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Abstract
Technology plays a vital role in the global world of banking. 
Banking sector is one of the largest financial institutions which is 
constantly innovating new services for better customer satisfaction 
and convenience. In this information technology era, the mobile 
banking service is the most common technology which became the 
part of life for many individuals. Mobile banking is an emerging 
technology which has given a new face to the Indian banking 
sector. India is the second largest country which has the high 
potential for expanding banking through technology like mobile 
banking services. The constructs in this study were developed 
by using measurement scales adopted from prior studies. The 
instrument was evaluated for reliability and validity. Data were 
analyzed using SPSS. This paper focuses on defining the factors 
influencing mobile banking adoption. 
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I. Introduction
The spread of mobile technology across the globe is one of 
the most remarkable achievements in the last decades. Mobile 
phones have increasingly become tools that consumers use for 
banking, payments, budgeting, and shopping. Advances in mobile 
technology have revolutionized almost every facet of society, 
from information to education, granting enhanced access to an 
ever-growing number of people in the country. Penetration of 
mobile phones is one of the highest across the world in India, 
and more than 85% of its population is expected to use mobile 
phones by 2015. This is projected to have a dramatic impact on 
the country’s social evolution. Mobile banking continues to be 
a focus area for all banks in India. The present study indicates 
that they are not only looking at this channel as a way to increase 
their customer engagement in urban areas, but also to reach out to 
new ones in rural regions, and thereby significantly further their 
financial inclusion agenda.
Mobile banking services in India are still in their infancy, leaving 
a great deal of room for development. The banks in India use this 
latest technology to reduce their operational costs and increase 
customer base (Peterson, 2009). After the launch of mobile banking 
in India, mobile banking transactions have seen some growth. But 
mobile banking still has a long way to go as majority of customers 
prefer banking in the traditional ways (Ashta, 2010;Wang,Wang, 
Lin &Tang, 2003). An important question here is why customers 
are not adopting mobile banking. Answer to this question could 
help banks to come up with a right solution to improve their mobile 
banking services and Mobile banking usage rate.

II. Objectives of the Study
The main objectives of the present study are to:

Focus on the adoption of mobile banking services by Indian • 
customers.
Identify factors influencing the adoption and usage of mobile • 
banking services in India.

III. Review of Literature
Over the past decade, researchers have focused on internet or 
online banking, however research focusing on mobile banking is 
relatively less and receives little attention (Puschel et al. 2010; 
Suoranta and Mattila, 2004). 
Laforet and Li (2005) investigated the barriers to Chinese 
consumer adoption of online banking. They indicated that security 
was the most important factor that motivates adoption. Also, they 
indicated perception of risks, computer and technological skills, 
lack of awareness and understanding of the benefits, and Chinese 
traditional cash-carry banking culture as the main barriers to 
adoption. Suoranta and Mattila (2004) indicated that demographics, 
perceived risk and attributes pertaining to innovation diffusion 
such as relative pertaining to innovation diffusion such as relative 
ability affect the adoption of mobile banking in Finland. 
Ho et al. (2008 investigated the effects of self service technology 
on customer value and customer readiness within Internet banking. 
Luarn and Lin (2005), Gu et.al (2009) and Zhou (2011) validated 
determinants of intention to use mobile banking thorough trust-
based TAM model. For example, Zhou (2011) indicated that 
structural assurance and information quality are the main factors 
affecting initial trust which, in turn, affects perceived usefulness, 
and both factors predict the usage intention of mobile banking.  
Amin et al. (2008) examined the factors that determine intention to 
use mobile banking among BIM Bank’s customers. They found that 
perceived usefulness, perceived ease of use, perceived credibility, 
the amount of information on mobile banking and normative 
pressure are significant factors in explaining the acceptance of 
mobile banking. In the same vein, Koenig-Lewis et al. (2010) 
indicated that compatibility, perceived usefulness, and risk are 
significant indicators for the adoption of m-banking services.
Riquelme and Rios (2010) found that usefulness, social norms, 
and social risk are factors that influence the intention to adopt 
mobile banking services the most. They also indicated that ease 
of use and social norms have a stronger influence on female 
respondents than male, whereas relative advantage has a stronger 
effect on perception of usefulness on male respondents. Palani and 
Yasodha (2012) revealed that education, gender and income play 
an important role in shaping customer’s perceptions about mobile 
banking services offered by Indian Overseas Bank. Another major 
issue is the revenue sharing agreements between mobile service 
providers, banks, content providers, aggregators and other service 
providers like utilities, travel agencies, hotel industry, retailers 
etc. Bamoriya and Singh (2013) found that the mobile banking 
face challenges like mobile handset compatibility, standardizing, 
software downloading, privacy & security.  
Drawing from the theory of innovation resistance proposed by 
Ram and Sheth (1989), Laukkanen et al. (2007) summarized 18 
factors into five barriers, namely Usage, Value, Risk, Tradition, 
and Image barriers. The theory of innovation resistance, adapted 
from the psychology and the IDT of Rogers (Rogers 2003), aims 
to explain why customers resist innovations even though these 
innovations were considered necessary and desirable. Through 
investigating 1525 usable respondents from a large Scandinavian 
bank, Laukkanen et al. (2007) uncovered that the value and usage 
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barriers were the most intense barriers to mobile banking adoption, 
while tradition barriers (such as preferring to chat with the teller 
and patronizing the banking office) were not an obstacle to mobile 
banking adoption.
 From Indian perspective Sharma and Singh (2009) found that 
Indian mobile banking users are specially concerned about security 
issues like financial frauds, account misuse and user friendliness. 
Comninos et al. (2008) suggested that consumers will transact 
electronically if there is convenience and security in mobile 
banking.

IV. Research Methodology
The present research study is based on Exploratory Research. 
Basically the data is categorized into two part, i.e. primary and 
secondary data. Secondary data were used for providing the 

theoretical background to the research problem. Secondary sources 
include journal, books, internet etc. Primary data were collected 
by the researcher himself through personal interviews with the 
respondents. This research is both quantitative and qualitative. This 
research is based on the data collected through “Questionnaire” 
with Mobile banking User and Non-user. The data for the research 
is extracted from a survey conducted in Chandigarh city in India. 
The data have been collected from the user and non user of 
mobile banking basically working professionals, non working 
professionals, students etc. A total of 100 respondents approached 
for conducting the survey but 85 responses were received. The 
demographic profile of respondents in each research is shown 
in Table and chart. The data collected through this method was 
adequate enough to make projections in the research.

Table 1: Demographic Characteristics of Respondents
Variable Frequency %

Gender
Male 43 50.59

Female 42 49.41

Age
18 - 30 Years 42 49.41
31 - 50 Years 40 47.06

More than 50 Years 03 0.04

Occupation
Student 44 51.76

Non Working 05 0.06
Working Professional 36 42.35

User
User 60 70.59

Non- User 25 29.41

V. Analysis of Factors that Affect the Adoption of Mobile 
Banking in Context of Indian Customer
Based on the information received from the respondents, we 
know the main issues and problems faced by customers who use 
mobile banking services. From this study, we also tried to find out 
what can be done in this field so that more and more people will 
attract to mobile banking. Among the existing bank customers in 
the Chandigarh city, randomly selected for data collection, 53% 
were conventional phone users and 47% were smart phone users. 
82.35% were aware about the mobile banking facilities being 
provided by the bank and only 24 % admit that they use mobile 
banking services. Most users (67.06%) agree that Mobile Banking 
is better than traditional banking and saves time. It may be said 
that current Mobile Banking users are overall satisfied with the 

service which shows an opportunity to increase the customer base 
in future. In Table 2, there are some issues that are addressed with 
the help of this study.
From the above analysis and during the interview its observed 
that technical problems is increasing with the increasing number 
of mobile banking customers problems include password related, 
transactions related, etc. More problems will arise when more 
customers adopt mobile banking services. One way to solve all 
these problems is to obtain proper feedback of customers. Security 
issue is the main concern of large number of respondents, it’s 
strongly argued that banks should first of all solve this issue so 
that customers who still afraid to use mobile banking will prefer 
in near future.

Table 2 : Bank Customer Perspective about Mobile Banking

Disagree Slightly 
Disagree Neutral Slightly Agree Agree

Mobile handset capability to use mobile 
banking 20 25 12 17 18

Mobile banking is hard to use 11 12 11 27 24
Comfortable without Mobile banking 42 23 09 05 06
Mobile banking not available 04 11 08 29 33
Security issues 04 14 07 24 36
Efficiency improved through mobile banking 12 16 16 17 24
Definitely try the service 21 07 12 16 29
Total Respondents = 85
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On the basis of the above variables the most important factors 
like Access complexity, dissatisfaction of customer’s perception, 
insufficient guidance which is found still making a strong negative 
impact on Indian customers.

A. Access Complexities
It is the most important factor, Accessing Problem statements such 
as ̀ Possibility of error is higher than Internet Banking, Using key 
code list with mobile phone is complicated and Mobile phone is 
an impractical device for banking emerges with good positive 
correlations. The great influence on the Indian customers is still 
not to adopt mobile banking services. 

B. Dissatisfaction of Customer’s Perception 
Four variables load on to this factor. ̀ Dissatisfaction’ is the second 
significant factor, which accounts of the variations. The statements 
`Data transmission is very slow , Mobile banking services are risky 
and not secure, Mobile banking services are not enough versatile 
and Its use has been a disappointment by others signify that the 
non-adopters have seen the  dissatisfaction among the users of 
mobile banking services. 

C. Insufficient Guidance
This is another crucial factor, which is reflection of variations. 
The statements of insufficient   guidance is there for using mobile 
banking and its use is complicated which reflects that consumer 
behavior tends to be based on how a given problem is to be solved. 
In this research, the non-adopters of mobile banking are afraid 
of being the usage of new technology due to the complications 
in the systems and, moreover, no proper guidance is provided 
to them.

VI. Findings & Results
General perception about mobile banking was gauged by 7 items. 
Out of which 4 items were related with convenience and flexibility 
and 3 items were related with transaction related benefits. All 
items were measured on a scale of 1 to 5. From the questionnaire 
convenience and flexibility related items clubbed together and 
average score taken to gauge the respondents’ perception about 
convenience factor. Out of total respondents 74 % respondents felt 
that mobile banking is very convenient and flexible banking. And 
same percentage i.e. 74% from total users agrees or strongly agrees 
that mobile banking is convenient. They felt that it gives benefits 
like no queuing in bank and one can do anytime and anywhere 
banking. Approx 64 percent of total respondent agreed that mobile 
banking has transaction related benefits. These benefits include 
efficient and speedy transfer of funds with lower transaction 
cost. And, with mobile banking one can check transaction details 
regularly without any hassle Out of total Male respondents 51% 
while 49% of total female respondents either agrees or strongly 
agrees that digital security is best way to have security and When 
asked that mobile banking is most reliable only 11 % users strongly 
agrees with this and 25% users agrees with the statement. Out of 
total respondents only 13 % strongly agrees about the reliability 
of internet banking. ANOVA results for assessing perception about 
mobile banking with age and gender showed no difference.

VII. Discussions & Recommendations 
The banks providing mobile banking services to their customers, 
wishing to increase their customer share by removing all the 
above-discussed hurdles in the way of adoption of mobile banking 
services, may find relevant information from the findings. As 

a consequence, competence of service quality, does not reach 
an adequate level; consumers feel that service-providers are not 
responding to their needs. An example of that is the support for the 
item services are not enough versatile. In addition, emphasizing 
technology in service offering may result in ignoring certain 
fundamental prerequisites required for acceptance. Another 
main impediment seems to be functionality of a mobile phone as 
delivery medium for banking services. On the basis of the findings, 
it is suggested that service providers be aware of the problems of 
their customer base using mobile services. This kind of data has its 
value when designing new services and products or implementing 
market communications. In addition, information gained from 
experience with Mobile banking and other modes of electronic 
banking cannot be straightforward implemented to mobile banking 
service customers. Given the increased competition and pressures 
to cut expenses, financial institutions have to be able to make 
informed decisions on resource allocation. Thus, research of this 
kind is of critical importance.

VIII. Limitations of the Present Study With Some Future 
Scope
Although this research is primarily based on the primary data from 
the users and non users of Mobile banking, the findings cannot be 
generalized, as the research is based on non probability sampling. 
This study has successfully examined the major factors responsible 
for mobile banking based on respondents’ perception on various 
mobile applications; future research may include examining the 
factors importance. Future research may also consider the impact 
of other demographic variable like education.

IX. Conclusion
It is well recognized that mobile phones have immense potential 
of conducting financial transactions thus leading the financial 
growth with lot of convenience and much reduced cost. For 
inclusive growth, the benefits of mobile banking should reach 
to the common man at the remotest locations in the country. For 
this all stakeholders like Regulators, Government, telecom service 
providers and mobile device manufactures need to make efforts 
so that penetration of mobile banking reaches from high-end to 
low-end users and from metros to the middle towns and rural areas. 
Inclusion of non-banking population in financial main stream 
will benefit all. There is also need to generate awareness about 
the mobile banking so that more and more people use it for their 
benefit.
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