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Abstract: The need to reduce operational costs and meet the increasing expectations of customers while
remaining competitive has forced banks to deploy information technologies into the provision of banking services.
The adoption rate of some of these electronic banking services is, however, not as good as initially hoped for.
This study expanded the Technology Acceptance Model by including trust, subjective norm and demographic
variables to understand the factors that influence retail banking customers’ attitude towards cell phone banking
services. Data was collected from retail banking customers in Gauteng, South Africa, using a self filling
structured questionnaire. A total of 394 usable responses were received. Result of the analysis show that
perceived usefulness, perceived ease of use, trust and subjective norm are all significantly related to attitude
towards cell phone banking. Trust was, however, found to have the strongest predictive power on customers’
attitude towards cell phone banking than all the other variables. Furthermore, attitude was found to contribute
significantly to customers’ intention to start using/continue using cell phone banking services. These findings
have wider implications on efforts aimed at encouraging more customers to make use of cell phone banking and
these have been highlighted in the paper.
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1 INTRODUCTION

Information technologies have introduced new business standards and are increasingly
playing a significant role in changing the face of the banking industry (Grossman &
Livingstone 2009:424; Laukkanen & Pasanen 2008:86; Wada & Odulaja 2012:69). As a
result, the nature of selling and buying financial service products and other banking
activities have undergone rapid changes and developments (Laukkanen & Pasanen
2008:86; Robinson & Moore 2012:Internet; Sharma 2008:45). The proliferation of
Automated Teller Machines (ATMs), telephone banking, internet banking, electronic
payments, security investments, information exchanges and more recently cell phone
banking are a testament to the retail banking distribution changes brought about by
information technologies. Electronic banking is an umbrella term used to describe the
various types of retail banking technologies including products and services, with the
use of technology (Kim, Adeli, Fang, Villalba, Arnett & Khan 2011:76).

Many reasons are given for the growing use of information technologies in banking.
According to Hosein (2010:4) e-banking provides banks with significant opportunities
to mitigate transactional costs. This is achieved through among other things the
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reduced need for front line staff as customers are able to serve themselves using e-
banking services. Moreover, e-banking also helps to facilitate immediate two way
communication between banks and their customers (Yu & Guo 2008:9). Also, as e-
banking entails creation of customer databases, banks are now able to use their
databases to provide more customised offerings to their customers (Yang & Fang
2004:304). As a result of these advantages and many more, the recent trend in the
financial services industry has been to gradually replace over-the-counter-banking
services with new technological delivery channels (Allen, Clark & Houde 2008:2; Gray
1996:57; Kim et al. 2011:76; Yu & Guo 2008:8).

Similarly, customers also stand to benefit from adoption of e-banking services. For
example e-banking services give customers the opportunity to access their accounts
at any time of the day without the need to visit a branch (Docstoc 2012:Internet).
Customers are thus able to perform banking transaction from the comfort of their
homes, offices or virtually anywhere (Bankingtopia 2012:Internet). This means that e-
banking customers enjoy the advantage of the convenience of banking without place
and time restrictions as well as the time-saving benefits that come with e-banking.

2 PROBLEM STATEMENT AND RESEARCH OBJECTIVES

Establishing and maintenance of electronic banking services involves significant
deployment of resources on the part of banks. Alvarez (2010:Internet) reported that
global IT spending by financial services in 2010 was $357.4 billion, with Europe
(36.1%) and North America (33.1%) accounting for more than two thirds of this
spending followed by Asia and the Pacific markets at 25.2%. Latin America and
Africa together accounted for 5.7% of the spending. Campbell and Frei (2010:10)
find that, although retention of profitable customers improves when customers switch

to online self-service, companies’ costs actually rise as a result.

Considerable customer acceptance of e-banking services is therefore a very
important factor that influences banks’ ability to recoup investments made into
banking information technologies. It is thus important for banks to ensure that more
customers make use of the electronic banking services available to them. Their
ability to do this requires an understanding of customer attitudes towards such

services and other factors that impact on their use of these services.
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A review of literature on e-banking shows that most of the studies in this field are
based on samples drawn from developed countries such as the UK, USA and
Australia. Moreover, not many studies have been conducted in this field based on
samples drawn from African countries. The review further shows that most of what
has been published in the field of e-banking relates to internet banking and not cell
phone banking. This may be partly due to the fact that cell phone banking as
compared to internet banking is a new development in e-banking.

Cell phone banking, however, compared to internet banking presents enormous
opportunities for expanding access to banking especially in the African context
(CGAP 2010:Internet). This is because the penetration levels of cell phone in Africa
is much higher than of internet (World Internet Statistics 2010:Internet; International
Telecommunication Union-ITU 2009:Internet). The main objective of this paper is to
investigate retail banking customers’ attitudes towards the use of cell banking in
Gauteng, South Africa. The specific objectives are to investigate factors that
influence customers’ attitude towards cell phone banking and to examine customers’

behavioural intentions to start using or continue using cell phone banking.

3 LITERATURE REVIEW AND RESEARCH MODEL

Cell phone banking refers to the provision of banking services using cell phones.
According to Goldstuck (2005:219) cell phone banking was first introduced in South
Africa in 2005. As of 2009 it was estimated that 37 percent of banking customers in
the country were using cell phone banking (Word wide worx 2011:Internet). While
this presents tremendous growth over the period, banks have an interest to see
continued growth in uptake of cell phone banking.

A review of literature shows that there a number of theories and models that have
been developed over the years in order to help explain consumer behaviour or
behavioural intentions. Most of the theories and models emphasise the importance
of attitudes in understanding behaviour or behavioural intentions. According to Eagly
and Chaiken (1993:1) attitude is a psychological tendency that is expressed by
evaluating a particular thing with some degree of favour or disfavour. Attitude itself is

in most cases a function of multiple factors.
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The Technology Acceptance Model (TAM) developed by Davis (1989:319) is one of
the most commonly used models when it comes to understanding behaviour relating
to use of information systems. According to the model, behavioural intention to use
information systems is a function of an individual's attitude. This attitude is
determined by two key variables namely perceived usefulness and perceived ease of
use. Davis (1989:320) defined perceived usefulness as the degree to which a person
believes that using a specific system will enhance his or her job performance. He
defined perceived ease of use as the degree to which a person expects the system

to be free of effort.

King and He (2006:740) performed a comprehensive review of published studies that
have applied the TAM in an effort to understand and predict users’ behaviour
towards the use of IT. The results of their analysis showed that the TAM model is not
only highly reliable and valid in understanding and predicting users’ behaviour

towards the use of IT but also it can be used in a wide range of contexts.
3.1 Attitude and behavioural intentions

Empirical findings by Al-Somali, Gholani and Clegg (2009:139); Al-Sukkar
(2005:217); Lee (2009:139); Karjaluoto, Mattila and Pento (2002:269) and
Pikkarainen, Pikkarainen, Karjaluoto and Pahnilas (2004:229) have all shown the
importance of attitude in determining behavioural intention towards online banking.
As a result, an individual’s attitude towards cell phone banking service is expected to
have a significant influence on his/her intention to start using/continue using the

service. Hence the following hypothesis was proposed:

H1  There is a significant positive relationship between customer attitude and
intention to start / continue using electronic banking.

3.2 Perceived usefulness

According to Frangos (2009:157) the ultimate reason why people exploit e-banking,
is that they find the system to be useful for their transactions. Thus, customers
anchor their e-banking intention to the beneficial outcomes that the system provides
(Ndubisi 2006:12). Pikkarainen et al. (2004:224) noted that customers are satisfied
with a system that meets their needs hence a system’s success can be measured by
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how well it satisfies customers’ needs. Chau and Hu (2001:716) found that users of a
system are inclined to develop a positive attitude towards the system if they believe
that using the system will enhance their productivity and performance. The study

thus hypothesised that:

H2  There is a significant positive relationship between perceived ease of use and

attitude towards cell phone banking.
3.3 Perceived ease of use

Perceived ease of use in e-banking may be described as the physical or mental
effort that customers exert or are likely to exert during e-banking. Customers’
perception of ease of use of e-banking system facilitates its adoption or otherwise.
Ndubisi (2006:18) emphasize that a system that requires less technical skills and
operational efforts will be more likely to be adopted. Based on this the following

hypothesis was formulated for this study:

H3  There is a significant positive relationship between perceived usefulness and

attitude towards cell phone banking.

Even though TAM has been widely accepted and used by researchers in
understanding adoption and usage of information technologies, Davis (1989:334-
335) recommended that further research should be done into variables that can help
improve TAM’s ability to predict acceptance of technology in the future. This entails
the incorporation of other variables into TAM. A number of researchers have heeded
to this call and investigated many additional factors that may have an impact on
adoption of information technologies. Trust, consumer demographics and subjective
norm are some of the factors that other researchers have found to be important in
this regard.

3.4 Trust

According to Gao (2005:215) trust is of particular interest in e-commerce. Research
has demonstrated that online purchase intention is positively correlated with trust
(Delafrooz, Paim & Khabibia 2011:75). Metehan and Yasemin (2011:95) as well as
Metzger (2004:Internet) also found that perceived trust or credibility of providers, in
relation to Web systems, has a significant influence on customers willingness to
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participate in transactions involving exchange of sensitive personal information.
According to researchers (Suh & Han 2002:250; Wada & Odulaja 2012:75) the
possibility of hackers stealing information makes e-services inherently risky.
Yousafzai, Pallister and Foxall (2003:852) found that trust in electronic banking and
its infrastructure reduces customers’ transaction specific uncertainty and related
risks associated with the possibility that a bank might behave opportunistically. From
the foregoing, it can be argued that trust can have a significant influence on attitude

towards cell phone banking. Hence the following hypothesis was proposed:

H4  Customers’ level of trust has a significant positive impact on attitude towards
cell phone banking.

3.5 Consumer demographics

A review of literature concerning the demographic variables of a typical internet user
suggests that older, less educated, minority and lower income individuals have lower
internet usage rates than those of younger, highly educated, white and wealthier
individuals (Porter & Donthu 2006:1004). This description seemingly holds for online
banking which is regarded as the application of the internet technology to banking.
For instance, lan (2009:53); Karjaluoto et al. (2002:269) and Sathye (1999:332) in
separate studies have found that a typical online banker is highly educated, relatively
young and wealthy with a good knowledge of computers and especially the internet.
Based on this background, the study hypothesised that:

H5  Customers’ demographic characteristics (age, level of education and level of

income) have a significant impact on their attitude towards cell phone banking.

In order to test this hypothesis, a number of three sub-hypothesis were developed.
These are:

H5a: Younger customers have a significantly more positive attitude towards cell
phone banking than older customers.

H5b: Customers with high levels of education have significantly more positive

attitude towards cell phone banking than customers with lower levels of education.

H5c: Customers with high levels of income have significantly more positive attitude

towards cell phone banking than customers with lower levels of income.
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3.6 Subjective norm

Subjective norm underscores the influence of the social environment on behaviour. It
is defined as a person’s perception that most people who are important to him/her
think that he/she should or should not perform the behaviour in question (Ajzen &
Fishbein 1980:5). This subjective norm construct suggests people often act based on
their perception of what others think they should do, and their intentions to adopt a
behaviour is potentially influenced by people close to them. Davis et al. (1989:986)
note that in some circumstances, people might use a technology to comply with
others’ mandates or expectations rather than their own feelings and beliefs. Hartwick
and Barkit as quoted by Taylor and Todd (1995:149) found subjective norm to be
important in affecting the adoption of an innovation in its early stages of introduction
when users have only limited direct experience from which to develop attitude.

Hence the study we formulated a hypothesis that:

H6  There is a significant positive relationship between subjective norm and

attitude towards cell phone banking.

Based on the literature reviewed, there are many possible factors that may influence
intentions to use cell phone banking. Figure 1 presents the research model used in
this study. According to the model, attitude is a critical variable that affects the
intention to start/continue using electronic banking. Attitude towards electronic
banking is influenced by a potential user's assessment of the perceived usefulness,
perceived ease of use, trust, subjective norm and demographic characteristics of the
potential user.

4 METHODOLOGY

This study was cross-sectional in nature and data was collected from individual
customers of the four major retail banks (Absa, Standard Bank, First National Bank
and Nedbank) in South Africa through mall intercepts. These banks were chosen
because they provide cell phone banking services to their customers and currently
represent the largest percent share of the banking sector. The study was undertaken
in the Province of Gauteng. Gauteng was chosen because it is known as the
country's economic powerhouse, responsible for over a third of South Africa's GDP
(CGLGSA 2011:6). It also ranks among the main centres in the world hierarchy of
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FIGURE 1: RESEARCH MODEL FOR CELL PHONE BANKING
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Source: Authors’ own compilation from Davis 1989:320
urban areas and it is the most urbanised province in South Africa (Shilowa
2005:Internet). The province is a microcosm of South Africa due to its cosmopolitan

nature.

Due to the lack of a readily available sampling frame, the study made use of non-
probability sampling in the form of convenience sampling in order to select
respondents. The respondents were selected on the basis of the fact that they
happened to be in designated malls where the survey took place as well as on their
willingness to co-operate with the researcher. A total of six malls were targeted
across Johannesburg and Pretoria. Deliberate efforts were taken to ensure that the
respondents included people of different racial, gender and age groups.

Beri (2007:198) noted that one general approach that is followed with respect to non-
probability samples is to get as large a sample as possible within the constraints of
time and money. Others (Malhotra 2007:338; Zikmund & Babin 2010:465) noted that
using a sample size similar to those used in previous studies is also very useful in
estimating a suitable sample size. A total of 394 usable responses were collected in
this study. This was in line with the time and financial limitations of the research as

well as sample sizes used in previous related studies.

A self-completing questionnaire consisting of two main sections was used to collect

data. The first section consisted of questions relating to the background characteristics
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of the respondents and their use of internet and cell phone banking services. The
second section consisted of questions relating to customer’s attitudes to and
perceptions of internet and cell phone banking. A five point Likert scale ranging from 1
= strongly disagree to 5 = strongly agree was used to measure attitude and
perceptions. Note that ordinal scales were used in measuring age, level of education
and level of income. A cover letter was attached to the questionnaire, the purpose of
which was to explain the research as all about, provide instructions on how to
complete the questionnaire and to assure them of their anonymity. The focus of this
paper is on cell phone banking. Out of the 394 respondents, 198 (50.3%) were users
of cell phone banking while 196 (49.7%) were non-users. Of the 196 non-users, 70
were users of internet banking while 126 were neither using internet nor cell phone

banking.

All the scales used in the study were tested for reliability before being used in the
main analysis. The Coefficient alpha, commonly known as Cronbach’s alpha (a), was
used to measure reliability. According to Al-Dujaili (2011:11), the Cronbach’s
alpha (a) is widely believed to indirectly indicate the degree to which a set of items
measures a single, uni-dimensional construct. The results of the reliability test for the
measures used in this study are presented in Table 1. The results show that all the

measures used in this study were highly reliable.

TABLE 1: RESULTS OF THE RELIABILITY ANALYSIS USING THE CRONBACH COEFFICIENT

Construct Number of items and source Cell phone banking
(Cronbach’s alpha - a)

Perceived usefulness 5 - adapted from Nor and 944
Pearson (2008:68)

Perceived ease of use 4 - adapted from Nor and 954
Pearson (2008:68)

Subjective norm 5 - adapted from Nor and 936
Pearson (2008: 68)

Trust in the system 4 - adapted from Nor and 939
Pearson (2008:70)

Attitude 4 - adapted from Nor and 963
Pearson (2008:70)

Behavioural Intention 2 - adapted from Al-Somali et al. 946
(2009:135)

The collected data was analysed using version 18 of SPSS (Statistical Package for
Social Sciences). A number of statistical techniques were used to analyse the data,
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including descriptive statistics, correlation analysis, independent sample t-testing and

regression analysis.

5 RESULTS AND DISCUSSION

Table 2 presents descriptive statistics relating to customers attitude and perceptions
towards cell phone banking. According to the results the respondents had positive
perceptions regarding usefulness and ease of use of cell phone banking. The overall
mean values for the two constructs were 3.94 and 3.92 respectively. All the items used
to measure each construct had mean values of near 4 which means that respondents
agreed with each of the statements. To be specific, customers felt that cell phone makes
it easier to do banking activities, enables one to do banking activities more quickly,
conveniently and efficiently and that it is useful in conducting banking activities. They
also felt that cell phone banking is easy to learn, easy to get it to do what they would
want it to do, easy to become skilful at using it and in general easy to use.

TABLE 2: DESCRIPTIVE STATISTICS

Cell phone banking

Mean Std Dev.
Perceived usefulness 3.94 0.932
Cell phone banking
- makes it easier to do banking activities 3.91 1.086
- enables one to do banking activities more quickly 3.95 1.047
- enables one to complete banking activities more conveniently 3.92 1.014
- allows one to manage banking activities more efficiently 3.9 0.997
- is useful in conducting banking activities 4.01 1.014
Perceived ease of use 3.92 1.004
| think
- it is easy to learn how to use cell phone banking 3.88 1.101
- it is easy to get cell phone banking to do what | want it to do 3.88 1.065
- it is easy to become skilful at using cell phone banking 3.91 1.061
- overall, cell phone banking is easy to use 3.99 1.057
Subjective norm 3.55 1.044
People who/whose
- influence my behaviour believe | should use cell phone banking 3.53 1.101
- are important to me believe | should use cell phone banking 3.59 1.118
- opinions | value believe | should use cell phone banking 3.52 1.151
- influence my decisions think | should use cell phone banking 3.56 1.188
- influence my behaviour believe | should use cell phone banking 3.53 1.101
Attitude 3.88 1.041
- Using cell phone banking is a good idea 3.88 1.114
- | like the idea of using cell phone banking 3.87 1.133
- Using cell phone banking is a pleasant idea 3.89 1.095
- Using cell phone banking is an appealing idea 3.86 1.095
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Cell phone banking
Mean Std Dev.
Trust of the system 3.46 1.028
-1 think cell phone banking has enough safeguards to make me 3.44 1.144
feel comfortable using it
- | feel assured that legal structures adequately protect me from 3.39 1.119
problems associated with using cell phone banking services
- | feel confident that technological advances (such as encryption) 3.48 1.060
makes it safe for me to use cell phone banking
- In general the cell phone is a safe environment in which to 3.54 1.147
transact banking activities
Behavioural intention 4.01 1.151
- lintend to start/continue using cell phone banking in the future 4.02 1.183
- | will use cell phone banking regularly in the future 4.01 1.163

Source: Authors

This finding on perceived usefulness of cell phone banking corroborates the
observation made by Frangos (2009:157) that the primary reason that people use e-
banking is because they find it useful in performing transaction. Banks can actually
use findings on both perceived usefulness and ease of use in their marketing
campaigns aimed at converting non-users into users by outlining the benefits
associated with cell phone banking as well as emphasising the fact that it's a simple
system to learn and be skilful at using. As noted by Ndubisi (2006:18) customers
likelihood of systems uptake is higher where the system’s usage requires less

technical skills and operational efforts.

Results on subjective norm showed that although in general respondents did not
disagree with the fact that other people exert influence on their decision to use or not
use cell phone banking, the extent to which the other people do this is generally
limited. This is evidenced by the fact that the overall mean for subjective norm is
3.55 which shows that respondents barely agreed. All the items used to measure
subjective norm also had mean values that showed very low levels of agreement
with the statements. This shows that a significant number of the customers make

such decisions independent of their social acquaintances.

The results also show lower levels of trust in the system of banking using cell
phones. The overall mean value for trust in the system was 3.46. The highest mean
value on item to item basis was 3.54 while the lowest was 3.39. To be specific,
respondents barely agreed that the cell phone is a safe environment in which to

transact banking activities (3.54) and that they feel confident that technological
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advances (such as encryption) make it safe for them to use cell phone banking
(3.48). They were however neutral of the fact that cell phone banking has enough
safeguards to make them feel comfortable using it (3.44) and that they feel assured
that legal structures adequately protect them from problems associated with using
cell phone banking services (3.39). Lack of higher levels of trust in cell phone
banking is an issue of concern to banks as customers become wary of using
services that they consider risky. Suh and Han (2002:248) who noted that e-services
are inherently risky from the viewpoint of security as vital information can be stolen

by hackers and that this results in customers having low levels of trust in the system.

Despite lack of high levels of trust in cell phone banking, the results show that the
respondents has positive attitude towards cell phone banking. The overall mean
value for attitude was 3.88. In general, respondents considered cell phone banking
to be a good (8.88), likable (3.87), pleasant (3.89) and appealing idea (3.86). The
respondents were also positive in terms of their behavioural intentions to start or
continue using cell phone banking as well as intentions to use cell banking regularly
in the future. The mean value for behavioural intention was 4.01.

After looking at the results of the descriptive analysis, further analysis of the data
was conducted in order to test the relationship between the different variables as
stipulated in the research model. Pearson product moment correlation was used to
test hypothesis 1, 2, 3, 4 and 6 while Spearman's Rho correlation was used to test
hypothesis 5. It is important to note that, in interpreting correlation results, the
coefficient is used to measure the size of an effect and that the sign (either positive

or negative) of the coefficient must be considered.

According to Uys and Gwele (2005:96), or negligible, while a correlation between 0.1
and 0.3 (or between -0.3 and -0.1) is considered small/weak; a correlation between
0.3 and 0.5 (or -0.5 and -0.3) indicates a moderate effect and a correlation coefficient
of 0.5 or larger (or < -0.5) is considered large. Jackson (2011:82) puts it succinctly by
explaining that the closer the correlation is to 1 (or — 1), the stronger the relationship

between two variables is. Table 3 presents the results of the correlation analysis.
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TABLE 3: CORRELATION ANALYSIS

Attitude towards cell phone banking
Perceived usefulness Pearson correlation T73%
Sig. (2-tailed) .000
N 394
Perceived ease of use Pearson correlation 707
Sig. (2-tailed) .000
N 394
Subjective norm Pearson correlation .596**
Sig. (2-tailed) .000
N 394
Pearson correlation 704*
Trust of the system Sig. (2-tailed) .000
N 393
Behavioral intention Pearson correlation 73
Sig. (2-tailed) .000
N 394
Age Correlation coefficient 088
Sig. (2-tailed) .080
N 394
Level of education Correlation coefficient 136*
Sig. (2-tailed) .007
N 394
Level of income Correlation coefficient 130
Sig. (2-tailed) .010
N 394

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

Source: Authors

According to the findings high levels of correlation were found between attitude and
intentions to start or continue using cell phone banking; perceived usefulness of cell
phone banking as well as perceived ease of use. This is consistent with propositions
with the Technology Acceptance model as well as empirical findings by researchers
such as Al-Somali et al. (2009) and Lee (2009). The results also showed high levels
of correlation between attitude and trust of the system of banking using cell phone.
This shows that customers with high levels of trust in the system had also high levels
of positive attitude towards cell phone banking.

Significant but weaker relationship was, however, found between subjective norm
and attitude. This shows that the influence that other people exert on individual
customer’s decision to use cell phone banking is not strongly in line with attitudes
towards cell phone banking. Taylor and Todd (1995:167) observed that subjective

norm affects adoption of an innovation more in its early stages of introduction. This
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they attributed to the fact that most consumers lack direct experience with the
product from which to develop attitudes. Since cell phone banking was first
introduced in South Africa 7 years ago, one can expect the influence of subjective
norm to be lower as some of the customers have had personal experience with the

product and do not need anyone to convince them.

The results on the relationship between attitude and demographic factors showed no
significant relationship between age and attitude towards cell phone banking. Very
weak relationship was found between attitudes and level of education as well as
level of income. The findings thus show that demographic factors are not good
predictors of attitude towards cell phone banking.

Multiple regression analysis was conducted in order to examine the extent to which
perceived usefulness, perceived ease of use, trust and subjective norm help predict
attitude towards cell phone banking. It is important to note that demographic
variables were not entered into the regression model. This is mainly due to two
reasons: the correlation analysis already showed low levels of correlation between
demographic factors and attitude, and demographic variables were not measured

using an interval scale.

According to these results as presented in Table 4, it can be noted that overall trust
is the most important factor in explaining attitude towards internet banking. This is
evident from the fact that trust has the highest standardised beta coefficient value
(.489) compared to all the other predictors. Subjective norm was found to be the
least important factor of the four considered in the model. It has the lowest
standardised beta coefficient value (.051) compared to all other predictors.
Additionally, its t-statistic is not significant at a less than .05 level of significance.
Note that the R? value of the model shows that, when combined, the four predictors
have a high explanatory power as they are able to account for 67.4% of the variance

in attitude towards cell phone banking.
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TABLE 4: MULTIPLE REGRESSION ANALYSIS - ATTITUDE TOWARDS CELL PHONE BANKING

Unstandardized Standardized | T Sig
Independent variable Beta Standard Beta

(B) error (B)
Constant .066 142 462 644
Perceived Usefulness .296 047 .266 6.249 .000
Perceived Ease of Use 233 .049 225 4.792 .000
Subjective Norm A17 038 A17 3.054 .002
Trust of the system 382 038 377 10.032 .000
Equation
R 821
R2 674
F 200.173*

Source: Authors
6 CONCLUSION AND RECOMMENDATIONS

From the findings of this study it can be concluded that customers have positive
attitude towards cell phone banking as well as positive intentions to start/continue
using the service. They perceive cell phone banking as useful and easy to use.
They, however, have low levels of trust in the system of banking through use of cell
phone. The influence that other people exert on the decision to use cell phone
banking is rather limited. In terms of how the different factors work together to
influence attitude towards cell phone banking and intentions to use it, it can be
concluded that perceived usefulness, perceived ease of use as well as trust are
more important factors that influence attitude towards cell phone banking usage. Of
these three factors, trust has the highest impact on attitude. Demographic factors on

the other hand are not good predictors of attitude towards cell phone banking.

The findings in this study have wider implications on efforts by banks aimed at
attracting more customers to take up cell phone banking and increase returns on
their investment. It is imperative that banks understand the factors that affect and/or
contribute to attitude towards cell phone banking services within their environmental
context. For example ‘perceived usefulness’ and ‘perceived ease of use’ are factors
which are widely held to affect attitude towards adoption of new information
technologies including e-banking systems. In this study, however, trust emerged as

the most significant factor that influences attitude towards cell phone banking.

This suggests that banks must devote significant efforts in examining ways in which

they can enhance trust. Banks can do this by, among other things, implementing
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measures to reduce electronic fraud as well as communicating to their customers the
steps they are taking to enhance the security of e-services. This will serve to keep

customers informed and may bolster their trust of the system.

This study also found that although differences in attitude may exist between
customers in different demographic groups, demographic factors in general are not
strongly related to attitude towards cell phone banking. These findings could be
valuable to the banking industry, especially in relation to debunking myths
surrounding the relationship between demographic factors and attitude towards e-
banking. Thus, banks can use this information to begin to create marketing
strategies to target all customers and, by doing so, increase their market share in e-

banking.

While the study has major implications on understanding factors affecting adoption of
cell phone banking, it is not without limitations. Specifically the fact that the study
made use of non-probability sampling method using a sample of respondents
targeted at shopping malls may limit the generalisability of the findings to the wider
population of Gauteng. Further studies can therefore be conducted in other parts of
the country and /or probability sampling methods can be used in order to test for any

differences that may be there and improve on the generalisability of findings.
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