
   

Journal of Contemporary Management 

Volume 20 Issue 1 

 

 

 

 
Journal of Contemporary Management 
DHET accredited 
ISSN 1815-7440 

Volume 20 Issue 1 
2023 

Pages 38-58 

Page 1  

   Copyright: © 2023 by the authors. Open access under the terms and conditions of the Creative 
Commons Attribution (CC BY 4.0) license https://creativecommons.org/licenses/by/4.0/).  

   
 

A trust framework to improve adoption of 
mobile banking by university students 
 

DOI: https://doi.org/10.35683/jcm21066.184   
 

ROBYN VAN HEERDEN  
Department of Information Systems, University of Fort Hare, South Africa 
Email: robynkvh@outlook.com  
ORCID: https://orcid.org/0000-0001-7998-8987 
 

LIEZEL CILLIERS* 
Department of Information Systems, University of Fort Hare, South Africa 
Email: Lcilliers@ufh.ac.za 
ORCID: https://orcid.org/0000-0001-9493-4311 
*corresponding author 
 

NAOMI ISABIRYE 
School of Business Sciences, University of Witwatersrand, South Africa 
Email: naomi.isabirye@wits.ac.za 
ORCID: https://orcid.org/0000-0002-0060-6649 
 

ABSTRACT  

Background: In today’s fast-paced society, technologies have evolved to provide services that are convenient 
and benefit both the customer and service provider; these include mobile banking (m-banking). University 
students are a big segment of the future income earners and adopters of technology; thus, it is imperative for 
them to adopt and become regular m-banking users as this will impact the revenue of banking institutions. 

Purpose of the study: The aim of this research was to develop a trust framework to improve the adoption of 
mobile banking by university students.  

Design/methodology/approach: The study adopted a positivist approach utilising the quantitative 
methodology to survey a sample of 471 university students. 

Findings: The findings show the existence of a positive and significant relationship between several factors, 
such as perceived usefulness, perceived ease of use, and perceived risk, when investigating trust and its 
influences on m-banking adoption amongst university students.  

Recommendations/value: Based on these findings, the study recommends that banks should consider the 
above-mentioned factors in order to improve trust and increase m-banking adoption among university students.  

Managerial implications: In addressing the reasons why university students do not adopt mobile banking, the 
study encourages continued efforts to promote m-banking amongst university students to include them in the 
banking sector and become financially inclusive.  
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1. INTRODUCTION  

The mobile device is proclaimed as the most omnipresent personal device worldwide owing 

to its ability to execute simple and complex computer functions (Masiu & Chukwuere, 2018). 

The expansion of the functions of mobile devices creates opportunity for an increase in the 

demand of mobile commerce (Hussain et al., 2017) and, thus, mobile banking (M-banking) 

was introduced to satisfy the market. M-banking is an essential application derived from mobile 

commerce. M-banking is a term that is commonly defined as a channel that enables 

consumers to interact with a banking institution using a mobile device at any given moment 

(Sakala & Phiri, 2019). M-banking permits consumers to access financial records with the help 

of mobile phones to complete bank-related transactions, for instance, checking account 

statuses, transference of money and the selling of stocks (Nawaz et al., 2018). Technologies 

such as m-banking can help mitigate issues surrounding financial inclusion in developing 

countries such as South Africa. M-banking is a service that benefits both the customers and 

the banking institution that offers such services, as it helps retain customers by providing cost-

effective services (Sethi & Acharya, 2018). 

Financial inclusion allows individuals and businesses to have access to financial products and 

services and further permits them to partake in the financial sector to improve their livelihoods 

(Grant, 2020). Financial inclusion in South Africa is considered to be high because 77 percent 

of South Africans are considered to be financially included, thus allowing them to partake in 

financial activities (Department of National Treasury, 2019). However, it has been stated that 

the financial inclusion percentage includes South Africans that receive grants from the South 

African Social Security Association (SASSA). It stands to reason then that if the SASSA grant 

recipients are excluded, the financial inclusion percentage of South Africans decreases to 58 

percent (Department of National Treasury, 2019). Despite the high rate of financial inclusivity 

in South Africa, an article in World Economic Forum noted that cash is still preferred by many 

South African communities as many distrust digital banking platforms (Rumney, 2019). 

Rumney (2019) further posits that only 24 percent of South Africans make use of their bank 

accounts more than thrice a month as they withdraw most of the funds upon receipt. Findings 

from the Digital 2020 report on South Africa show that only 54 percent of South African 

citizens, from the age of 15 use mobile banking applications (Kemp, 2020). 
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In South Africa, the adoption of mobile banking by its citizens has been deemed unsuccessful 

in comparison to other countries such as Kenya and Zimbabwe (Chigada & Hirschfelder, 

2017). According to Nyantakyi and Sy (2015), m-banking is more successful in East Africa, 

with Kenya being the key player, as a result of Safaricom’s M-Pesa rollout in 2007. The 

adoption of M-Pesa mobile banking services has reached over 72 percent of the population in 

this country. In neighbouring countries, such as Namibia and Botswana, mobile banking has 

seen an uptake of 80 percent which is more than that of South Africa. Therefore, it is evident 

that mobile banking adoption is significantly lower in South Africa when compared to other 

developing countries in Africa (Runde, 2015). Literature indicates that the slow adoption of m-

banking is a result of a lack of trust (Pamungkas & Kusuma, 2017; Van Deventer, 2019) and 

a lack of knowledge regarding this service (Richard & Mandari, 2018). Van Deventer et al. 

(2017) cited a lack of trust and awareness as a barrier against the adoption of m-banking. 

Financial literacy and trust are among the key reason why users are reluctant to adopt mobile 

banking (Jenkin & Naude, 2019).  

According to prior research, m-banking was found to be especially low among university 

students (Ramille & Nel, 2012; Govender & Sihlali, 2014). However, a study recently 

conducted in South Africa among generation Y students found that they are more likely to 

adopt m-banking based on their predisposition to trust and willingness to accept risks (Van 

Deventer et al., 2019). The author further posits that m-banking adoption by students and 

young adults is especially important as they are the future income earners and adopters of 

technology. Students are expected to enter the marketplace after graduation and will become 

users of mobile banking. Two studies conducted amongst students in developing countries 

found that banks have to focus on winning trust amongst students if they wish to retain them 

as clients. In a study conducted in Azerbaijan amongst students, the research study found that 

trust is a significant factor in the intention to adopt mobile banking amongst students (Chang 

& Hajiyev, 2017). Furthermore, Malaquias and Hwang (2016) found that Brazilian 

undergraduate students from courses focusing on technology have a better understanding of 

secure E-Commerce environments. Therefore, without sufficient knowledge from banks 

regarding security in m-banking, their trust in this technology is more likely to be lower. 

Moreover, Ramille and Nel (2012) and Govender and Sihlali (2014) suggest that the adoption 

of m-banking is the slowest amongst the youth. In a study conducted amongst individuals 

where 93 percent of the population were between the ages of 21 to 40 years, the findings 

revealed that 44 percent were non-users of mobile banking. Therefore, it indicates that there 

is a gap to explore in order to improve m-banking adoption amongst students. According to 

Stats SA (2019), South Africa has a population of 58.78 million people and a third of the 

population are young adults from ages 18-34 years. Therefore, university students are an ideal 
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market segment as they are the future adopters of technologies and the potential income 

earners that could improve m-banking adoption.   As a result, this study seeks to develop a 

trust framework to improve m-banking adoption by university students.  

The rest of this article follows a specific structure. Firstly, the theoretical and empirical literature 

is presented, bearing in mind the variables under investigation. Thirdly, the research 

methodology and design are presented. A discussion of the findings of the research follows, 

and finally, the article concludes by presenting the implications of the research findings for the 

banking context.  

2. LITERATURE REVIEW 

Although mobile banking is well-known for its perceived benefits, Ramille and Nel (2012) and 

Malaquias and Hwang (2016) found that young adults are still unaware of the benefits 

associated with mobile banking. Furthermore, the lack of disclosure from banks results in 

lower levels of trust among young adults (Department of National Treasury, 2019). Trust is 

commonly cited as an antecedent of mobile banking adoption and behavioural intention. Trust 

is at the forefront of innovative financial products and services adoption and is defined as 

having confidence, reliance, objectivity, integrity and ability in something or someone. 

Therefore, trust plays a vital role in the adoption of m-banking. According to Van Deventer et 

al. (2019), it is important to understand the notion of trust in m-banking amongst students as 

it could assist policy makers, marketers and strategists within the financial service industry in 

promoting trust and increasing m-banking adoption by students. 

2.1 Theoretical foundation 

The E-Commerce Acceptance Model (EAM) illustrated in Figure 1 was utilised in this study to 

provide a comprehensive understanding of the challenges that students are faced with when 

adopting a new technology (Pavlou, 2003). These issues include trust, perceived risks (PR), 

perceived usefulness (PU), Perceived Ease of Use (Perceived Ease of USE) and usage 

intention. The theoretical perspective proposes that scales such as PR, PU, Perceived Ease 

of USE, and Trust influence adoption.  
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Figure 1: E-Commerce Acceptance Model by Pavlou (2003) 

 

 

 

 

 

 

 

 

 

 

 

Source: Pavlou (2003) 

The EAM uses scales from the Technology Acceptance Model (TAM) and the Integrative 

Model of Organisational Trust by Mayer et al. (1995). The Integrative Model of Organisational 

Trust by Mayer et al. (1995) is used to understand the notion of trust and the components 

(ability, benevolence, and integrity) that form part of the scale and are applied in the context 

of m-banking. These scales are discussed in more detail in the next section.  

2.2. Perceived usefulness  

Perceived usefulness is identified as “the degree to which a person believes that using a 

particular system would enhance his or her job performance” (Davis, 1989:320). In terms of 

mobile banking it reveals how convenient mobile banking is for banking customers to carry 

out banking-related tasks (Maroofi et al., 2013). Consumers will consequently develop a 

positive attitude as they discover that mobile banking in general, is very advantageous. 

Perceived usefulness has a close association with subjective probability, which refers to the 

idea that the utilisation of m-banking is beneficial, making banking an easier task (Maroofi et 

al., 2013). Koenig-Lewis et al. (2010) found that compatibility, perceived usefulness, and 

perceived risk are important indicators in the adoption of mobile banking services.  

As stated earlier, mobile banking is an alternative financial service delivery platform. 

Therefore, according to Kazi and Mannan (2013), as soon as consumers recognise the 

significance of alternative technology-based service methods, such as mobile banking, the 
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intention to adopt such a service will escalate. Pavlou (2003) theorised that perceived 

usefulness has a positive influence on trust and on the intention to transact. In the case of 

mobile banking, perceived usefulness will therefore increase a student’s intention to transact, 

which will influence actual mobile banking transactions taking place. Furthermore, Lin (2011) 

states that a consumer will continue using mobile banking services if their beliefs over its 

usefulness are confirmed by the ongoing user experience. In a study involving 435 university 

students in Turkey, Akturan and Tezcan (2012) found that perceived usefulness affected the 

student’s behaviour towards mobile banking and that attitude was a major influential factor in 

mobile banking usage intention. Perceived usefulness acts as a crucial factor in encouraging 

the use of m-banking (Hassan & Wood, 2020). Therefore, in order to change a student’s 

perceptions towards mobile banking, banking institutions need to embrace awareness 

campaigns to promote the benefits and ease of using m-banking. This will provide students 

with the knowledge and guidance to transact.  

Furthermore, a study by Ramos et al. (2018), states that when consumers recognise the 

usefulness of m-banking, they are more likely to have their trust positively affected as 

perceived usefulness has a positive influence on trust in m-banking. The authors further posit 

that time coupled with the consumer’s standard of living in today’s society demonstrates the 

awareness of the usefulness of applications that allow individuals to be more productive and 

increase performance. According to Daud et al. 2011, awareness of mobile banking benefits 

is crucial among existing and potential banking customers in the initial adoption of this service. 

Measures should be put in place to increase awareness via advertising and promotion of m-

banking, allowing banks to create a mobile banking frenzy which will increase the interests of 

future adopters. Moreover, Ifeonu and Ward (2015) concluded in a study based in Nigeria that 

mobile banking adoption is based on three factors, namely technology trust, perceived 

usefulness and perceived ease of use. The authors found that, of those three factors, 

perceived usefulness was the most influential factor contributing to the intention to adopt 

mobile banking. Therefore, as mentioned earlier, South African banks should promote 

awareness with regard to the ease of use and benefits associated with m-banking to increase 

adoption among their customers.  

Alsheikh and Bojei (2014) inspected factors encouraging consumers’ intention to adopt m-

banking in Saudi Arabian commercial banks. Their study revealed that out of the 403 

respondents, 95.5 percent have an educational background that ranges from a high school 

certificate to doctoral degrees. In addition, the study found that 18.9 percent of the 

respondents were students and determined that ‘awareness of service’ and mobile device 

familiarity are significant when understanding m-banking and related functionalities and 
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benefits, where as a lack of information and knowledge increase risk perception. Students are 

often easily influenced. Therefore, according to Al-Jabri and Sohail (2012), once a consumer 

is aware of the distinct benefits of mobile banking, the likelihood of adopting the service 

increases. An increase in awareness of mobile banking benefits will increase a student’s 

perceived usefulness of m-banking services and ultimately increase a student’s decision to 

trust this service and adopt m-banking. In order to test the relationship between perceived 

usefulness and trust, the following hypothesis was derived based on the proposed model: 

H1: Perceived usefulness significantly influences trust in mobile banking adoption among 

university students. 

2.3 Perceived ease of use  

As consumers become conscious of how easy it is to learn and adopt mobile banking, their 

positive perception of usefulness becomes enhanced (Maroofi et al., 2013). Perceived ease 

of use refers to a system that is easier to use when accomplishing tasks as compared to a 

more challenging system (Chuchuen, 2016). This is consistent with the assessment made by 

Mehrad and Mohammadi (2016), stating that consumer awareness regarding Perceived Ease 

of use allows consumers to identify the rapid rate at which they can operate m-banking. 

Therefore, this service would be more appreciated. Extant literature indicates that Perceived 

Ease of use is a strong predictor of mobile banking adoption. Studies found that perceived 

ease of use is a determining factor in a consumer’s attitude and usage intention of a product 

or service, such as mobile payment services and internet banking (Ali et al., 2014; Dlodlo, 

2015). Additionally, Jeong and Yoon (2013) identified perceived ease of use as a key 

influential factor explaining the attitude difference concerning adopters and non-adopters 

toward m-banking.  

In a study based on university students, Akturan and Tezcan (2012) found that perceived ease 

of use positively affects the perceived usefulness towards using mobile banking. According to 

Zhou (2012), a well-designed m-banking user interface with powerful navigation reflects a 

retail bank’s ability and benevolence and, as a result, influences a user’s trust. As a student’s 

awareness increases regarding the perceived ease of use concerning mobile banking, they 

will be able to identify a retail bank’s ability and benevolence, which will either increase or 

decrease their trust.   

In addition, Mehrad and Mohammadi (2016) found that perceived ease of use and perceived 

usefulness have a positive influence on a consumer’s behaviour regarding their intention to 

continue using the service. However, Jeong and Yoon (2013) state that perceived ease of use 

has minimal implications on the intention to adopt m-banking, suggesting instead that 
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consumers strive for a simpler, easier, faster process and environment for bank-related tasks. 

Perceived ease of use has also been found to have a significant effect on perceived 

usefulness (Mehrad & Mohammadi, 2016). According to Shaikh and Karjaluoto (2015), 

perceived ease of use and perceived usefulness are one of the most frequently cited factors 

in determining mobile banking adoption.  

Jeong and Yoon (2013) further suggest that the steep mobile device penetration rate has 

promoted the use of mobile banking. However, the use of a mobile device poses many 

challenges that affect the perceived ease of use of mobile banking. Challenges of a mobile 

device that contribute to the non-adoption of mobile banking include compatibility issues such 

as screen size, complex texting mechanisms, requirements for high data storage, and shorter 

battery life appear to be restrictions that impact perceived ease of use. However, as stated 

earlier, usability and compatibility issues may arise, affecting the perceived ease of use and 

perceived usefulness. In order to overcome usability issues, banking institutions must focus 

on providing a service that is beneficial to all, as perceived ease of use influences adoption 

(Luo et al., 2010). In order to test the relationship between perceived ease of use and trust, 

the following hypothesis was derived based on the proposed: 

H2: Perceived ease of use significantly influences trust in mobile banking adoption among 

university students. 

2.4 Perceived risk 

Perceived risk is frequently associated with trust and risk-taking in relationships (Schoorman 

et al., 2007). Perceived risk is described as “a combination of uncertainty plus seriousness of 

outcome involved and the expectation of losses associated with purchase and acts as an 

inhibitor to purchase behaviour” (Bauer, 1960:389). In addition, it is viewed as hesitancy 

regarding the usage of a product/service such as mobile banking (Malhotra, 2012). Moreover, 

Malhotra (2012) posits that perceived risk is one of several aspects that need to be taken into 

consideration when launching technology applications, as consumers are more likely to be 

reluctant. Furthermore, Daud et al. (2011) concur by stating that the perceived risk associated 

with an innovation may result in a prospective adopter postponing the decision to either adopt 

or decline the innovation.  

According to Kuykendall (2017), there are several risks associated with m-banking, despite 

the perceived benefits. For instance, banks leave a consumer’s personal information exposed 

to hackers due to a lack of enforcing encryption or information security measures necessary 

to protect m-banking platforms. Therefore, perceived risk has the ability to affect mobile 

banking negatively in a variety of situations. Past literature reviews conducted in developed 
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countries indicate that the objective of using mobile banking entails a certain amount of 

uncertainty (Daud et al., 2011; Ha et al., 2012). The additional risks perceived by consumers 

may result in consumers becoming wary with regard to mobile banking (Huili et al., 2013). 

According to Abdullah et al. (2018), it is imperative for m-banking services to safeguard 

transactions between the user and the bank by ensuring that they are transmitted through a 

secure and safe channel. The authors further posit that this will improve trust in m-banking 

and their adoption of m-banking (Abdullah et al., 2018). Therefore, if banks cannot provide 

secure environments for users to transact, it may diminish users’ trust in m-banking as the 

user risk of financial loss may increase. Therefore, in order to test the relationship between 

perceived risk and trust, the following hypothesis was derived from the proposed model: 

H3: Perceived risk significantly influences trust in mobile banking adoption among university 

students. 

2.5 Perceived trust 

McKnight et al. (2011) argue that researchers need to investigate how trust in technology 

relates to the value-added post-adoption use of IT. Furthermore, McKnight et al. (2011) state 

that researchers can scrutinise how trusting beliefs concerning precise attributes of technology 

relate to individual information technology acceptance and their post-adoption behaviour by 

focusing on technology itself. Technology trust is well-defined as “an individual’s willingness 

to be vulnerable to an information technology, based on expectations of technology 

predictability, reliability and utility and influenced by the individual’s predilection to trust 

technology” (Lippert & Davis, 2006:438). Moreover, the concept of trust is often associated 

with IT artefacts such as hardware and software that facilitate IT-related tasks (Vance et al., 

2008). 

Empirical research indicates that technology trust has an influence on usage behaviour 

(McKnight et al., 2011). In line with this, Vance et al. (2008) revealed that both trust and a lack 

thereof in an IT artefact will influence an individual’s usage intention, consequently affecting 

the adoption of the IT artefact. In the context of m-banking, a university student’s trust in 

technology may influence their trust in m-banking and its services, thus resulting in the 

intention to transact as well as an actual transaction or a lack of trust will result in their 

reluctance to transact and adopt m-banking. In terms of mobile banking, consumers may 

believe that the technologies they use are dependable and trustworthy, and as a result, they 

will be more likely to assess the overall services satisfactorily, leading to better customer 

satisfaction (Masrek et al., 2014). As a result, university students with a high propensity to 
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trust will develop trust more readily in m-banking, whereas a university student with low levels 

of trust propensity will possibly question the reliability of m-banking.  

H4: Perceived trust significantly influences the adoption of mobile banking among university 

students.  

Based on the previous research and the aforementioned literature, Figure 2 depicts the 

proposed conceptual model of this research project. 

Figure 2: A Trust Framework to Improve Adoption of Mobile Banking by University Students  

        

Source: Authors own compilation   

3. METHODOLOGY 

This research adopted a quantitative approach as it seeks to test the relationship between the 

scales in order to test the set hypotheses and develop a trust framework to improve mobile 

banking adoption by university students (Saunders et al., 2016). The population of this study 

were students in a traditional university in the Eastern Cape Province. The sample consisted 

of students aged 18 years and older that used m-banking as well as non-users of m-banking. 

All the students registered at the university were invited to participate in the study through 

electronic mail.   

The third section measured perceived ease of use while the fourth section measured 

perceived risk (Pavlou, 2003). Finally, section five contained questions on adoption as the 

dependent variable. Table 1 presents the research scales from the four sections of the 

H4 
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questionnaire used for this research study and the reliability scores through the Cronbach 

Alpha coefficient tests, which were all found to be above the 0,70 threshold (Nunnally, 1978). 

The IBM Statistical Package for Social Sciences (SPSS) version 26 was used to analyse the 

data. 

Table 1: Cronbach’s Alpha and Scale Composite Reliability 

Research scales Cronbach’s Alpha Source 

Perceived Usefulness 0.90 Pavlou (2003) 

Perceived Ease of Use 0.90 Pavlou (2003) 

Perceived Risk 0.90 Pavlou (2003) 

Trust  0.89 (Bhattacherjee, 2002) 

Source: Own compilation 

For this research study, no persons under the age of eighteen were asked to complete the 

questionnaire. An ethical clearance from the University of Fort Hare’s Research Ethics 

Committee (UREC) was obtained prior to the collection of data. Students participating in the 

study received full disclosure and were allowed to determine their participation, as they could 

withdraw from partaking in the study. Additionally, the participants partaking in this study 

remained anonymous. 

4. RESULTS 

Table 2 presents the descriptive statistics based on the analysis conducted. Concerning the 

gender of the students, there were slightly more female students (52.7%) that participated in 

the study. It is evident that the majority of respondents were younger than 25 years of age 

(64.8%). Further, most of the respondents had a bank account (94%) and were using m-

banking (76%). Most of the non-adopters did intend to use m-banking in the future (84%), 

while most students that did use m-banking at present did so weekly (47%) or monthly (21%). 

The most used channel was USSD m-banking (52%).  
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Table 2:  Descriptive results  

Age of student % 
Intending to use m-

banking in future (non-
adopters) 

% 

18-24 64.8% Yes 84% 

25-29 22.9% No 16% 

30-35 8.5% M-banking usage 
frequency (adopters) 

% 

≥ 36 3.8% Daily 6 

Gender % Weekly 47 

Male  47.3% Monthly 21 

Female  52.7% Yearly  2 

Percentage of bank 
account holders 

% 
Never 24 

Yes 94 M-banking channels 
used 

% 

No 6 USSD m-banking 52 

Percentage using m-
banking 

% 
SMS-based banking 15 

Yes 76 M-banking app 23 

No 24 Internet-based m-banking 10 

Note: (n=374) 

Source: Authors own compilation   

4.1  Reliability analysis 

Table 3 shows the reliability and correlation tests conducted. Concerning the former, all the 

Cronbach Alpha coefficient scores for perceived usefulness (0.778), perceived ease of use 

(0.870), perceived risk (0.753) and trust (0.921) were above the recommended threshold of 

0.7 (Nunnally, 1978). Concerning the latter, Pearson correlation tests were conducted, and 

from the results, there was a significant positive relation between the following: 

1. Perceived usefulness and trust as shown by a Pearson correlation value of 0.533, 

significant at p = 0.01. This supports Hypothesis 1 

2. Perceived ease of use and trust as shown by a Pearson correlation value of 0.575 

significant at p = 0.01. This supports Hypothesis 2 

3. Perceived risk and trust as shown by a Pearson correlation value of -0.201, significant 

at p= 0.01. This supports Hypothesis 3.  
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Table 3: Pearson coefficient correlation 

Correlation  

 Perceived Usefulness 
Perceived Ease of 

Use 
Perceived Risk Trust 

Perceived 
Usefulness 

Pearson 
Correlation 

1 .731** -.132** .533** 

Sig. (2-
tailed) 

  .000 .004 .000 

N 471 471 471 471 

Perceived Ease 
of Use 

Pearson 
Correlation 

.731** 1 -.150** .575** 

Sig. (2-
tailed) 

.000   .001 .000 

N 471 471 471 471 

Perceived Risk 

Pearson 
Correlation 

-.132** -.150** 1 -.201** 

Sig. (2-
tailed) 

.004 .001   .000 

N 471 471 471 471 

Trust 

Pearson 
Correlation 

.533** .575** -.201** 1 

Sig. (2-
tailed) 

.000 .000 .000   

N 471 471 471 471 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Authors own compilation   

The Pearson product-moment correlation was utilised to test the relationship between trust 

and the adoption of m-banking. Trust had a confirmed score of .535 in relation to adoption, 

thus indicating there is a moderately positive relationship between trust and intention to 

transact, which was statistically significant (r = -.535, p< .000) 

Based on the results from the performed analysis as shown in the presented table, Figure 3 

presents the models with summarised Pearson Product Moment correlation to test each 

hypothesis to help determine the statistical significance between the scales. The results 

helped determine whether to accept or reject the different hypotheses.   
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Figure 3: A trust framework to improve m-banking adoption by university students 

 

Source: Authors own compilation   

5. DISCUSSION 

The results from the study suggest that there is a correlation between perceived usefulness 

and trust, as the correlation result was 0.533, p <.001. Therefore, a positive but medium-

strength relationship exists between perceived usefulness and trust. As a result, one can 

accept the alternative hypothesis stating that perceived usefulness has a significant influence 

on trust in mobile banking among university students. The literature indicated that perceived 

usefulness influences trust in m-banking (Ifeonu & Ward, 2015; Hassan & Wood, 2020). 

Ninety-six percent of students found m-banking useful. According to the literature, perceived 

usefulness acts as a key factor in promoting the adoption of m-banking (Hassan & Wood, 

2020). Therefore, the more useful students deem m-banking, the more likely they will be to 

adopt m-banking.  

The findings of the study found that m-banking increased productivity as 60.9 percent 

indicated that they no longer had to stand in long queues to conduct banking-related tasks, 

thus increasing their perceptions of usefulness. The findings further indicated that students 

might perceive m-banking as useful, as the majority of the students indicated that they found 

m-banking convenient as they are allowed to make cash purchases and payments. The 

literature highlighted that when consumers recognise the usefulness of m-banking, they are 

more likely to have their trust positively affected, as perceived usefulness has a positive 

p<.001 

p<.001 

p<.001 

p<.001 
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influence on trust in m- banking (Maroofi et al., 2013; Ramos et al., 2018). In the context of 

this study, students might perceive m-banking as useful due to the benefits that m-banking 

elicits, thus influencing their trust in m-banking. As a result, the hypothesis is congruent with 

the literature as perceived usefulness has a significant and positive influence on trust in m-

banking adoption amongst university students (Lin, 2010; Wessels & Drennan, 2010).  

Shaikh and Karjaluoto (2015) state that perceived ease of use and perceived usefulness are 

one of the most frequently cited factors in determining mobile banking adoption. The results 

of this study concluded that the majority of the students found m-banking to be clear and 

understandable during m-banking interactions. As a result, this indicated that students 

perceive m-banking as easy to use. Based on the findings, perceived ease of use has been 

found to be efficient, as the majority of the students indicated that they were able to conduct 

transactions quickly and cost-effectively. Moreover, the results demonstrated that the majority 

of the students found it easy to learn how to navigate m-banking services. As a result, this 

further indicated that they were able to recover from their mistakes quickly. According to Zhou 

(2012), a well-designed m-banking user interface with powerful navigation reflects a retail 

bank’s ability and benevolence and, as a result, influences a user’s trust. As a student’s trust 

increases due to the perceived ease of use concerning mobile banking, they will be able to 

identify a retail bank’s ability and benevolence, which are contributing factors to perceived 

trustworthiness. As a result, one can accept the alternative hypothesis stating that perceived 

ease of use has a significant influence on trust in mobile banking adoption among university 

students. The literature and the underlying theory of this study, therefore, support the 

hypothesis by stating that there is a positive relationship between perceived ease of use and 

trust.  

Hypothesis 3 found that a negative relationship exists between perceived risk and trust due to 

the correlation coefficient value of -.201, p < .001. A negative correlation describes the extent 

to which two variables move in opposite directions. In this case, an increase in the variable 

risk is associated with a decrease in the variable trust. 

Perceived risk alludes to the insecurity or loss that might occur as a result of a consumer using 

mobile banking services (Anyanwu et al., 2017). Alsheikh and Bojei (2014) found that trust 

was inversely related to the risk perception of banking customers. The study suggested that 

banking institutions should provide consumers with knowledge and information regarding the 

mobile banking services they offer to instil trust, thereby diminishing the risk of the mobile 

banking services.  
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Perceived risk has been cited as an inhibitor of mobile banking adoption. Perceived risk has 

the ability to affect mobile banking negatively in a variety of situations (Ha et al., 2012). 

Perceived risk encompasses five facets of risk that consumers need to be aware of, which 

include performance risk, security/privacy risk, time risk, social risk and financial risk (Luo et 

al., 2010). The majority of the respondents believed there are risks associated with m-banking. 

More than half of the students indicated that they were concerned with the possibility of 

financial loss when conducting payments. Therefore, students may encounter financial risk. 

Furthermore, 83.5 percent of participants indicated that they would be less inclined to use m-

banking if they were to encounter a negative experience. As a result, a negative experience 

may reduce a student’s trust in m-banking and banking institutions, as it will diminish their 

ability to continue using the service. This will also change the perceptions students may have 

regarding the cost of conducting a transaction using m-banking.  

Lin et al. (2014) state that trust is a difficult notion to comprehend, as many researchers 

attempt to define it from various perspectives and disciplines. As a result, there is no unified 

definition of trust. According to Huili et al. (2013), trust refers to the expectation of competency, 

benevolence and truthfulness of the trusted party, whereas distrust is expressed as the 

expectations of people on others’ inability, undesirable motivations and negative behaviour. 

Consumer trust is a vital contributing factor to the success of m-banking (Kim et al., 2009). As 

stated in the literature, there are three factors that encompass the formation of trust, which 

are ability, benevolence and integrity. As a result, the questionnaire for trust was tailored to 

identify the factors of perceived trustworthiness. The findings stated that, as a whole, more 

than 80 percent of the students found m-banking to be trustworthy, whereas the remainder 

confirmed that they did not find m-banking to be trustworthy. This may be due to the perceived 

risks associated with the service. In addition, the majority of the students indicated they 

believed that banking and m-banking service providers have their best interests in mind and 

ensure that they have the ability to facilitate secure banking transactions. The findings suggest 

that students are able to determine a bank’s ability, benevolence and integrity, thus increasing 

trust.  

In South Africa, the lack of trust and knowledge are the key reasons why South Africans are 

reluctant to use mobile banking services (Kaya, 2013). Extant literature indicates that a lack 

of trust exists in mobile banking, and it is frequently cited as a barrier for adoption to occur 

(Kim et al., 2009; Lin, 2011; Yu, 2012; Ifeonu & Ward, 2015). Based on this study, it was found 

that 81.9 percent believed m-banking is secure. Furthermore, the majority of the students 

(84.5%) indicated that they trust m-banking. Based on the literature, trust has a significant 

influence on m-banking adoption. The findings from the study suggest that there is a positive 
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relationship that exists between trust and usage intention due to the correlation coefficient 

value of .535, p < .000. As a result, one can accept the alternative hypothesis stating trust has 

a significant influence on mobile banking adoption among university students. The literature 

and the underlying theory of this study, therefore, support the hypothesis. Furthermore, the 

literature indicated that a lack of trust influences adoption.  

The E-Commerce Acceptance Model by Pavlou (2003) has been used as the underlying 

theory of this study. As a result, the study included the intention to transaction scale in order 

to determine how many non-adopters of m-banking would intend to transact in the future. The 

findings revealed that 115 students do not make use of m-banking. Moreover, 84 percent of 

the non-adopters indicated that they intend to use m-banking in the future. In a study by Pavlou 

(2003), it was established that there is a relation between the intention to use and the actual 

transaction. As a result, this study sought to identify the various ways in which university 

students made use of actual m-banking services. This study investigated the number of 

students that had adopted m-banking. The results found that 76 percent of the participants 

had already made use of m-banking. The findings further indicated that m-banking adoption 

amongst students at the university was relatively high. The study also investigated the various 

m-banking platforms used by students and found that USSD was the most commonly used m-

banking platform. The study focused on actual transactions by highlighting subcategories 

within cash payments, purchases and transfers. The results revealed that the majority of the 

students used m-banking to purchase airtime and data bundles. Furthermore, the study 

revealed that university students used m-banking for cash payments, clothing account 

payments and payments of traffic fines.  

6. CONCLUSION 

This research study has demonstrated that there are multiple factors that influence trust in m-

banking adoption among university students. It found that there was a positive relationship 

between trust and perceived usefulness, and perceived ease of use. It further demonstrated 

that there was a negative relationship between trust and perceived risk, which was congruent 

with the literature. The study further demonstrated that trust significantly influences intention 

to use when considering m-banking adoption, albeit the study found the relationship to be a 

positive one. Therefore, the hypotheses derived from the study were confirmed and validated. 

Thus, a contribution was made by adding to the body of knowledge with regard to m-banking 

adoption research. Based on the hypotheses in this study, A Trust Framework to Improve 

Adoption of Mobile Banking by University Students was formulated, and the hypotheses were 

confirmed. The framework highlights the factors contributing to the improvement of trust in m-
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banking adoption. Furthermore, the study found that almost three-quarters of the population 

made use of m-banking services. Therefore, it demonstrates that there is an increasing growth 

in m-banking adoption among university students. However, a quarter of the respondents were 

found to be non-adopters of the service, in which the majority of the non-adopters stated their 

intention to use m-banking in the future. Based on the literature, there is a steep increase in 

mobile/smartphone penetration within South Africa. As a result, banks and marketers may find 

an opportunity to increase their reach to students to adopt m-banking services. This is 

essential for banks as university students are the future income earners who can contribute to 

the economic growth of the communities and country whilst being financially included in a 

digitalised manner. 

The first limitation of this study was due to the fact that the study was only conducted with 

university students based at one university. Future research should include multiple 

universities within South Africa. The second constraint was that the study highlighted three 

key factors in order to improve trust in m-banking adoption. These factors included perceived 

usefulness, perceived ease of use, and perceived risk. However, there are more inhibitors of 

m-banking adoption that should be considered when taking trust into account. The second 

recommendation is that future studies need to consider other factors that may improve trust 

in m-banking, such as awareness, perceived benefit, structural assurances and word of 

mouth. This study highlighted those factors in enhancing trust, which concluded that the 

above-mentioned factors contribute to the intention to use m-banking services. 
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