002). The data on the income of the respondents of the current study is shown in the following table 2.	



TABLE 2 
MONTHLY INCOME OF THE RESPONDENTS   
	Monthly income (Rs)
	Number
	%

	5000-10000
10000-20000
20000-30000
30000-40000
>40000
Not earning
Total
Mean monthly income (Rs)
	3
18
13
6
3
7
50
18,740
	6
36
26
12
9
14
100


                                   Source: Field survey, January 2012.
Among the total of 50 respondents a majority of 36percent, have their monthly income in the range of Rs10000-20000 and 26percent have then income in the range of Rs20000-30000 and 18percent earn more than Rs40000. The average monthly income of the sample group is Rs 18,740.
4.2 Bank details
If the banks in which consumers have accounts, provide mobile banking facilities, then the chances of the customers to adopt mobile banking is high. The respondents were asked to state the banks in which they have accounts. The details provided by them are given in the following table 3.


TABLE 3
BANKS HAVING CUSTOMERS’ ACCOUNTS
	Bank
	Number
	%

	SBI
IOB
Indian Bank
Other banks
Total
	22
13
8
7
50
	44
26
16
14
100


        Source: Field survey, January 2012.
In the study, 44 percent of the respondents have their accounts in the State Bank of India which is the largest banking and finan50cial service company in terms of revenue assets and market capital rights in India. Twenty six percent of the respondents have their accounts in the Indian Overseas Bank, whose total business crossed 
Rs1, 81,530 crores as on 31-03-2011 and 16 percent in the Indian Bank and 14 percent in other banks. All the banks in which the customers have accounts have mobile banking facility. All the respondents of the current study use mobile banking.
On personal enquiry it was found  that  12 percent of the respondents use mobile banking daily, 2 percent six times in a week, 4 percent five times in a week, 8 percent four  times  in a week, 24 percent three times, 18 percent two times and 32 percent one time in a week.
The analysis reveals that
· Majority of 84percent of the respondents have their accounts in nationalised banks.
· The banks in which the customers have accounts provide mobile banking facility.
· All the customers of the current study use mobile banking.
· All the respondents use mobile banking at least once in a week. 
4.3 Advantages of mobile banking
The respondents were asked to list out the advantages in the usage of mobile banking. The following table 4 gives the various advantages in the usage of mobile banking as given by the sample respondents.
TABLE 4 
ADVANTAGES OF MOBILE BANKING (Multiple responses)
	Advantages 
	Number 
	%
	Advantages 
	Number 
	%

	Easy access
Transparency 
Time saving
E-Recharge
24 hours service
Accuracy 
	47
27
27
17
15
6
	94
54
54
34
30
12
	No paper work
Wireless 
Security 
Advanced technology
Secure login process
To keep up with global standard
	5
5
4
3
3
1
	10
10
8
6
6
2


Source: Field survey, January 2012

Fig 2
‘Easy to access’ was the major advantage of using mobile banking. It was stated by 94percent of the sample respondents. Transparency and time saving were the other advantages stated by about 54 percent. The advantages such as ‘E-recharge’ (34 percent) and ‘24 hours service’ (30 percent), were stated by about 30 to 34 percent. The other advantages such as ‘accuracy’ were stated by only 12 percent, and ‘no paper work’ and ‘wireless’ by 10 percent. Less than 10 percent of the respondents stated ‘security’ 
(8 percent), ‘advance technology’ (6 percent), ‘login process secure’ (6 percent) and ‘to keep up with the global standard’ (2 percent), as the advantages of mobile banking.
The analysis reveals that from the customers’ view
· Accessibility, transparency and time saving are the most important benefits of mobile banking.
Ҳ2 test
To find out whether the views expressed by respondents on advantages of mobile banking is dependent or independent of Sex, Age, Occupation and income chi square test was applied null hypothesis was
H0: views on advantages of mobile banking is independent of sex, age, occupation, and income.
Ha: views on advantages of mobile banking is dependent of sex, age, occupation, and income.
The advantages of mobile banking listed by the respondents were ‘Easy access’, ‘Transaction’, ‘Time saving’, ‘E-recharge’ and others. The calculated chi square values along with theoretical chi square values are shown in the following table 5.


TABLE 5
ADVANTAGES OF MOBILE BANKING (Ҳ2 test)
	Parameter
	Calculated Ҳ2 value
	Theoretical Ҳ2 value
	Inference H0

	Sex
Age
Occupation
Income
	2.4505
8.4794
14.9003
6.2502
	5.99
11.07
21.0
9.49
	Accepted
Accepted
Accepted
Accepted


Source: calculations based on primary data
4.4. Disadvantages of mobile banking
The respondents were asked to list out the disadvantages of mobile banking. 
The following table 6 gives the various disadvantages of mobile banking as given by the sample respondents
TABLE 6
DISADVANTAGES OF MOBILE BANKING (multiple responses)
	Disadvantages
	Number
	%
	Disadvantages
	Number
	%

	Net problems
Lack of technical knowledge
Cyber crimes
Lack of awareness
To maintain minimum balance
	40
35

35
9
4
	80
70

70
18
8
	Wrong information on m-banking
Lack of face to face contact
Banks not responding quickly
Fear of losing mobile phone
	4

3

3

2
	8

6

6

4


Source: Field survey, January 2012.
Network problem is the major disadvantage of using mobile banking. It was stated by 80 percent of the sample respondents. Lack of technical knowledge and cybercrimes are the other disadvantages in the usage of mobile banking stated by about 70 percent. The disadvantages such as lack of awareness (18 percent) and to maintain minimum balance and wrong information on mobile banking (8 percent), no relationship maintained with the customer (6 percent), no cooperation from banking side (4 percent) and fear of losing the mobile phones (4 percent) are the other disadvantages of using mobile banking. The customers of the current study do not feel it a disadvantage if they do not have face to face contact with banking officials. 
The analysis reveals that
· The most important disadvantages  in using mobile banking are ‘net problems’, ‘cyber crimes’ and lack of technical knowledge.


Fig 3

X2  test
To find out whether the views expressed by respondents on disadvantages of mobile banking is dependent or independent of Sex, Age, Occupation and income chi square test was applied. The null hypothesis was
H0: views on disadvantages of mobile banking is independent of sex, age, occupation, and income.
Ha: views on disadvantages of mobile banking is dependent of sex, age, occupation, and income.
The disadvantages of mobile banking listed by the respondents were ‘Network problems’, ‘Lack of technique knowledge’, ‘Cyber crimes’ and others. The calculated chi square values along with theoretical chi square values are shown in the following table 7.
TABLE 7
                        DISADVANTAGES OF MOBILE BANKING (X2  test)
	Parameter
	Calculated Ҳ2 value
	Theoretical Ҳ2 value
	Inference H0

	Sex
Age
Occupation
Income
	7.8235
2.7965
20.31837
0.4393
	7.81
7.81
25
7.81
	Rejected
Accepted
Accepted
Accepted


         Source: calculations based on primary data
From the calculated value it can be inferred that the respondents perception on the disadvantages of mobile banking depends sex and is in dependent on age, occupation and income. Males and females differ or their views on the disadvantages of mobile banking. But the age of the respondents their occupation or their income, do not influence views of the respondents on the disadvantages of mobile banking.  


Purpose of using mobile banking
Mobile banking services encompasses a broad range of service activities which enables the consumers to adopt mobile banking. Mobile banking services include two distinct categories such as mobile banking and mobile payment. Mobile banking is a subset of banking as it allows every one easy access to their banking activities via mobile handsets (Yu &Fang, 2009).Mobile payments on the other hand are defined as the use of a mobile device to conduct a payment transaction in which money or funds are transferred from a payer to a receiver via an intermediary, or directly without an intermediary (NiinaMallat, 2006).The respondents were asked to state the purpose for which they use mobile banking. The following table 8 gives the purposes for which the customers use mobile banking.
TABLE 8
PURPOSE OF USING MOBILE BANKING SERVICES
(Multiple Responses)
	Purpose
	Number
	%

	For enquiring balance
For transaction
To save
For transparency
For easy account
For easy accessibility
For knowing share marketing
For e-recharge
For business
	28
16
4
2
2
2
2
1
1
	56
32
8
4
4
4
4
2
2


         Source: Field survey, January 2012.
The various purposes for which the customers adopt mobile banking are for
(i) ‘balance enquire’, (ii) ‘for easy transaction’, (iii) ‘to save time’, (iv) ‘transparency’, (v)‘easy account’, (vi) ‘easy access’, (vii) ‘share marketing’, (viii) ‘E-recharge’, and 
(ix) ‘for business’. As the table shows, majority of 56percent use mobile banking to enquire their balance account in the bank. Another 32percent use mobile banking for transaction. Less than 10percent use mobile banking for other purposes.
The analysis reveals that customers use mobile banking mostly 
· For  knowing their balance account and
· For transaction
X2 test
To find out whether the views decision made by the respondents on the purpose of using mobile banking is dependent or independent of Sex, Age, Occupation and income chi square test was applied. The null hypothesis was
H0: Decision on purpose of using mobile banking is independent of sex, age, occupation, and income.
Ha: Decision on purpose of using mobile banking is dependent of sex, age, occupation, and income.
The procedure followed in the calculation of X2 values is shown in Appendix II
The purposes of using mobile banking listed by the respondents were ‘Balance enquiry’,   ‘Transaction’ and others. The calculated chi square values along with the theoretical chi square values are shown in the following table 9.
TABLE 9
PURPOSE OF USING MOBILE BANKING-X2 test
	Parameter
	Calculated Ҳ2 value
	Theoretical Ҳ2 value
	Inference H0

	Sex
Age
Occupation
Income
	2.0499
5.8885
6.9977
5.4761
	0.455
5.99
15.51
5.99
	Rejected
Accepted
Accepted
Accepted







                    Source: calculations based on primary data.
The exercise carried out indicates that males and females differ in their decision on the purpose of using mobile banking. But, it is proved that the purpose of using mobile banking is independent of age, occupation and income of the respondents.
4.6 Influential factors
The respondents were asked to express their opinion on the source which influenced them to adopt mobile banking in a 5 point rating scale as ‘strongly agree’, ‘agree’, ‘neutral’, ‘disagree’ and ‘strongly disagree’. Scores were assigned as 5 for ‘strongly agree’, 4 for ‘agree’, 3 for ‘neutral’, 2 for ‘disagree’ and 1 for ‘strongly disagree’. The following table 10 gives details on the rating given by the respondents and the calculated mean scores.
TABLE 10
INFLUENTIAL FACTORS IN THE USAGE OF M-BANKING
	Factors
	SA
	A
	N
	D
	SD
	Weighted score
	Mean score

	Friends 
	25
	8
	8
	4
	5
	194
	3.88

	Newspapers &magazines
	8
	21
	10
	4
	7
	169
	3.38

	TV
	11
	24
	3
	4
	8
	176
	3.32

	Family members
	12
	13
	7
	6
	12
	157
	3.14

	Radio 
	7
	10
	15
	5
	13
	143
	2.86


Source: Field survey, January 2012; SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, 
SD-Strongly Disagree.
It is the friends who influence the customers’ in the adoption of mobile banking. The weighted score and the mean score for this being 194 and 3.88, respectively. 
It implies that the customers of the current study agree that friends are the influential factors for them in the adoption of mobile banking. Next to friends medias like newspapers, magazines influence them (Mean score =3.38) in using mobile banking services. The other factors which are instrumental in order of priority are television (Mean score =3.32) family members (Mean score =3.14) and radio (Mean score =2.86).


4.7 Preference for mobile banking
The respondents were asked to express reasons for their preference for mobile banking in a 5 point rating scale as ‘strongly agree’, ‘agree’, ‘neutral’, ‘disagree’ and ‘strongly disagree’. Scores were assigned as 5 for ‘strongly agree’, 4 for ‘agree’, 3 for ‘neutral’, 2 for ‘disagree’ and 1 for ‘strongly disagree’. The following table 11 gives details on the ratings and scores given by the respondents and the calculated mean scores.
TABLE 11 
PREFERENCE FOR MOBILE BANKING
	Preference
	SA
	A
	N
	DA
	SDA
	Weighted score
	Mean score

	Security
	25
	13
	4
	8
	0
	205
	4.74

	Convenient
	28
	22
	0
	0
	0
	228
	4.4

	Necessity
	29
	15
	1
	4
	1
	217
	4.34

	Trusted information
	21
	18
	9
	1
	1
	207
	4.12

	Up to date equipment and technology 
	22
	16
	8
	2
	2
	204
	4.08

	For status
	12
	22
	7
	5
	4
	183
	3.66

	Everyone  around has one
	11
	22
	7
	6
	4
	180
	3.60


Source: Field survey, January 2012; SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, 
SD-Strongly Disagree.
The various sub factors included under preference for mobile banking are ‘security’, ‘convenience’, ‘necessity’, ‘trusted information’, ‘up to date equipment and technology’, ‘for status’, and ‘everyone around  has one’. As can be seen from the table respondents prefer mobile banking mostly for security (Mean score =4.74), convenience (Mean score =4.40), necessity (Mean score =4.34), and for trusted information 
(Mean score =4.12), up to date equipment and technology (Mean score =4.08), for status (Mean score =3.66), and everyone around has one (Mean score =3.60).The mean scores obtained for their preference of mobile banking exceeds the score ‘3’. 
The analysis reveals that
· The highest priority for using mobile banking is for ‘security’ and ‘convenient’
4.8 Views on mobile banking
The respondents were asked to express their views on the various features of mobile banking such as  ‘Service quality’, ‘Adequate mechanism’, ‘Regulatory issues’, and ‘Protected transaction’ in a five point rating scale as ‘Strongly agree’, ‘Agree’, ‘Neutral’, ‘Disagree’ and  ‘Strongly disagree ‘with scores  assigned as ‘5’, ‘4’, ‘3’, ‘2’, and ‘1’ respectively. Each factor is further divided in to sub factors, which are shown in the following table 12. The number of respondents expressing their views on mobile banking and the mean scores assigned for these factors along with Cronbach’s alpha are also given.
TABLE 12
VIEWS ON MOBILE BANKING
	Views
	SA
	A
	N
	DA
	SD
	Weighted score
	Mean score

	Service quality

	Satisfied with m-banking  working hours
	20
	23
	4
	1
	2
	208
	4.16

	Satisfied with m-banking service
	18
	24
	5
	1
	2
	205
	4.10

	Satisfied with security level
	15
	21
	8
	6
	0
	195
	3.90

	Feeling as own bank
	11
	21
	14
	3
	1
	188
	3.76

	Grand score
	15.92

	Average score
	3.98

	Cronbach’s alpha
	0.66

	Adequate Mechanism

	M-banking features should increase
	14
	26
	7
	3
	0
	201
	4.02

	Banks to correct transaction errors at the earliest
	18
	21
	6
	3
	2
	200
	4

	Bank takes actions for erroneous actions
	12
	28
	5
	4
	1
	196
	3.92

	M-banking transaction is to be secured enough
	16
	22
	7
	5
	0
	199
	3.90

	Grand score
	15,84

	Average score
	3.96

	Cronbach’s alpha
	0.64

	Views
	SA
	A
	N
	DA
	SD
	Weighted score
	Mean score

	Regulatory issues

	Legislation provides basic protection
	24
	22
	4
	0
	0
	220
	4.4

	Trust varies with development of rules and regulation
	14
	25
	8
	3
	0
	200
	4.0

	Regulation is not developing with M-Bank
	14
	17
	11
	6
	2
	185
	3.70

	Awareness on regulatory frame work affect trust
	14
	15
	14
	4
	3
	183
	3.66

	Grand score
	15.76

	Average score
	3.94

	Cronbach’s alpha
	0.69

	Protected transaction

	Consumers are scared to use internet
	23
	18
	7
	2
	0
	212
	4.24

	Lack of trust on systems’ integrity
	18
	25
	6
	0
	1
	209
	4.18

	Lack of trust on security
	14
	21
	12
	2
	1
	195
	3.90

	Grand score
	12.32

	Average score
	4.11

	Cronbach’s alpha
	0.65


Source: Field survey, January 2012; SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, 
SD-Strongly Disagree.
Service quality
The various sub factors include under service quality are ‘Satisfied with M-bank working hours’, ‘Satisfied with M-bank service’, ‘Satisfied with security level’, and ‘Feeling towards own bank’. As can be seen from the table more than 80percent of the sample respondents either ‘strongly agree’ and ‘agree’ that there are satisfied with the mobile banking hours and mobile banking services while 72percent of the respondents are satisfied with the security level, 64percent stated that m-banking makes them feel the banks as their own. The mean average score for this being 3.98 implies that the respondents agree on service quality of the mobile banking.
Adequate mechanism
The various sub factors include under adequate mechanism are ‘M- bank security features should increase’, ‘Bank correct transaction errors as soon as possible’, ‘Bank takes actions for erroneous transaction’, and ‘M-banking transaction is secure enough’. As can be seen, 80percent of the sample respondents either ‘strongly agree’ or ‘agree’ that M- bank security features should increase, and Bank takes actions for erroneous transaction while 78percent of the respondents  stated that Banks correct transaction errors as soon as possible,76percent stated that M-banking transaction is secure enough in bank. The mean average score for this being 3.96 implies that the respondents agree that adequate mechanism is provided in mobile banking.
The composite reliability was estimated to evaluate the internal consistency of the measurement model. The main construct had Cronbach’s alpha above 0.60; greater than the recommended benchmark of 0.60
Regulatory issues
The various sub factors include under regulatory issues are ‘legislation provides basic protection’, ‘trust vary with development of rules and regulation’, ‘regulation is not developing with M-bank’, and ‘awareness about regulatory framework affect trust’. 
In the study 92percent of the sample respondents either ‘strongly agree’ or ‘agree’ that legislation provides basic protection in the use of mobile banking. Another 78percent of the respondents stated that trust vary with development of rules and regulation. For 62percent of the respondents and regulation is not developing with the progress of mobile banking. About 58percent stated that awareness about regulatory framework affects trust. The mean average score for this being 3.94 implies that the respondents agree that regulatory issues are provided in mobile banking.
The composite reliability was estimated to evaluate the internal consistency of the measurement model. The main construct had Cronbach’s alpha above 0.60; greater than the recommended benchmark of 0.60
Protected transaction
The various sub factors include under protected transaction are ‘consumers are scared to use internet’, ‘lack of trust on system’s integrity’ and ‘lack of trust on security’. In the study, more than 86percent of the sample respondents either ‘strongly agree’ or ‘agree’ that there is lack of trust on system’s integrity, 82percent of the respondents stated that  consumers are scared to use internet and 70percent felt  lack of trust on security. The mean average score for this was4.71 implying that the respondents are not satisfied with the protected transaction of the mobile banking. Taking all the factors together, considering the average mean score assigned for each factor, it is inferred that the customers do not trust in transactions through mobile banking. They stated that it could not be trusted. But they still feel that quality of mobile banking services is satisfactory and there is adequate mechanism to correct the erroneous transaction and mobile banking has adequate regulatory issues.
The composite reliability was estimated to evaluate the internal consistency of the measurement model. The main construct had Cronbach’s alpha above 0.60; greater than the recommended benchmark of 0.60
Factor analysis
	The respondents were asked to give their opinion on the various benefits of mobile banking which are given in 51 statements. The statements are labelled as V1=Login process is secure, V2=Trusted information,V3=Up to date equipment and technology, V4=Trust on bank, V5=Practices that destroy are not given, V6=Customer oriented services, V7=Information about new deposit schemes, V8=Administrators have best interest of customer in mind, V9=Doing mobile banking useful, V10=Enhances effectiveness in information seeking, V11=Quick to make transaction,V12=Saves time, V13=Enhances effectiveness in doing transactions, V14=Easy to use and navigate, V15=Pleased for mobile banking service, V16=Simple to do banking , V17=Quick services, V18=Satisfied with the payment system, V19=Available in the understandable language, V20=Care of problems properly compensated, V21=Guidelines for doing banking, V22=User menus are clearly categorized, V23=Prompt response for enquires,V24=Flexible to interact, V25=Relevant, V26=Information of all schemes, V27=Trust not using information inappropriately,  V28=Easy transfer of money,  V29=Deposit schemes and loan procedures, V30=Deposit schemes and loan procedures, V31=Customer support, V32=Clear transaction and price information, V33=Valuable information, V34=Continuous improvement,V35=Convenience,V36=Easeofuse,V37=Accuracy,V38=Security, V39=Content, 

V40=Timeliness, V41=Trust,V42=Privacy, V43=Satisfied of mobile banking services, V44=Provides customers with access to  information at their fingertips, V45=Brings the information to the customer Vs bringing the customer to the information, V46=Enables customers to access important personalized financial information-Anytime, Anywhere, V47=Personalized, tailored, and user friendly customer interface,V48=Menu driven, familiar, and user friendly customer interface,V49=Ability for value added services to be added or changed centrally, V50=Opportunity for extended services such as ability to conduct financial transactions, V51=Customer need not type the key word which saves his time as well as he avoids making, any typographical error. 
The respondents were asked to state their opinion on a 5 point rating scale as ‘Strongly agree’, ‘Agree’, ‘Neutral’, ‘Disagree’ and ‘Strongly disagree’ assigning scores ‘5’, ‘4’, ‘3’, ‘2’, ‘1’ respectively. The details of the 51 statements are shown in the questionnaire (Appendix 1). To reduce the 51 statements into fewer number of statements, factor analysis was applied. To find out whether all the variables could be retained or not communalities  for the 51 variables were found out and are given in the following table 13.


TABLE 13
COMMUNALITIES
	Variable
	Communality
	Variable
	Communality 
	Variable
	Communality

	V1
V2
V3
V4
V5
V 6
V 7
V8
V 9
V10
V11
V12
V13
V14
V15
V16
V17
	0.82
0.79
0.76
0.80
0.80
0.84
0.82
0.82
0.90
0.79
0.78
0.83
0.80
0.83
0.84
0.78
0.75
	V18
V19
V20
V21
V22
V23
V24
V25
V26
V27
V28
V29
V30
V31
V32
V33
V34
	0.75
0.79
0.69
0.72
0.80
0.92
0.81
0.87
0.77
0.80
0.67
0.82
0.84
0.80
0.82
0.88
0.87
	V35
V36
V37
V38
V39
V40
V41
V42
V43
V44
V45
V46
V47
V48
V49
V50
V51
	0.84
0.77
0.86
0.83
0.79
0.88
0.73
0.85
0.90
0.85
0.85
0.83
0.84
0.84
0.76
0.79
0.78


Source: Calculations based on field survey
	As communalities for all the variables exceeded 0.50, all the 51 variables were retained in the analysis. From the applied principal component analysis it was found that there were six factors with eigen values exceeding one. The percentage variance explained by the six factors are given in the following table 14
TABLE 14
PERCENTAGE VARIANCE EXPLAINED
	
Component
	Initial eigen values

	
	Total
	% of variance
	Cumulative percentage

	1
2
3
4
5
6
	20.314
9.457
6.947
2.668
1.190
1.069
	39.832
18.544
13.552
5.232
2.333
2.096
	39.832
58.376
71.928
77.160
79.493
81.589


                     Source: Calculations based on field survey
From the above table first six factors having their eigen values exceeding ‘1’, explaining a cumulative percentage variation of 81.659, were extracted. Using varimax rotation the principal component matrix was obtained. The variables associated with the extracted six factors are shown in the following tables.
Customer satisfaction: Factor I 
The derived factor 1 was labelled as ‘Customer satisfaction’. The variables with high factor loadings under factor I are given in the following table 15.


TABLE 15
CUSTOMER SATISFACTION – FACTOR I
	Variable
	Description
	Factor Loading
	Variable
	Description
	Factor Loading

	V34
	Continuous improvement
	0.767
	V20
	Care of problem properly compensated
	0.553

	V48
	Menu driven, familiar, and user friendly customer interface
	0.719
	V42
	Privacy

	0.550

	V43
	Satisfied of mobile banking services
	0.685
	V47
	Personalized, tailored, and user
	0.515

	V21
	Guidelines for doing banking

	0.645
	V8
	Administrators have best interest of customer in mind
	0.510

	V49
	Ability for value added services to be added are changed centrally 
	0.579
	V6
	Customer oriented service

	0.499

	V18
	Satisfied with payment system
	0.567
	V31
	Customer support

	0.446

	V24
	Flexible to  interact
	0.563
	V23
	Prompt response to for enquiry
	0.404


Source: Calculations based on field survey
Customers are very much satisfied in the functioning of mobile banking, as it implements continuous improvement (0.767). The familiar, user friendly customer interface is another factor which leads to customer satisfaction (0.719). Further, they are very much satisfied with the services provided by mobile banking (0.685). The guidance for doing mobile banking (0.645) and the ability for value added services to be added are 
changed centrally (0.579) are some of the other factors which led to customer satisfaction. Further the mobile banking payment system (0.567) and flexible interaction (0.563) are some of other factors making customer satisfied.
Effective information provider: Factor II
The extracted factor II was labelled as ‘Effective information provided’. The variables which are included under factor II are listed in the following table 16 along with factor loadings 
TABLE 16
EFFECTIVE INFORMATION PROVIDER-FACTOR II
	Variable
	Description
	Factor Loading
	Variable
	Description
	Factor Loading

	V26
	Continuous improvement
	0.657
	V32
	Clear transaction and price information
	0.532

	V33

	Valuable information
	0.656

	V30

	Deposit schemes   and loan procedures
	0.530


	V29

	Deposit schemes meet specific need

	0.637

	V45

	Brings the information to the customer vs bringing the customer to the information
	0.529


	V7

	Information about new deposit schemes
	0.618

	V13

	Enhance effectiveness in doing transactions
	0.506


	V50

	Opportunity for extended service such as ability to conduct financial transactions
	0.600

	V10

	Enhance effectiveness in information seeking

	0.491


	V44

	Provides customers with access to information at their fingertips
	0.541
	V39

	Content

	0.481


	
	
	
	V46
	Enable customers to access information personalized financial information – anytime, anywhere
	0.444



Source: Calculations based on field survey


The customers feel that all schemes are given through mobile banking (0.657) and valuable information are also provided in mobile banking (0.656), information about various  deposit schemes (0.637) and opportunity for extended services to conduct financial transaction (0.600) are also some of the important features of mobile banking.
Ease of use: Factor III
	The extracted factor III was labelled as ‘Ease of use’. This includes eight variables and the descriptions of the eight variables along with the factor loadings are shown in the following table 17.
TABLE 17
EASE OF USE - FACTOR III
	Variable
	Description
	Factor loading
	Variable
	Description
	Factor loading

	V51






V16

V22

V14
	Customer need not type keyword which saves his time as well as he avoids making, any typographical error
Simple to do banking
User menus are clearly categorized 
 Ease to use and navigate
	0.718






0.668

0.652

0.648
	V36





V9

V19

V35
	Ease of use





Doing mobile banking useful
Available in the understandable language
Convenience
	0.638





0.574

0.509

0.509


Source: Calculations based on field survey
	The consumers are comfortable in using mobile phone as they need not type keyword (0.718) and of the easiness in doing banking (0.668). Further the feel that user menus are clearly categorized (0.652). Some of the other factors which make them ease of use mobile banking were convenience and availability of the operation in understandable language.
Security: Factor IV
	The extracted factor IV which was labelled as security includes seven factors. The details of the variables  and the factors loadings are given in the following table 18.
TABLE 18
SECURITY -FACTOR IV
	Variable
	Description
	Factor loading

	V41
V27
V4
V5
V38
V2
V1
	Trust
Trust not using information inappropriately
Trust on bank
Practices that destroy are not given
Security
Trusted information
Login process secure
	0.618
0.526
0.519
0.497
0.463
0.442
0.432


       Source: Calculations based on field survey
	The respondents trust mobile banking, the factor loading assigned being (0.618). Customers  further felt that informations are being used  appropriately.


Time saving: Factor V
The factor five was labelled as time saving and it includes five variables which are given in the following table 19.
TABLE 19
TIME SAVING -FACTOR V
	Variable
	Description
	Factor loading

	V28
V17
V11
V40
V12
	Easy transfer of money
Quickly services
Quickly  to  make transactions
Timeliness
Saves time
	0.688
0.601
0.574
0.5130
0.467


   Source: Calculations based on field survey
	The customers feel that mobile banking enables easy transfer of money (0.688) and  does quick services (0.601).
Accuracy: Factor VI
	Factor six which was labelled as accuracy has four variables with factor loading exceeding 0.5. The following table 20 gives description along with factor loading.
TABLE 20
ACCURACY -FACTOR VI
	Variable
	Description
	Factor loading

	V3
V15
V25
V37
	Up to date and accurate information
Pleased for mobile banking services
Relevant
Accuracy
	0.641
0.631
0.571
0.506


         Source: Calculations based on field survey
	The respondents of the current study state that mobile banking technology is up to date and it provide accurate information (0.641). The customers are pleased with mobile banking services (0.631), because of its relevancy and accuracy.
The factor analysis thus clearly demonstrates that the benefits of mobile banking according to the respondents are e categorised as i) the satisfaction it gives to the customers, ii)the effective information it provides to the customers, iii) the easiness with which the customers can use mobile banking, iv) trusted information and security, 
v) quick services and vi)accuracy.











CHAPTER V
SUMMARY AND CONCLUSION
Mobile banking has marked itself as an emerging technology adopted by banks around the globe. Mobile banking allows bank customers to check balances, monitor transactions, obtain other account information, transfer funds, locate branches or ATMs, fund transfer, mobile phone recharge, pay bills,  pay tax etc. It is simply the application of mobile phone devices as means of banking via Wireless Application Protocol (WAP), GPRS and 3G technology and short message service (SMS) facilities.  From customers’ perspective adopting mobile banking services benefit in terms of convenience to perform banking transactions ‘anytime and anywhere’, with ease to use. Mobile banking specially is more convenient to the people since it does not necessitate the person to physically set off to the bank, instead they can log on from either their computer or mobile. Mobile banking assures the customer to carry out any financial and non-financial transactions with ease and in a protective manner. It has an added benefit of shortest, straight and time-saving banking. Non-financial transactions can include booking of movie tickets through mobile. Mobile banking can also be acknowledged as M-Banking, m-banking or SMS Banking etc. The biggest advantage mobile banking provides to the banks is that it helps to cut down the costs as it's even more economic than providing tele-banking facilities where banks have to keep hundreds of tele-callers. Additionally, mobile banking helps banks to upgrade the quality of services and nature of customer relationship management. Using mobile banking, banks can communicate to the defined cluster of clients. The offers can be customized and this personalization can give the banking industry a huge mileage, even at a lower cost. Again, using the same mobile channels, banks can up-sell and cross-sell their highly complex financial products to the specific set of customers which can be coupled with the selling strategies of credit cards, home loans and personal loans etc. 
	The current study on “Consumer Decision Process in the Adoption of Mobile Banking” is an attempt to find out why and why not consumers prefer mobile banking. This will give an insight on the features of mobile banking, its advantages, disadvantages and the steps to be taken to promote mobile banking. In India mobile banking concept becomes familiar only after HDFC bank introduced mobile banking  followed by the State Bank of India in 2006 .Now nationalised as well as private banks have started performing mobile banking operations in India. The study has the following objectives.
Objectives of the study
· To analyse the socio economic profile of the respondents 
· To find out the advantages and disadvantages of mobile  banking from the respondents perspective
· To examine  the reasons for preference of mobile banking
· To analyse the factors which induce the customers in their adoption of mobile banking.
The following hypotheses were tested in the course of the study
H0: The consumers’ preference of mobile banking, their views on (i) protected transaction, (ii) adequate mechanism, (iii) service quality, (iv) regulatory issues are independent of sex/ educational qualification / monthly income.
Ha : The consumers preference of mobile banking, their views on (i)protected transaction, (ii) adequate mechanism, (iii) service quality, (iv) regulatory issues are dependent of sex/ educational qualification / monthly income.
	The study intends to probe in detail the decision behavior of the customers in the usage of mobile banking. For this the respondents who use mobile banking were selected through convenience sampling technique. The investigator first approached the State Bank of India in Coimbatore which has mobile banking facilities. After obtaining permission from the State Bank of India, the investigator contacted the persons who have accounts in the SBI and who use mobile banking. Apart from this, with the help of another research scholar the investigator was able to identify the users of mobile banking. As mobile banking is of a recent concept, which is in operation from 2006, with much difficulty the investigator could collect data from 50 mobile banking users. 
The researcher prepared a well drafted questionnaire and obtained the responses from the 

50 customers in the month of January 2012. The collected data were analysed using the following techniques:  Likert 5 point rating scale and reliability, Ҳ2 test, factor analysis, percentages and averages. For the calculation SPSS 16 version was used.
Major findings of the study
Social economic and demographic features of the respondents:
· A majority of 78 percent of the respondents is males and 22 percent are females.
· 72 percent of the respondents fell under the younger age group of 20-30 years and 18percent under 30-40 years. Younger customers seem to prefer mobile banking
· Educations wise analysis reveals that 64percent of the respondents are post graduates and 26percent under graduates. Thus a total of 90percent had collegiate level of education
· Salaried class constitutes the majority with 40percent in the usage of mobile banking, followed by business class (22percent), software engineering (14percent) and private employees (10percent).
·  In the current study 14 percent are not employed, with 12 percent as students and 2 percent as house wives.
· Among the total of 50 respondents a majority of 36percent, have their monthly income in the range of Rs10000-20000
· The average monthly income of the sample group is Rs. 18,740
Bank Details
· In the study, 44 percent of the respondents have their accounts in the State Bank of India twenty six percent the Indian Overseas Bank, 16 percent in the Indian Bank and 14 percent in other banks. All the banks in which the customers have accounts have mobile banking facility. 
· All the respondents of the current study use mobile banking.


Advantages of mobile banking
· ‘Easy to access’ was the major advantage of using mobile banking. It was stated by 94 percent of the sample respondents. 
· Transparency and time saving were the other advantages stated by about 54 percent. The advantages such as ‘E-recharge’ (34percent)and ‘24 hours service’ (30percent),were stated by about 30 to 34 percent
· The Ҳ2 test applied to find out the association between the socio economic and demographic back ground of the customers and their views on the advantages of mobile banking reveals that views on the advantages of mobile banking is independent of sex and dependent on age, marital status, occupation and their income.
Disadvantages of mobile banking 
·  Network problem is the major disadvantage of using mobile banking. It was stated by 80 percent of the sample respondents.
·  Lack of technical knowledge and cybercrimes are the other disadvantages in the usage of mobile banking stated by about 70 percent.
· The Ҳ2 test applied to find out the association between the socio economic and demographic back ground of the customers and their views on the disadvantages of mobile banking reveals that views on the disadvantages of mobile banking is independent of sex and dependent on age, marital status, occupation and their income.
Purpose of using mobile banking 
· Majority of 56 percent use mobile banking to enquire their balance account in the bank. 
· Another 32 percent use mobile banking for transaction. 
·  Less than 10percent use mobile banking for other purposes.
· The Ҳ2 test applied to find out the association between the socio economic and demographic back ground of the customers and the purpose for which the respondents use mobile banking reveals that the purpose for which mobile banking is being used is independent of sex and dependent on age, marital status, occupation and their income.
Influential factors 
· The customers of the current study agree that friends are the influential factors for them in the adoption of mobile banking (Mean score =3.88). 
· Next to friends medias like newspapers, magazines influence them (Mean score =3.38) in using mobile banking services. 
· The other factors which are instrumental in order of priority are television (Mean score =3.32) family members (Mean score =3.14) and radio (Mean score =2.86).
Preference for mobile banking 
· Respondents prefer mobile banking mostly for security (Mean score =4.74), convenience (Mean score =4.40), necessity (Mean score =4.34), for trusted information (Mean score =4.12), up to date equipment and technology
(Mean score =4.08), for status (Mean score =3.66), and everyone around has one (Mean score =3.60).
· The mean scores obtained for their preference of mobile banking exceeds the score ‘3’.
Views on mobile banking- Service Quality
· More than 80 percent of the sample respondents either ‘strongly agree’ and ‘agree’ that there are satisfied with the mobile banking hours and mobile banking services while 72 percent of the respondents are satisfied with the security level, 64 percent stated that m-banking makes them feel the banks as their own. 
The mean average score for this being 3.98 implies that the respondents agree on service quality of the mobile banking.


Views on mobile banking- Adequate mechanism
· 80 percent of the sample respondents either ‘strongly agree’ or ‘agree’ that 
M- bank security features should increase, and Bank takes actions for erroneous transaction while 78 percent of the respondents  stated that Banks correct transaction errors as soon as possible,76 percent stated that M-banking transaction is secure enough in bank. The mean average score for this being 3.96 implies that the respondents agree that adequate mechanism is provided in mobile banking.
Views on mobile banking- Regulatory issues
· In the study 92 percent of the sample respondents either ‘strongly agree’ or ‘agree’ that legislation provides basic protection in the use of mobile banking. Another 78 percent of the respondents stated that trust vary with development of rules and regulation. For 62 percent of the respondents and regulation is not developing with the progress of mobile banking. About 58 percent stated that awareness about regulatory framework affects trust. The mean average score for this being 3.94 implies that the respondents agree that regulatory issues are provided in mobile banking.
Views on mobile banking- Protected transaction
· In the study, more than 86 percent of the sample respondents either ‘strongly agree’ or ‘agree’ that there is lack of trust on system’s integrity, 82 percent of the respondents stated that  consumers are scared to use internet and 70 percent felt  lack of trust on security. The mean average score for this was4.71 implying that the respondents are not satisfied with the protected transaction of the mobile banking. 
· Taking all the factors together, considering the average mean score assigned for each factor, it is inferred that the customers do not trust in transactions through mobile banking. But they still feel that quality of mobile banking services is satisfactory and there is adequate mechanism to correct the erroneous transaction and mobile banking has adequate regulatory issues.


Factor Analysis
· The respondents were asked to give their opinion on the various benefits of mobile banking which are given in 51 statements. To reduce the 51 statements into fewer number of statements, factor analysis was applied. 
· As communalities for all the variables exceeded 0.50, all the 51 variables were retained in the analysis. 
· From the applied principal component analysis it was found that there were six factors with eigen values exceeding one explaining a cumulative percentage variation of 81.659.
·  The derived factor 1 was labeled as ‘Customer satisfaction’. Customers are very much satisfied in using mobile banking, as it implements continuous improvement (0.767). The user friendly customer interface is another factor which leads to customer satisfaction (0.719). Further, they are very much satisfied with the services provided by mobile banking (0.685).The guidance for doing mobile banking (0.645) and the ability for value added services to be added or changed centrally (0.579) are some of the other factors which led to customer satisfaction. Further the mobile banking payment system (0.567), flexible interaction (0.563) were some of the other factors making customers satisfied with mobile banking. 
·  The extracted factor II was labeled as ‘effective information provider’. The customers feel that all the schemes are given through mobile banking (0.657) and valuable information are also provided in mobile banking (0.656), information about deposit schemes (0.637) and opportunity for extended services to conduct financial transaction (0.600) are also some of the important features of mobile banking.
· The extracted factor III was labeled as ‘ease of use’. The consumers are comfortable in using mobile phone as they need not type keyword (0.718) and of the easiness in doing banking (0.668). Further the feel that user menus are clearly categorized (0.652). Some of the other factors which make them ease of use in using  mobile banking were convenience and availability of the operation in understandable language
·  The extracted factor IV was labeled as security. The respondents trust mobile banking, the factor loading assigned being (0.618). The customers further felt that information is being used appropriately.
·  The factor five was labeled as time saving. The customers feel that mobile banking enables easy (0.688) and quick services (0.601).
· Factor six was labeled as accuracy. The respondents of the current study state that mobile banking technology is up to date and it provide accurate information (0.641), pleased with mobile banking services(0.631). because of its relevancy and accuracy
Conclusion 
	The current study reveals that males in a greater percentage adopt mobile banking, compared to the females. Further the younger educated generation uses mobile banking in a larger proportion. It is the ‘easy access and time saving’ which make the customers to go for mobile banking. But at the same time the customers are worried about cyber crimes. The study clearly gives an indication that the vibrant Indian market, with high level of technological acceptance provides an encouraging trend for mobile banking growth. However, the true potential of mobile phones as internet access devices is not being utilized fully either because of the lack of technical skill or because of fear over the misuse of it. Anyhow it is the banks and the internet service providers who have to create awareness among the public on the utility of mobile banking and to provide proper security check on the misuse of it.
Suggestions
· Awareness must be created among the public on the usage of mobile banking
· The customers must be trained and technical knowledge  must be imparted on how to use mobile banking
· Proper security checks must be maintained to avoid cyber crimes and hacking for the customers to trust in mobile banking.
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APPENDIX – I
AVINASHILINGAM DEEMED UNIVERSITY FOR WOMEN 
 COIMBATORE -641043
AN INTERVIEW SCHEDULE TO ELICIT DETAILS ON MOBILE BANKING
1. Schedule number:
2. Name of the interview:
3. Sex:
4. Age:
5. Educational qualification:
6. Occupation:
7. Monthly income (Rs):
8. Bank in which  you have the  account:
Does your bank have mobile banking facility? Yes	             No
                                                                        
  Are you a user of mobile banking services? Yes	        No                                                                                   If the answer to the above question is ‘yes’,then answer the following questions
9. Frequency of using mobile banking in a week:
10. Purpose for using mobile banking:
11. Most preferred service in mobile banking:
12. Service provider known to you:
13. Customer’s response to service offers:
14. Service provider opted by the customer:
15. Reasons for opting that particular service provider:
16. What are the advantages of mobile banking
17. What are the disadvantages of mobile banking?
18. Who influenced you to use mobile banking service 

	Motivator
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DISAGREE

	 TV
	
	
	
	
	

	Radio
	
	
	
	
	

	Other media
	
	
	
	
	

	Friends
	
	
	
	
	

	Family members
	
	
	
	
	



21Why do you prefer mobile banking
	REASONS
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DIS AGREE

	Convenience
	
	
	
	
	

	Security
	
	
	
	
	

	Necessity
	
	
	
	
	

	Value added services
	
	
	
	
	

	Better and more convenient medium to have transaction
	
	
	
	
	

	Easily accessibility
	
	
	
	
	

	Integrating me with the world
	
	
	
	
	

	Reputation & image
	
	
	
	
	

	For status
	
	
	
	
	

	Everyone around me has one
	
	
	
	
	

	Easy billing
	
	
	
	
	

	Login process is secure
	
	
	
	
	

	Trusted information
	
	
	
	
	

	Upto date equipment and technology
	
	
	
	
	

	Trust on bank
	
	
	
	
	






22. State your views on protected transaction
	
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DIS AGREE

	Lack of trust on system’s integrity
	
	
	
	
	

	Lack of trust on security
	
	
	
	
	

	Consumers are scared to use internet
	
	
	
	
	

	



23. STATE YOUR VIEW ON ADEQUATE MECHANISM
	
	STRONGLY AGREE
	AGREE
	NEURAL
	DISAGREE
	STRONGLY DISAGREE

	M-Banking transaction  is secure enough
	
	
	
	
	

	M-Bank security features should increase
	
	
	
	
	

	Bank takes actions for erroneous transaction
	
	
	
	
	

	Bank correct transaction errors as soon as possible
	
	
	
	
	

	
24 State your views on service quality
	
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DIS AGREE

	Satisfied with M-bank working hrs
	
	
	
	
	

	Satisfied with M-bank service
	
	
	
	
	

	Satisfied with security level
	
	
	
	
	

	Feeling towards own bank
	
	
	
	
	




	




25.State your views on regulatory issues
	
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY AGREE

	Legislation provides basic protection
	
	
	
	
	

	Trust vary with development of rules and regulation
	
	
	
	
	

	Awareness about regulatory framework affect affect trust
	
	
	
	
	

	Regulation is not developing with M-bank 
	
	
	
	
	



26.What according to you are the benefits of mobile banking
	
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DISAGREE

	Login process is secure
	
	
	
	
	

	Trusted information
	
	
	
	
	

	Upto date equipment and technology
	
	
	
	
	

	Trust on bank
	
	
	
	
	

	Practices that destroy are not given
	
	
	
	
	

	Customer oriented services
	
	
	
	
	

	Information about new deposit schemes
	
	
	
	
	

	Administrators have best interest of customer in mind 
	
	
	
	
	

	Doing mobile banking useful
	
	
	
	
	

	Enhances effectiveness in information seeking
	
	
	
	
	

	Quick to make transactions
	
	
	
	
	

	Saves time
	
	
	
	
	

	Enhances effectiveness in doing transactions
	
	
	
	
	

	Easy to use and navigate
	
	
	
	
	

	Pleased for mobile banking services
	
	
	
	
	

	Simple to do banking
	
	
	
	
	

	Quickly services
	
	
	
	
	

	Satisfied with the payment system
	
	
	
	
	

	Available in the understandable language 
	
	
	
	
	

	Care of problems properly compensated
	
	
	
	
	

	Guidelines for doing banking
	
	
	
	
	

	User menus are clearly categorized
	
	
	
	
	

	Prompt response for enquires
	
	
	
	
	

	Flexible to interact
	
	
	
	
	

	Relevant
	
	
	
	
	

	Information of all schemes
	
	
	
	
	

	Trust not using information inappropriately
	
	
	
	
	

	Easy transfer of money
	
	
	
	
	

	Deposit schemes meet specific needs
	
	
	
	
	

	Deposit schemes and loan procedures
	
	
	
	
	

	Customer support
	
	
	
	
	

	Clear transaction and price information
	
	
	
	
	

	Valuable information
	
	
	
	
	

	Continuous improvement
	
	
	
	
	

	Convenience
	
	
	
	
	

	Ease of use
	
	
	
	
	

	Accuracy
	
	
	
	
	

	Security
	
	
	
	
	

	Content
	
	
	
	
	

	Timeliness
	
	
	
	
	

	Trust
	
	
	
	
	

	Privacy
	
	
	
	
	

	Satisfied of mobile banking services
	
	
	
	
	

	Provides customers with access to information at their fingertips
	
	
	
	
	

	Brings the information to the customer vs bringing the customer to the information 
	
	
	
	
	




	Enables customers to access important personalized financial information-Any time, Any where
	
	
	
	
	

	Personalized, tailored, and user friendly customer interface
	
	
	
	
	

	Menu driven, familiar, and user friendly customer interface
	
	
	
	
	

	Ability for value added services to be added or changed centrally
	
	
	
	
	

	Opportunity for extended services such as ability to conduct financial transactions 
	
	
	
	
	

	Customer need not type the key word which saves his time as well as he avoids making any typographical error
	
	
	
	
	












APPENDIX  – II ( X2 TABLE) 
Sex and purpose of using mobile banking
	Sex
	Balance enquire
	Transaction
	Total

	Male
	20
	26
	46

	Female
	8
	4
	12

	Total
	28
	30
	58



Sex and advantages of mobile banking
	Sex
	Easy access
	Transparency
	Time saving
	E-recharge
	Others
	Total

	Male
	37
	23
	21
	13
	19
	113

	Female
	10
	4
	6
	4
	9
	33

	Total
	47
	27
	27
	17
	28
	146



Sex and disadvantages of mobile banking
	Sex
	Network problems
	Lack of technique knowledge
	Cyber crimes
	Others
	Total

	Male
	30
	31
	27
	23
	111

	Female
	10
	4
	8
	1
	23

	Total
	40
	35
	35
	24
	134







Age and purpose of using mobile banking
	Sex
	Balance enquire
	Transaction
	Others
	Total

	30 above
	6
	3
	7
	16

	Total
	28
	15
	9
	52


Age and advantage of mobile banking
	Sex
	Easy access
	Transparency
	Time saving
	E-recharge
	24 hours services
	Others
	Total

	20-30
	36
	21
	21
	13
	13
	15
	119

	30 above
	10
	6
	4
	3
	2
	12
	37

	Total
	46
	27
	25
	16
	15
	27
	156



Age and disadvantage of mobile banking
	Sex
	Network problems
	Lack of technique knowledge
	Cyber crimes
	Others
	Total

	20-30
	31
	24
	21
	15
	91

	30 above
	8
	10
	11
	3
	32

	Total
	39
	34
	32
	18
	123



Occupation and purpose of using mobile banking
	Occupation 
	Balance enquire
	Transaction
	Others
	Total

	Government salaried class
	12
	5
	5
	22

	Business
	4
	3
	4
	11

	Software engineering
	3
	2
	2
	7

	Private employee
	2
	4
	2
	8

	Not employed
	6
	2
	0
	8

	Total
	27
	16
	13
	56


Occupation and advantage of mobile banking
	Occupation
	Easy access
	Transparency
	Time saving
	Others
	Total

	Government salaried class
	17
	11
	10
	25
	63

	Business
	13
	6
	3
	10
	32

	Software engineering
	8
	4
	1
	6
	19

	Private employee
	5
	1
	5
	4
	15

	Not employed
	3
	1
	4
	11
	19

	Total
	46
	23
	23
	56
	148



Occupation and disadvantage of mobile banking
	Occupation
	Network problems
	Lack of technique knowledge
	Cyber crimes
	Others
	Total

	Government salaried class
	20
	13
	16
	8
	57

	Business
	10
	4
	7
	4
	25

	Software engineering
	2
	3
	9
	1
	15

	Private employee
	3
	6
	4
	2
	15

	Not employed
	5
	8
	0
	4
	17

	Total
	40
	34
	36
	19
	129




Monthly income and purpose of using mobile banking
	Monthly income
	Balance enquire
	Transaction
	Others
	Total

	< 20000
	20
	5
	4
	29

	> 20000
	9
	5
	9
	23

	Total
	29
	10
	13
	52



Monthly income and advantage of mobile banking
	Monthly income
	Easy access
	Transparency
	Time saving
	E-recharge
	Others
	Total

	< 20000
	27
	12
	18
	5
	21
	83

	> 20000
	20
	15
	8
	10
	17
	70

	Total
	47
	27
	26
	15
	38
	153



Monthly income and disadvantage of mobile banking
	Monthly income
	Network problems
	Lack of technique knowledge
	Cyber crimes
	Others
	Total

	< 20000
	24
	20
	20
	9
	73

	> 20000
	16
	12
	13
	8
	49

	Total
	40
	32
	33
	17
	122












Disadvantages 	
Net problems	Lack of technical knowledge	Cyber crimes 	Lack of awareness	To maintain minimum balance	Wrong information on m-banking	Lack of face to face contact	Banks not responding quickly	Fear of losing mobile phone	40	35	35	9	4	4	3	3	2	
occupation (%)	Government salaried class	Business	Software engineering	Private employee	Not employed	40	22	14	10	14	Advantages of mobile banking(%)	Easy access	Transparency	Time saving	E-recharge	24 hours services	Accuracy 	No paper work	Wireless	Security	Advanced technology	Login process secure	Keep up the global standard	94	54	54	34	30	12	10	10	8	6	6	2	image1.png




