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Abstract

The aim of this study was to assess the influence of attitude on mobile banking adoption in
Ethiopia: the case of Dashen and United banks in Addis Ababa. In so doing, factors influencing
attitude toward mobile banking and the influence of attitude and its corresponding strength on
intention to adopt mobile banking were assessed. In addition to these primary objectives,
assessing the significance of variations in socio-demographic variables on attitude and intention
to adopt mobile technology was part of this study. Descriptive and causal research design was
employed. Stratified sampling method was used to collect quantitative and qualitative data from
individuals who subscribed for mobile banking service of Dashen Bank and United Bank i.e.
Amole and Hibir respectively. Accordingly, 394 usable questionnaires were obtained and used
for further analysis. SPSS version 21 was used to analyze the collected data. The collected data
were analyzed using central tendency (median), measure of dispersion (standard deviation),
independent sample T-test, ANOVA, correlation & regression analysis. Interviews were
conducted with subscribers with different mobile banking usage frequency. To develop the
models used for analysis, inputs from TAM, ToT, trust and the concept of attitude strength was
used. The results of the analysis indicate that among the socio-demographic factors included in
this study occupation, mobile banking usage status and usage frequency significantly influence
both attitude and intention while monthly income and service provider significantly influence
intention only. The regression outputs indicate that the factors that influence attitude toward
mobile banking are perceived usefulness, perceived ease of use and trust. Similarly, attitude
toward success, attitude toward process/learning and attitude strength significantly influence
intention to adopt mobile banking while attitude toward failure had an insignificant influence on
intention. Based on the findings, the researcher forwarded recommendations to enhance mobile
banking adoption. These are improving reliability, awareness creation, emphasize on making
mobile banking easier and trustworthy, and creating a situation which necessitates the need to

use mobile banking.

Key words: Factors influencing attitude and intention, Perceived usefulness, Perceived ease of
use, Trust, Attitude toward success, Attitude toward failure, Attitude toward process/learning,
Attitude strength, TAM, ToT
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Chapter One
1. Introduction

1.1. Background of the study
The novelty of internet, computers and subsequent innovations have had a profound impact in
the world by making access to information and information processing cheaper and faster
(Gorham & Singh, 2009). Similarly, the innovation of mobile internet in the 1990s transformed
the purpose of mobile phones; mobile banking is among the outcomes of the innovations in the
technology (Barnes & Corbitt 2003). Mobile banking is “a set of applications that enable people
to use their mobile telephones to manipulate their bank accounts, store value in an account linked
to their handsets, transfer funds, or even access credit or insurance products” (Donner & Tellez,
2008 p. 319). It can also be expressed as an approach to interact with consumers and offer
financial services via mobile phones or other personal digital assistant devices that are linked to
clients’ account using information communication technology (ICT) (Barnes & Corbitt 2003;

Anderson, 2010).

In general, ICT plays a fundamental role in enhancing competitiveness and has a considerable
impact on efficiency of firms (Oliveira & Martins, 2011). Thus, business organizations, such as
banks, invest a substantial amount on ICT. Empirical studies amplify the role technology exerts
on consumer satisfaction and service quality improvement in Ethiopia (Shaikh, 2014; Worku,
Tilahun, & Tafa, 2016). Dashen Bank S.C (Dashen Bank) and United Bank S.C (United Bank)
are pioneering banks to invest on mobile banking technologies and introduce the corresponding
service in Ethiopia. Dashen Bank was the first to acquire a license for conducting electronic
commerce and mobile merchant transactions (Worku 2010); introduced Mobile Banking dubbed
Modbirr in 2010. United Bank on the other hand pioneered in Telephone banking, Internet
banking, and Text messaging (SMS) platforms (Worku 2010).

For African banks who managed to control the rules of engagement in the past, the future does
not seem to preserve the existing circumstances for long, as consumers get further fragmented
and have innovative alternatives (Ekekwe, 2016). Consequently, the rivalry will no longer be

bounded within banks as long as entities like Financial Technology (Fintech) entrepreneurs and



telecom operators are threatening the banking business without necessarily having a banking
license (Ekekwe, 2016). The impact of Kenya’s M-Pesa and South Africa’s Wizzit are
progressively popular examples for this regard in Africa (Donner & Tellez, 2008; Mbiti & Weil,
2011). The latest report from Central Bank of Kenya, for the month of September 2018, reads
around 146 million mobile payments amounting $3.2 billion USD were transacted; between
203,359 Agents and 44.3 million mobile banking accounts. In the same month around 18 million
card payments were made through different forms of cards (Debit, Credit, Gift, Prepaid, ATM
and POS).

Despite existing for nearly two decades electronic banking practices in Ethiopia are in an
emergent stage (Addisfortune.net, 2017). Payment is enormously cash based as well, over 95%,
which is shifting towards electronic payment lethargically (Addisfortune.net, 2017). Card
payment is the most popular e-banking platform in Ethiopia, both in number of transactions and
value, unlike mobile banking. For instance, Dashen Bank introduced card payment platform at a
relatively similar period with mobile banking, end of 2009 and early 2010 respectively, but from
the total of 1.86 million depositors 3.7% of them subscribed for lately introduced Amole! while
30% of depositors are card holders as of June 2018. In the month of August 2018, there had been
6,794 transactions amounting $0.46 million (12.7 million ETB) were transacted through Amole

and 304,622 transactions amounting $11.5 million (319.7 million ETB) through card payment.

Similarly, during the last fiscal year ended in June 2018, card based payments at United Bank
outperformed Online and Mobile banking transactions combined, both in number and value.
Card payments had an average of 108,333.3 transactions per month and valued $3.8 million (107
million ETB) while a total of 50,917 transactions amounting $14.3 million (399.3 million ETB)
recorded from Online and Mobile banking combined throughout the last fiscal year 2017/18;
total number of Online and Mobile banking subscribers was 160,999; on average a single

subscriber transacts 0.32 transactions per year.

Albeit end users’ reluctant response for E-banking, particularly mobile banking, banks in

Ethiopia seek to adopt electronic platforms for seizing a competitive advantage, utilizing the

1 Amole is a combination of Internet and Mobile Banking services provided by Dashen Bank



potential in the industry, and complying with consumer expectations and technological

progressions (Ethiopianbusinessreview.net, 2018).

1.2.  Statement of the problem

Banking is a lucrative industry in Ethiopia, subsequently, majority of banks became complacent
with the income they generate from traditional banking services and are deficient to aggressive
innovation (Addisfortune.net, 2017). For majority of banks more than 80% of income is
generated from the same services since inauguration (Addisfortune.net, 2017) and conventional
branch expansion is still an influential factor (Adem 2015) regardless of the staggering increase
in rental expenses. In the looming prospect, disintermediation by Fintech will make it harder for
African banks to earn fees and conventional bank branches will have a limited influence
(Ekekwe, 2016). The influence of Fintech is that it crafts a new ecosystem and disrupts the
market which pushes incumbent banks to rethink their business model (African Banking Survey,
2016). A progressively popular example in this regard is the case of Kenya; M-Pesa is
frightening incumbent banks and prominent money transfer platforms such as Western Union
(Mbiti & Weil, 2011).

Additionally, e-commerce as well is forcing the global business environment to focus on using
wireless web, mobile computing and mobile commerce because of advancements in mobile
technologies and applications (Shaikh & Karjaluoto, 2015). These shifts in the business
environment are mostly not possible to be satisfied in a traditional banking effectively
(Sumanjeet, 2009). Thus, for banks around the world, aligning strategies with technology has
become a necessity rather than a choice which affects traditional banking. As a result, banks
have to avail adoptable alternative services and products whilst maintaining their legacy. In
recent years commercial banks in Ethiopia started investing on advanced technologies to make
banking accessible and electronic. But electronic banking in general, mobile banking in
particular, does not seem to surpass the traditional banking practices

(Ethiopianbusinessreview.net, 2018).

Investments in information technology can have a considerable impact when the technology is
widely spread and used by many (Oliveira & Martins, 2011). In so doing prominent technology
adoption models like Technology Acceptance Model (TAM) have been applied to assess the



rationale behind the factors influencing mobile banking adoption (Ha, Canedoli, Baur, & Bick,
2012, Shaikh & Karjaluoto, 2015). These prominent technology adoption models primarily
associate prospects and challenges with perception of technology attributes, user characters,
social influences, and environmental/situational factors (Chaouali et al., 2017).

Although there had been significant contributions from the above perspectives, there is a gap in
exploring consumers’ decision making process (Chaouali et al., 2017). For example according to
Chaouali et al. (2017) individuals’ attitude is a key factor in decision making processes for
mobile banking adoption. This is because it is general and lasting as it pertains beyond
momentary events (Solomon, Bamossy, Askegaard, & Hogg, 2006). Prior studies as well
deemed attitude as an antecedence of behaviors and behavioral intentions to adopt new products
and services, purchase decisions, and purchase intensions, but they lack comprehensive
conception on the significance of attitude (Chaouali et al., 2017). Furthermore, these prominent
models lack considerations that they fail to address possibility of people trying, but failing to
succeed, the influence of past behavior and trying on future adoption, and they do not reflect on
the learning activities and necessary outcomes initiating technology adoption (Bagozzi, Davis, &
Warshaw, 1992; Bagozzi & Warshaw, 1990).

As a result, they fail to elucidate the specific role of attitude on technology adoption (Kim, Chun,
& Song, 2009). Moreover, the strength of attitude determines its influence on behavior and mode
of mediating role on behavioral intention (Kim et al. 2009). According to Kim et al. (2009) a
user with strong favorable attitude toward a technology will persistently stand to its beliefs while
weaker attitude may easily change the attitude when others point out shortcomings of the

technology.

To the knowledge of the researcher assessing attitude of consumers toward trying new
technology/service alternatives, mobile banking, is a new direction in the field of mobile banking
adoption studies in Ethiopia. This study is presumed to indicate new direction towards factors
affecting mobile banking adoption in Ethiopia. Moreover, the study will try to indicate how the
degree of adoption can be enhanced and mobile banking attracts extra attention. Thus, the study
investigates the impact of attitude on mobile banking adoption based on the theory of trying and

the concept of attitude strength.



1.3.  Research question
Based on the study gaps sated above, the following research questions are addressed. The main

question is how significant is the attitude of consumers to enhance mobile banking adoption.

For a more comprehensive understanding of the phenomenon under study and to provide a

sufficient justification, the following questions will be addressed. These are:

1. What are the factors that influence consumer attitude toward mobile banking?

2. Does consumers’ attitude and its corresponding strength influence intention to adopt
mobile banking?

3. Is there a significant relationship between demographic variables and, attitude as well as
intention to adopt mobile banking?

4. Do variations in socio-demographic variables (e.g. level of educational attainment) have
significant influence on attitude and intention to adopt mobile technology?

1.4.  Obijectives of the study
The aim of the study is to assess mobile banking adoption in Addis Ababa, Ethiopia the case of

Dashen and United banks. The objectives are presented as follows:

Primary objectives

e To explore the factors that influence consumer attitude toward mobile banking
e To explore the role of attitude and its corresponding strength on intention to adopt mobile
banking

Secondary objectives

e To assess the relationship between demographic variables and, attitude as well as
intention to adopt mobile banking
e To analyze the significance of variations in socio-demographic variables (e.g. level of

educational attainment) on attitude and intention to adopt mobile technology



1.5.  Significance of the study
This study is undertaken to indicate a new direction for mobile banking adoption studies in
Ethiopia. Subsequently, it is presumed to help decision makers engender informed decisions.
Thus, the outcomes of this study will help individual consumers to elucidate where they stand on
mobile banking adoption. Commercial bank executives as well may use findings and
recommendations of this study to formulate and implement appropriate strategies so as to
augment mobile banking practices in Ethiopia. Furthermore, governing bodies in the Ethiopian
banking industry can use the outcomes of this study to modify existing regulations on mobile
banking, because identifying key factors affecting mobile banking adoption will help utilize the
potential in Ethiopia and optimize the limited resources accessible in the country. Future studies

may also infer the findings of this study as a reference to investigate the topic under study.

1.6. Limitation of the study
This study was intended to assess the influence of attitude on mobile banking adoption in
Ethiopia under the cases of Dashen Bank and United Bank in Addis Ababa. The study was
undertaken by distributing questionnaires and conducting interviews. Considering the time and
resources available, the study was limited to Northern and Southern parts of Addis Ababa. It
could have been more productive if Western and Eastern parts of Addis were included.
Furthermore, the inclusion of regional capital cities would have augmented the productivity of

the study.



Chapter Two

2. Literature Review
This chapter reviews the literatures in the area of mobile banking and technology adoption
focusing on the significance of consumer attitude on adoption and use of technology i.e. mobile

banking.

Section 2.1 is an introduction to mobile banking; section 2.1.1 provides definition of mobile
banking followed by review of mobile banking practices in Ethiopia in section 2.1.2. Section
2.1.3 lists the major advantages of mobile banking. Section 2.2 presents the theoretical literature
review; theories and models on the factors influencing mobile banking adoption including the
two primary frameworks used to guide this study. Empirical literature review is presented in
section 2.3 while the conceptual framework is presented in section 2.4.

2.1. Introduction

2.1.1. Definition of mobile banking
Mobile banking may have several definitions which all aim to describe the same service. This
section defines what mobile banking is and the types of mobile banking models/platforms
applied in Sub-Saharan Africa. Mobile banking can be defined from two perspectives, the
service provider and service consumers’ perspective. From the service provider perspective
mobile banking can be defined as an approach to interact with customers and offer financial
services via mobile phones or other personal digital assistant devices that are linked to clients’
account using information communication technology (ICT) (Barnes & Corbitt 2003; Anderson,
2010). From consumers perspective mobile banking is “a set of applications that enable people to
use their mobile telephones to manipulate their bank accounts, store value in an account linked to
their handsets, transfer funds, or even access credit or insurance products” (Donner & Tellez,
2008 p. 319). Some may refer mobile banking as mobile payment which comprises conducting
financial transactions through mobile devices and accessing a broader range of banking service
(Porteous, 2006). It is sometimes defined as the use of mobile terminals to access payment and
banking services (Zhou, 2012). The governing body in the Ethiopian banking sector National
Bank of Ethiopia (NBE) defined mobile banking as “performing banking activities which

primarily consists of opening and maintaining mobile/regular accounts and accepting deposits;
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furthermore, it includes performing fund transfer or cash in and cash out services using mobile

devices”.

Mobile banking is a subset of electronic banking (Porteous, 2006) and branchless banking
supersets electronic banking (Deloitte, 2012). Electronic banking is the process of performing
banking transactions electronically without visiting conventional bank branches (Keivani,
Sameni, Jouzbarkand, Khodadadi, and Sourkouhi 2012) while branchless banking is a strategic
shift in financial service distribution platforms seeking to expand the concept of traditional
banking (Deloitte, 2012). Branchless banking can also be expressed as the delivery of financial
products and services using agents and relying on ICT for transaction details so as to reduce the

cost of building and maintaining service delivery channels (Ivatury and Mas 2008; CGAP 2010).

Branchless banking delivery models can be divided into three broad categories as Bank-Focused,
Bank-Led and Nonbank Led (Andrew, 2009). According to Andrew (2009) Bank-focused is
when a non-traditional channel is availed to existing bank customers intending to deliver a low-
cost banking service; ATM, internet and mobile banking are good examples of this model. Bank-
led model is aimed at using alternative service delivery channels such as retail agents instead of
conventional bank branches; agent banking is a good example of this model. This model retains
customer account with the bank. Non-bank led model is when a non-bank organization like

Mobile Network Operators (MNO) perform all the functions and banks have no involvement.

Similarly, scholars describe the types of mobile banking provisions widely popular in the Sub
Saharan Africa into two prominent models; the Additive model and Transformative model (Etim,
2014). The additive model is when banks provide a platform for their existing customers so as to
access their existing account using mobile phones. The transformational model is an approach to
reach out the unbanked and provide services beyond the existing banked groups and meet the
needs of the unbanked (Porteous, 2006). Self-Service Technology is the core concept behind
where consumers are transacting the service without involving service provider’s personnel
(Curran & Meuter, 2005). The novelty of internet, computers and subsequent innovations have
had a profound impact in this regard by making access to information and information
processing cheaper and faster (Gorham & Singh, 2009). Accordingly, electronic and self-services



provision is gaining more momentum in recent years as a combined result of technology

advancements and reduction in the implementation cost (Curran & Meuter, 2005).

Therefore, Mobile banking can be defined as a type of branchless banking undertaken by
financial and/or non-financial organizations to provide access to existing bank account or

provide financial services to the unbanked.

2.1.2. Mobile banking practice in Ethiopia
Innovation of mobile internet in the 1990s transformed the purpose of mobile phones; mobile
banking, e-mail, news feeds, travel information and shopping are among the outcomes of the
innovations in the technology (Barnes & Corbitt 2003). For a customer oriented sector like
banking this was a significant breakthrough to avail banking via mobile phones; some of the first

commercial applications of the technology were mobile banking (Barnes & Corbitt 2003).

Despite existing for nearly two decades electronic banking (including mobile banking) practices
in Ethiopia are in an emergent stage in contrast with comparable economies (Addisfortune.net,
2017). For instance, electronic payment in Kenya is incredibly popular. The latest report from
Central Bank of Kenya, for the month of September 2018, reads around 146 million mobile
payments amounting $3.2 billion USD were transacted; between 203,359 Agents and 44.3
million mobile banking accounts. In the same month around 18 million card payments were
made through different forms of cards (Debit, Credit, Gift, Prepaid, ATM and POS). On the
other hand payment in Ethiopia is enormously cash based, over 95%, which is shifting towards
electronic payment lethargically (Addisfortune.net, 2017).

Commercial Bank of Ethiopia was the first to introduce electronic banking platform in 2001,
ATM, despite failing to succeed and surrendering the lead to the aggressive efforts from Dashen
Bank (Worku 2010). Dashen Bank extended it leadership role in electronic banking by becoming
the first Ethiopian bank to acquire the license to conduct electronic commerce and mobile
merchant transactions (Worku 2010). According to Worku (2010) United Bank is the pioneer
(2008) to commence telephone and internet banking which included SMS notification, but it was
deficient to transactional features. Therefore, it can be concluded that Dashen Bank and United

bank are pioneering banks with regard to mobile banking service. Currently, all commercial



banks except the youngest private bank, Enat bank, have a mobile banking platform or in pursuit

of mobile banking platform.

Table 1 List of commercial banks in Ethiopia; establishment and mobile banking
availability

No | Name of Bank Establishment Year | Mobile Banking provision status
1 | Commercial Bank of Ethiopia | 1942 Available

2 | Awash Bank 1994 Available

3 | Dashen Bank 1995 Available

4 | Abyssinia Bank 1996 Available

5 | Wegagen Bank 1997 Available

6 | United Bank 1998 Available

7 | Nib International Bank 1999 Available

8 | Cooperative Bank of Oromia | 2004 Available

9 | Lion International Bank 2006 Pending

10 | Oromia International Bank 2008 Available

11 | Zemen Bank 2008 Available

12 | Bunna International Bank 2009 Pending

13 | Birhan Bank 2009 Pending

14 | Abay Bank 2010 Available

15 | Addis International Bank 2011 Available

16 | Debub Global bank 2012 Pending

17 | Enat Bank 2012 Not Available

Source: NBE website 2019

2.1.3. Legal framework of mobile banking in Ethiopia
To encourage innovative service delivery channels supported by the latest technology available
NBE allowed mobile and agent banking services under ‘“Regulation of Mobile and Agent
Banking Services Directives No. FIS /01/2012” and came to effect on January 01, 2013.The
directive applies to all financial institutions who conduct mobile and agent banking services.

According to the directive;

10



» Only banks and microfinance institutions are allowed to engage in mobile banking after
obtaining the license to do so.

> Services should be bounded to the geographical boundaries of Ethiopia and using
Ethiopian Birr.

» Financial institutions are allowed to use agents as specified by the directive.

e The financial institution shall be fully responsible and liable for all actions
and omissions of its agent and this responsibility shall extend to actions of
the agent

e All transactions involving deposit, withdrawal, payment or transfer of cash
from or to an account shall be made on real time basis and financial
institutions shall ensure that agents are able to carry out real time
transactions

e Agents shall not under any circumstance accept funds from customers that
exceed their prepaid balance with financial institutions;

e Financial institutions shall automatically debit or credit the account of the
agent or customer upon conduct of any transaction that necessitates
reduction or increase of the account balance of the agent or customer;

e A financial institution shall have a mechanism to uniquely identify each of
its agents.

As argued by Ekekwe (2016) banks in Africa who managed to control the rules of engagement
will struggle in the near future as customers get further more fragmented and have innovative
alternatives. Thus, competitors like Financial Technology (Fintech) entrepreneurs and Mobile
Network Operators (MNO) threaten the banking business without necessarily having a banking
license by providing financial services (Ekekwe 2016). Subsequently, Fintech companies like
Hello-Cash and M-Birr are actively providing mobile banking services by cooperating with
microfinance institutions in Ethiopia, but Ethiopia’s sole MNO Ethio-telecom is prohibited from

engaging in mobile banking (Fox, 2018)

Services rendered by mobile banking platforms of Dashen Bank and United Bank are available
via Mobile Banking Applications and Unstructured Supplementary Service Data (USSD).
“Amole Wallet Dashen Bank” (Amole) is the mobile application availed by Dashen Bank and
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“Hibir Mobile Banking” (Hibir Mobile) is for United Bank. The USSD for Dashen Bank’s

mobile banking service is available at *996# and dialing *811# is for United Bank’s mobile

banking platform. The services available from these platforms are relatively similar to the

remaining service providers. The services available from the platforms are:

For Amole:

>
>

vV V VY V

Y

Fund transfer within own Bank account & wallet account

Fund transfer through mobile phone for those who registered for mobile service.

Fund transfer to others who have only mobile phone number/ for those who unregistered
for mobile service.

Mini Statement and checking of account history of wallet account

Balance Enquiry on bank account and Wallet account

PIN change

Fund transfer from Bank account to Bank account for those who registered for mobile
service.

Merchant payment

Bill payment and other services

For Hibir Mobile:

YV V VYV V V

YV V VYV V

Check your account balances and transfer money from your account

Request for Check Book

Verify the status of the check you issued and give stop payment order

Obtain information concerning the outstanding balance of your loan

Request for information on the outstanding balance of your loan and get a reminder for
loan repayment date

Get a mini statement concerning your account transaction

Request for information on current exchange rate of major currencies

Recharge your mobile account

Pay your utility bills such as electricity & telephone (pending until an agreement is
reached with the concerned government offices)

Book online for your travel from Ethiopian airlines and other services
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2.1.4. Major benefits of mobile banking
According to Ha, Canedoli, Baur, & Bick (2012) the major benefits of mobile banking compared
to other platforms are;

1. Ubiquity: users can access the service anywhere in different situations

2. Immediacy: users can access the service anytime and get updates

3. Localization: services can be offered and communicated to specific users’ based on their
location

4. Instant connectivity: users can access services without much effort to connect to
network

5. Proactive functionality: users can access tailored information without considerable
effort

Investments in information technology and their corresponding benefits can have a considerable
impact when the technology is widely spread and used by many (Oliveira & Martins, 2011).
Therefore, several models and theories have been applied to explore the rationale behind
fractional mobile banking practices and factors influencing technology adoption in the
developing world. Majority of these studies rely on models like Technology Acceptance Model
(TAM: Davis 1986, Davis 1989, Davis et al. 1989), Theory of Reasoned Action (TRA: Fishbein
& Ajzen, 1975), Theory of Planned Behavior (TPB: Ajzen 1985, Ajzen 1991), Unified Theory of
Acceptance and Use of Technology (UTAUT: Venkatesh et al. 2003), Diffusion of Innovation
(DOI: Rogers 1995), Technology, Organization, and Environment (TOE) framework (Tornatzky
and Fleischer 1990), Theory of Perceived Risk (TPR: Featherman & Pavlou, 2003) and Theory
of Resistance to Innovation (TRI: Ram and Sheth, 1989) (Oliveira & Martins, 2011; Baptista &
Oliveira, 2015; Chaoualia, Souidenb, & Ladharib, 2017); from which TAM is the most widely
used model in mobile banking adoption studies worldwide (Ha, Canedoli, Baur, & Bick, 2012;
Shaikh & Karjaluoto, 2015). Likewise, it is the most frequently applied adoption model in
Ethiopia. Among the prominent models mentioned above, TRA, TPB, and TAM will be
discussed in the subsequent section of this study. Moreover, the theory of trying (ToT) and the
concept of attitude strength will be discussed to indicate their importance to narrow the study

gaps mentioned above.
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2.2.  Theoretical review
There are several models that can guide assessment of factors affecting mobile banking adoption;
TRA, TPB and TAM are the most widely used models (Lai, 2017). ToT adds broader
conceptualization of attitude on these prominent adoption models and better explains new
technology adoption in developing economies (Chaouali et al., 2017) while the concept of
attitude strength appraises the degree of mediating role of attitude on behavioral intention and
judgment (Petty, Wegener, & Fabrigar, 1997). This study is undertaken based on these theories,
concepts and models emphasizing on the impact of attitude on mobile banking adoption. A brief

description is presented below.

Theory of Reasoned Action (TRA) states that attitude and subjective norms influence
behavioral intension which results in actual behavior (Fishbein & Ajzen, 1975). According to
Fishbein & Ajzen (1975) attitude is a favorable or adverse evaluation of performing a specific
behavior while subjective norms are the perceived pressure from the society to perform or not to
perform a specific behavior. Fishbein & Ajzen (1975 p. 288) defined behavioral intention as “a
person’s subjective probability that he will perform some behavior”. Behaviour is “observable
acts that are studied in their own right” (Fishbein & Ajzen 1975 p. 335). From the decition
makers perspective a behavior is considered to be under partial volitional control and non-

problematic (Bagozzi et al., 1992).

7 N
Attitude
\ J i
> . 3ehaw_oral ]_,[ Behavior ]
Subjective intention
norm
\ J

Figure 2.1 Theory of Reasoned Action (Fishbein & Ajzen 1975)

Theory of Planned Behavior (TPB) on the other hand is a theory derived from the limitations
of TRA regarding peoples’ behavior under incomplete volitional control (Ajzen, 1991). Similar
to TRA intention is the central factor that influences individual’s to engage in a behavior (Ajzen,
1991). The major distinction lies on the notion that the behavior in question should be under
complete volitional control, i.e. an individual chooses to perform or not to perform at his/her own

will and what they perceive as an impediment (Ajzen, 1991). According to Ajzen (1991)
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intention and behavioral control jointly influence behavioral achievements while attitude toward
the behavior and subjective norm influence intention. Perceived behavioral control influences

behavior over and above behavioral intention (Ajzen, 1991).

s

Attitude toward the
hehavior

Subjective

Intention |j————pl Behavior
norm

Ny Perceived

hehavioral control

Figure 2.2 Theory of Planned Behavior (Ajzen 1991)

Technology Acceptance Model (TAM) is a model developed to provide a general explanation
on determinants that influence computer acceptance (Davis, Bagozzi, & Warshaw, 1989). TAM
as well is a tailored version of the Theory of Reasoned Action (TRA) which focuses on computer
usage behavior (Davis et al. 1989). Similar to TRA, TAM assumes a behavior to be under partial
volitional control and non-problematic from decision makers viewpoint (Bagozzi et al., 1992).
As acknowledged by Fishbein & Ajzen (1975 p. 306) about the difficulty to clearly distinguish
personal normative beliefs from behavioral intensions TAM left out SN from its model as a
determinant of behavioral intension (Davis et al. 1989). Therefore, it is considered to be narrow
in its scope and less general than TRA, but it is suitable for modeling computer acceptance
(Davis et al. 1989). Consequently, it is the most widely used model in mobile banking adoption
studies worldwide (Kim et al. 2009; Ha et al., 2012, Shaikh & Karjaluoto, 2015).

TAM postulates two primary inputs, sometimes referred as Perceived Convenience, for computer
acceptance behaviors, Perceived Usefulness and Perceived Ease of Use; Perceived Usefulness
(PU) is the subjective probability of a specific system to increasing performance while Perceived
Ease of Use (PEOU) is users’ expectation of a specific system to be effort free (Davis et al.
1989). According to Davis et al. (1989) Actual System Use is determined by behavioral intention
which is jointly determined by attitude toward using a system and PU. PEOU influences attitude
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and PU while PU influences behavioral intention over and above attitude, but both primary

inputs, PU and PEOU, are subject to external variables (Davis et al. 1989).

Perceived ]

J

Perceived
ease of use

Figure 2.3 Technology Acceptance Model (Davis et al. 1989)

According to Bagozzi (2007) the frugality of TAM is its major strength that PU and PEOU
determine the intension to use a technology. But it would be irrational to expect that a model as
simple as TAM would fully explain a wide range of adoption situations considering variation in
decision makers and type of decisions (Bagozzi, 2007).

The shortcomings, to be addressed in this study, from TAM, TRA and TPB are; first, they have a
limitation in a way that they fail to address possibility of people trying, but fail (Bagozzi, Davis,
& Warshaw, 1992). When the consequence of failing is salient for an individual it affects his/her
intention to try (Bagozzi et al., 1992). According to Bagozzi & Warshaw (1990), Xie et al., 2008
and Bagozzi et al. (1992), this can emanate from inability to perform a behavior, when a
behavior is considered problematic, or expectancy of contingency. Inability to perform a
behavior may originate from lack of confidence, lack of knowledge, deficient will power, or
unconscious fear, habit or prejudice. An individual may perceive a behavior as problematic
because of personal reasons or irrepressible situational interferences that could affect
performance at a particular instance. The possibilities of occurrence for a behavior to be

performed in the future affect individual decision as well.

Secondly, the influence of past behavior and trying on future adoption is disregarded, even if it
can manipulate the predictive-ness of attitude and social norm on behavioral intention (Bagozzi
& Warshaw, 1990). Thirdly, they do not reflect on the learning activities and necessary outcomes

initiating technology adoption (Bagozzi et al., 1992). According to Bagozzi et al. (1992) the
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complexity and uncertainty involved in adopting a new system makes the learning process an
impediment to adopt new technology and perform a given action. Finally, attitude, a focal point
of this study, is considered as a one-dimension concept; traditionally and under TRA, TPB and
TAM (Chaouali et al. 2017). According to Chaouali et al. (2017) individuals’ attitude is a key
factor in decision making processes for mobile banking adoption. Attitude is specifically
essential for decisions under uncertainty (Yager, 1999) because people do not hesitate to form
attitude towards products they have never personally experienced (Solomon et al., 2006). There
are two steps involved in decision making; first, perception and appraisal of the situation
followed by generation, evaluation and selection of choice options (Sanbonmatsu, Vanous, and
Posavac 2005). According to Sanbonmatsu et al. (2005) attitude guides both the assessment and

appraisal through stored evaluation or feeling.

Attitude is an internal state or tendency which biases individuals’ evaluative response to some
degree of favorability and unfavorability (Eagly, 1992). Attitude can also be expressed as a
“general evaluations people hold in regard to themselves, other people, objects, and issues”
(Petty & Cacioppo 1986, p. 127). Moreover, attitude creates specific motives to act towards an
object/behavior (Bagozzi et al., 1992) and its strength determines the mediating role it plays on

behavioral intention (Petty, Wegener, & Fabrigar, 1997).

One-dimensional conceptualization of attitude is more appropriate for determining behaviors
which are non-problematic with high level of volitional control, actions that are likely to
succeed, and to evaluate favorability or unfavorability toward usage/adoption in general (Taylor,
Bagozzi, & Gaither, 2001; Xie, Bagozzi, & Troye, 2008). Therefore, while studying mobile
banking acceptance, cognizant to the sensitivity of using a new payment system, a
multidimensional approach to attitude is suitable because outcomes are vulnerable to failure,
links in part are beyond personal control and for a comprehensive conception of attitude
(Bagozzi & Warshaw 1990; Xie et al., 2008; Chaoualia et al., 2017) because people adopt

technology to benefit the outcomes than the features per se (Bagozzi et al., 1992).

The Theory of Trying (ToT) conceptualizes attitude as a multidimensional concept and better
explains adoption of new technology in developing economies (Bagozzi & Warshaw 1990; Xie

et al., 2008; Chaouali et al., 2017). ToT states that targeted users’ intention to try and trying are
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outcomes of attitude toward success (expectation of trying and succeeding), attitude toward
failure (expectation of trying but failing) and attitude toward process/learning to use new
technology (Bagozzi & Warshaw 1990). Attitude toward trying and succeeding refers to
anticipated expectation of success and consequence of achieving and attitude toward trying but
failing is expectation of failure and an anticipated consequence of not achieving while attitude
toward process addresses the opinion toward efforts to achieve the goal/adopt a behavior
(Bagozzi & Warshaw 1990).

Besides to its multidimensional approach to explain attitude, ToT tries to elucidate the influence
of past actions; Frequency of Past Trying and Recency of Past Trying (Bagozzi & Warshaw,
1990). Petty & Cacioppo (1986) also support the argument that past experience to a focal act is a
better predictor to a behavior than passive exposure because it is based on self-generated
information. According to Bagozzi & Warshaw (1990) frequency of past trying explains the
frequency of experience with the focal act and the assessment of expectations while recency is

likely to induce expectation bias and to recall past experience which in turn affects future trying.

success past trying past trying

[ Attitude toward [ Frequency of] [ Recency of

]

Expectation
of success

[ Attitude toward Attitude Intention to Trying

failure toward trying try

Expectation
of failure

[ Attitude toward Somal norm

process toward trymg

Figure 2.4 Theory of Trying (Bagozzi & Warshaw, 1990)
According to Bagozzi & Warshaw (1990) trying can replace behavior in TRA because of its poor
justification to study outcome goals by arguing that behaving corresponds with trying. Therefore,
“trying to achieve a goal is determined by intention to try, which in turn is determined by attitude

and social norm toward trying” (Bagozzi & Warshaw, 1990 p. 4).
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The concept of attitude strength provides a broader conception of attitude and its mediating role
on behavioral intention and judgment (Petty, Wegener, & Fabrigar, 1997). Attitude strength
implies the degree at which an individual’s attitude can resist couterpursuation, persist over time
and predict a behavior (Petty and Cacioppo, 1986). Attitude strength makes decision making
easy and better in quality when related to preferences (Petty et al. 1997). According to Kim et al.
(2009) a user with strong favorable attitude toward a technology will persistently stand to its
beliefs while weaker attitude may easily change the attitude when others point out shortcomings
of the technology. Attitude strength postulates the link between attitude and behavior in two
ways (Kim et al. 2009). First, it may moderate the influence of attitude on behavioral intention.

Second, it justifies the mode of mediation (i.e. full, partial or no mediation).

Major attributes considered as components of attitude strength are attitude certainty (one’s
conviction about an attitude toward a behavior), attitude accessibility (the ease of access to
attitude when performing a behavior), and attitude extremity (how further does an attitude extend
regardless of valence) (Wegener, Downing, Krosnick, & Petty, 1995). Individual and contextual
variables influence components of attitude strength (Krosnick & Petty, 1995). The influences of
attitude strength are studied in terms of resistance to counterpersuation, temporal persistency,
ability to guide behavior and ability to influence information processing (Krosnick & Petty,
1995; Petty et al. 1997). Resistance to counterpersuation and temporal persistence correspond
with durability while the ability to guide behavior and influence information processing

correspond with impactfulness property (Krosnick & Petty, 1995; Petty et al. 1997).
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Figure 2.5 Attributes of attitude, attitude strength, and its manifestation (Kim et al.,
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2.3. Empirical Review

As discussed earlier, several studies attempted to identify the rationale behind fractional adoption
of mobile banking. Researchers presented factors which they perceive as drivers of mobile
banking adoption mostly by relying on TAM. Based on the limitations of this prominent model
of technology adoption (see Bagozzi & Warshaw, 1990; Bagozzi et al., 1992; Bagozzi, 2007; Xie
et al., 2008; Kim et al., 2009; Chaouali et al. 2017) researchers tried to narrow the research gap
by adding factors presumed to influence technology adoption. Here below are empirical findings
of studies previously undertaken to assess drivers of mobile banking adoption.

After analyzing findings from mobile banking adoption studies undertaken between 2008 and
2011, Ha et al. (2012) found that TAM is the most widely used adoption model and the 17
variables assumed to drive mobile banking adoption. According to the finding, perceived
usefulness (PU), perceived risk, perceived compatibility, perceived cost, perceived ease of use
(PEOU), trust, social norm, social influence, relative advantage, experience, self-efficacy,
perceived behavioral control, convenience, security, perceived image, perceived value, and need
for interaction were previously assumed as drivers of mobile banking adoption. The first four
were found to be more consistently articulated as drivers of adoption than the rest and PEOU is
the next on the scale (Ha et al., 2012). Ha et al. (2012) noted that PEOU is usually considered as

closely linked to PU and not convincingly regarded as a separate domain.

Similar to studies around the world recent mobile adoption studies in Ethiopia rely on TAM to
identify drivers of mobile banking adoption (see Alemayehu, 2017; Yusuf, 2017; Mulualem
2015; Matiwos, 2018; Gezahegn, 2016; Nesibu, 2017). Despite applying TAM as a major input,
findings of these studies signify inconsistent outcome on the influence of PU and PEOU
(additional variables were part of the studies, such as Diffusion of Innovation, but they are
skipped for simplicity purpose). Alemayehu (2017), Mulualem (2015), Matiwos (2018), and
Nesibu (2017) found that both variables have significant and positively influence mobile banking
adoption while Gezahegn (2016) and Yusuf (2017) found that only one of the two has significant
influence, PU and PEOU respectively.

Gu, Lee, & Suh (2009) studied the determinants of users’ intention to mobile banking in South

Korea by excluding attitude (using modified TAM). The finding of the study conducted by Gu et
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al. (2009) confirms the significance of PU and PEOU on behavioral intention. Additional
determinant, Trust, which is the willingness to increase vulnerability to other party in pursuit of
potential benefit where the actions of the party are not under control (Zand, 1997) is added in the
study which is found to be a more powerful determinant than PEOU. Shen, Huang, Chu, & Hsu
(2010) as well suggest that financial risks involved in adopting Fintech products should be
considered since other high-tech online transactions do not necessarily involve personal data or
identity theft (Shen et al., 2010). The study further explores variables that determine the three
determinants; PU is determined by PEOU, social influence, trust, and system quality while
PEOQOU is determined by self-efficacy, facilitating conditions, familiarity with bank, and
situational normality. The additional determinant, trust, is influenced by PEOU, familiarity with

bank, situational normality, structural assurances and calculative-based trust.

All the link proposed by Gu et al. (2009) were found to be significant except influence of
familiarity with the bank on PEOU and on trust, social influence on PU and finally the influence
of PEOU on trust. The study indicates the importance of PEOU on PU, structural assurance on

trust and self-efficacy on PEOU.

Chaouali et al. (2017) tried to study mobile banking adoption in Tunisia focusing on the role of
attitude on consumers decision making process, an argument supported by Sanbonmatsu et al.
(2005), based on the theory of trying. Chaouali et al. (2017) argued that PU and PEOU have
weaker and insignificant influence on attitude or intention when applied in developing countries
than with developed countries. The findings of Chaouali et al. (2017) depict the significance of
attitude toward mobile banking on mobile banking adoption. According to Chaouali et al. (2017)
attitude toward success, attitude toward failure and attitude toward the process of adopting
mobile banking influence attitude toward mobile banking. General self confidence and cynicism
are other rudiments influencing attitude (Chaouali et al., 2017). For simplicity purpose general

self confidence and cynicism are not considered in this study.

Kim et al. (2009) as well argued that TAM has shown inconsistency on the role of attitude as a
link between salient beliefs and user acceptance. As a result, Kim et al. (2009) assessed the
mediating role of attitude to predict technology adoption behavior in South Korea using the

concept of attitude strength on technology acceptance model (Davis et al., 1989). The finding of
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the study postulates that in the case of strong attitude, attitude fully explains valence in
behavioral intention. The mediation influence of PU and PEOU is also fully exerted on
behavioral intention. But the direct mediating role of PU on behavioral intention is not indicated
under strong attitude. In the case of weaker attitude, attitude has a partial mediating role on
behavioral intentions. The same is true for the influence of PU and PEOU on behavioral
intention. Conversely, the direct mediating influence of PU on behavioral intention has a better
influence than attitude. Therefore, TAM has arguably been the most suitable model to assess
mobile banking adoption. Considering the limitations of TAM applying the theory of trying and
the concept of attitude strength is coherent for a comprehensive assessment of mobile banking

acceptance.

2.4.  Conceptual Framework
As stated at the beginning of this study the number of subscribers who are actively using Amole
and Hibir (Online and Mobile) is alarmingly low. In order to assess the reasons for subscribers’
reluctant use of Amole and Hibir the decision making process (decision to adopt alternative
banking) is found to be essential. As argued by Chaouali et al. (2017) attitude is a key factor in
decision making particularly under uncertainty (Yager, 1999). Therefore, assessing the factors
influencing attitude and the role of attitude on intention to adopt mobile banking is the main

focus of this study.

Inferring from the arguments and explanations under the theoretical and empirical reviews stated
above this study is undertaken based on a conceptual framework composed of TAM, ToT, Trust
and attitude strength. As expressed above, despite its limitations TAM is presumed to be the
most comprehensive model of adoption for technology and computer adoption behavior. Thus,
Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) are adopted from TAM as
determinants of Attitude in this study. From empirical reviews PU, PEOU and Trust are the most
frequent and significant factors positively influencing intention to adopt mobile banking. Thus,
in addition to antecedents from TAM, Trust (T) is added as an additional antecedence of attitude
toward mobile banking. Therefore, in this study, PU, PEOU and T are considered as antecedents
of attitude toward mobile banking adoption (see Figure 2.6) since they significantly influence
attitude toward mobile banking and intention to adopt mobile banking collectively (Davis et al.
1989; Gu et al., 2009).
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Figure 2.6 Factors Influencing Attitude toward Mobile Banking; adopted from TAM
(Dauvis et al. 1989) and Trust as an additional factor

TAM considers the influence of attitude on behavioral intention as a one-dimensional concept.
ToT on the other hand comprehend attitude as a multidimensional concept and better explain
adoption of mobile banking (Chaouali et al., 2017). Therefore, intention to adopt is an outcome
of attitude toward success, attitude toward failure and attitude toward the process/learning
(Bagozzi & Warshaw 1990). The strength of these attitude dimensions determines the influence
of attitude on intention to use (Kim et al. 2009) (see Figure 2.7). This is because strong attitude
persists on its beliefs while weaker attitudes may easily change its stand on beliefs (Kim et al.
2009). Furthermore, attitude strength justifies attitude’s mode of mediation on intention to use

mobile banking and help measure its durability and impactfulness.
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Figure 2.7 Influence of Attitude on intention to Adopt; adopted from ToT (Bagozzi &
Warshaw, 1990) and Attitude Strength (Kim et al., 2009)

Therefore, this study is conducted based on the above two frameworks to assess mobile banking
adoption in Ethiopia.
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Chapter Three

3. Methodology

This study is conducted in Ethiopia where around 40 million mobile subscribers are residing. All
commercial banks except one are providing mobile banking or preparing to launch the service.
This chapter details the methodologies used to design the research, collect data and analyze the

data gathered.

3.1. Research Design
This study is a descriptive study intended to attaining relevant information necessary to answer
aforementioned research questions. It seeks to comprehend factors influencing attitude toward
mobile banking and the influence of attitude and its corresponding strength on intention to adopt
mobile banking. Furthermore, the relationship of demographic factors with attitude and intention

to adopt mobile banking was explored.

Descriptive study seeks to portray and measure the state of affairs as it exists without necessarily
having control over the variables (Kothari, 2004). The methods that utilize a descriptive study
are survey methods (Kothari, 2004); thus, sampling survey was used in this study. Both
quantitative and qualitative data were gathered through purposively sampled population; from
consumers who subscribed for the service. Inferring from the sample population the study
analyzed the characteristics of the total population using Statistical Package for Social Science
(SPSS) software.

3.2. Research Approach
Attitude measures tend to be single response measures consisst of three aspects; the concept, the
judgement and the format (Fishbein & Ajzen, 1975). This implies that respondents make
judgement about a concept (i.e. object, institution, person, attribute, a behavior, etc) using a
response format. The format dectates the data type, sources of data, and the methods of
collection (Fishbein & Ajzen, 1975). Quinlan (2011) suggest that the methodology which suits
studies as such is attitude research methodology. Thus, the methodology adopted in this study
was Attitude research methodology since it can help measure attitude toward anything (Quinlan,

2011). Attitude research is a methodology used to measure attitude of people toward products,
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services, campaigns, a company, spending, saving, etc and it is suitable for both qualitative and

quantitative approaches (Quinlan, 2011).

Thus, quantitative and qualitative approaches were used (mixed approach) to assess the opinion
and attitude of consumers. In so doing, the study triangulated the approaches used to assess this
study. Triangulation is a concept that calls for studying a phenomenon under study using more

than one approach to answer research question (Quinlan, 2011).

3.3. Data Type, Source of Data and Methods of Collection
Primary data were used as an input for this study. Primary sources are “direct sources of
evidence that the researcher creates and/or gathers themselves” (Quinlan, 2011 p. 244).
Questionnaires were distributed to collect quantitative data and interviews were conducted for

qualitative perspective.

3.3.1. Target population

Risk and security concerns, absence of adequate basic infrastructural strategies, low level of
internet penetration, inadequate telecom infrastructure, absence of national ICT strategies, socio-
economic and cultural issues, lack of suitable legal and regulatory framework, shortage of skilled
human resource and key technologies, absence of financial networks that link different banks and
high internet cost (Lawrence & Tar, 2010; Ayalew, Lessa & Yigzaw 2010; Kinfe 2016) are
supplementary reasons for low E-banking practices in developing countries besides to banks
flaw. From all the impediments to enhance mobile banking adoption in Ethiopia, Addis Ababa is
the least affected city. As a result, from the total number of bank branches in Ethiopia, 4,986,
around 35% are located in Addis Ababa (NBE, 2019). Therefore, the data were analyzed based
on information collected in Addis Ababa; since significant portion of branch networks are
located in Addis Ababa.

For a relatively new platform like mobile banking, where the penetration rate is low, it would be
hard to assess experiential qualities such as PEOU (Shen et al., 2010). Thus, empirical researches
shall collect data from consumers who are subject to the artifact effect (Shen et al., 2010).
Moreover, the key to responding attitude questions is availability and activation of relevant
information (Tourangeau, 1987). This is because respondents rely on images, beliefs, and

feelings that occur while considering a response to a question (Tourangeau, 1987). Thus, usage
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experience was a necessary ingredient for this study. Consequently, consumers who subscribed

for mobile banking were the respondents of the questionnaires and interviews.

As expressed earlier, to include the influence of past experience and previous service provision
attempts which failed to prevail, the two pioneering banks in mobile banking, Dashen Bank and
United Bank were the banks where the sample was taken (two purposively sampled private
commercial banks in Ethiopia). This provided a possibility to include past experience from the
service providers’ perspective as well. As a result, quantitative and qualitative data were
gathered from a sample of individuals who subscribed for Amole or Hibir. Consequently,

consumers subscribed for Amole or Hibir were the target population.

Sample of branches where data collection was undertaken were selected based on the following
criteria. Dashen Bank branches are structured under twelve districts where four of which are in
Addis Ababa; North, South, East and West Addis Ababa. United Bank, on the other hand, does
not have a structure as such to manage branches. Therefore, Dashen Bank branches under North
Addis Ababa district were considered for conducting a random sample of branches from Dashen
Bank. United Bank branches found under the scope of Dashen Bank’s south Addis Ababa district
were considered for a random sampling of branches from United Bank.

Core banking technology implemented by Dashen Bank and United Bank networks all respective
branches of the banks. This allows consumers to conduct banking transactions at any branch of
their convenience which increased the study’s probability to get responses from a wide variety of

respondents.

3.3.2. Data collection
The data was collected through structured questionnaires and semi-structured interviews. The
questionnaire was mainly designed in Yes/No and Lickert scale format. Lickert scale is the most
widely used format to measure the direction and forces of attitude in attitude research
methodologies (Quinlan, 2011). The questionnaire had four sections; general information,
perception about mobile banking, attitude toward mobile banking and intention to adopt mobile
banking. The interview also had a similar structure like the questionnaire, but flexible for
respondents to include perspectives which were not included the study. To avoid bias from

respondents; the purpose of research, assurance on the confidentiality of information gathered,
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and the anonymity of respondents’ identity were explained which were presented at the

beginning of the questionnaire and before the start of interviews.

3.3.3. The questionnaire
In pursuit of obtaining quantitative data, a structured questionnaire composed of questions
regarding respondents’ demography and related general information, factors influencing attitude,
and the influence of attitude and its corresponding strength on intention was prepared. Firstly, a
draft questionnaire was prepared from literature and translated into Amharic, official language of
Ethiopia. Parts of the questions were slightly modified to put it into context. It was also presented

in English as an alternative beside to their corresponding Amharic translation.

Secondly, the drafted questionnaire was pretested on mobile banking subscribers (n=30) to detect
whether problems exist with the measure of response or expression. After collecting the
questionnaires distributed for pretest, modifications were made so that the final respondents’
response rate would be higher. After cross checking with literature 49 items were selected to

measure 10 variables that were finally found important.

The first section of the questionnaire (General information) consists; Gender (male or female),
Education attainment (categorized in five groups), Age (categorized in four groups), Occultation
status (categorized in five groups), Monthly income in ETB (categorized in four groups, based
on the Ethiopian income tax bracket), Service provider (categorized as Dashen Bank and United
Bank) and consumers’ acquaintance with mobile technology i.e. in terms of mobile internet
usage experience per year and average time spent on mobile internet (per day) (each categorized
in five groups). Furthermore, respondents’ mobile banking usage status and their general

perception on alternative banking platforms was asked.

In the second section, adopted from Kim et al. (2009) and Gu et al. (2009), perceived usefulness,
perceived ease of use and trust were measured with five-point Lickert scale ranging from
strongly disagree (1) to strongly agree (5). In the third section, attitude toward mobile banking
was measured using Lickert scale ranging from strongly disagree (1) to strongly agree (5) which
was adopted from Kim et al., (2009), Taylor et al., (2001) and Bay & Daniel (2003). Adopted
from Taylor et al. (2001) and Bay & Daniel (2003), attitude toward mobile banking, once more,

was measured with attitude toward success, failure and process/learning by five-point Lickert
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scale ranging from strongly disagree (1) to strongly agree (5). In the final section of the
questionnaire, adopted from Kim et al. (2009); Gu et al. (2009) and Chemingui and Ben
Lallouna, (2013), attitude strength and intention to adopt mobile banking were measured with
five-point Lickert scale ranging from strongly disagree (1) to strongly agree (5).

Attitude strength can be measured on a single-item scale measure which is attitude certainty
(Kim et al., 2009). Attitude certainty gauges an overall rating of attitude strength and using
multiple attributes to measure attitude strength is irrelevant, especially in the context of self
reporting survey (Kim et al., 2009). Thus, attitude strength had one single attribute while
intention to adopt had seven attributes. The interview was similar to the structured questionnaire,
but it had flexibility for respondents to answer the questions stated in the last three sections of
the questionnaire. Respondents for interview were selected based on their frequency of usage.
This enabled the study to interview and incorporate all aspects of consumer experience.

The major advantages of using the structured questionnaire are to reach a wider geographic area,
it is free of interviewer bias, it provides adequate time to rethink responses, it is convenient when
large sample is used which will make conclusions more reliable. To the contrary it has low rate
of response, it relies on respondents understanding and cooperation, it is inflexible and difficult
to amend once distributed, it is exposed to omissions which makes it difficult to interpret the
answers, and has a slow response rate. Interview on the other hand provides greater depth in
information collected, easier to clarify complex contents, greater flexibility depending on the
respondent, sampling and respondent can be controlled, no difficulty of missing returns and non-
responses are very low, and less misinterpretation. The amount of money needed, level of
supervision and control of respondents, access to right respondents, and its time consuming

feature are the demerits of conducting an interview (Kothari, 2004).

3.3.4. Sample size
The sample size for this study was determined by a formula presented below which was adopted
from Yamane (1967). As the most recent data available about the total population was as of June
30, 2018, the target population considered for this study was that of June 30, 2018; the number of
cumulative subscribers as of June 2018 was 213,150 (144,154 subscribers for United Bank and
68,996 subscribers for Dashen Bank).
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Thus, the formula to determine sample size of this study was

N

n=-——-
1+ N(e?)

Where n = sample size
N = target population
e = margin of error +5%

Therefore, according to the above mentioned formula, adopted from Yamane (1967), the sample
size for this study is 399.25 = 400 respondents; N = 213,150 and e = £5%. Considering the

possibility of non-usable responses 440 questionnaires were distributed.

The data analysis was conducted using Statistical Package for Social Science (SPSS) software
version 21. After coding each respondent’s response descriptive statistical tools of frequency
distribution central tendency (median) and measure of dispersion (standard deviation) were used
to summarize and describe responses. Median is the positional average of a given value and most
suitable for measuring the central tendency of ordinal data sets (Kothari, 2004). Standard
deviation measures dispersion of data about the mean (Quinlan, 2011). Since sampling
fluctuations can not siginificantly affect standard deviation it is widely adopted to measure
dispersion (Kothari, 2004).

Sample T-test and ANOVA were used to measure variables independence. To understand the
relationship between predictor variables and predicted variables, correlation analysis was
undertaken using Pearson’s correlation coefficient. Similarly, the cause and effect relaton

between the predictor and predicted variables was assessed using multiple linear regressions.

3.3.5. Model specification
The relationship between predictor and predicted variables is presented below as a linear model.
In so doing, the two conceptual frameworks presented above are expressed as a linear
combination of independent variables and an error term. These models were used to analyze and

interpret the relationship between predictor variables of attitude and intention which is the main
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objective of this study. Inputs from TAM, ToT, the concept of attitude strength and trust were

used which are presented below.

1. The relationship between attitude toward mobile banking and its three predictor variables

and an error term.

Attitude= o + f1X1+ 2 Xo+ iz Xs+¢&

Where: Attitude = Attitude toward mobile banking
a = Constant term
X1 = Perceived Usefulness
X2 = Perceived Ease of Use
Xz =Trust

€ =error term

2. Intention to adopt mobile banking and its four predictor variables are expressed as a

linear combination of predictor variables and an error term.
Intention = o + f1X1+ f2 Xo+ fi3 Xa+ faXa+ faXs +&

Where: Intention = Intention to adopt mobile banking

a = Constant term

X1 = Attitude toward success

X2 = Attitude toward failure

X3 = Attitude toward process

X4 = Attitude strength
€ = error term

The Bs are coefficients of predictor variables, Xs are vectors of the predictor while € is a vector

of errors of prediction.
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Chapter four

4. Data Analysis, Interpretation and Discussion

4.1. Introduction

This chapter details the findings of the study focusing on the factors that influence consumer
attitude toward mobile banking and the role of attitude and its corresponding strength on
intention to adopt mobile banking. In so doing, a total of 440 questionnaires were distributed to
consumers of Dashen Bank and United Bank who subscribed for mobile banking. 89.5% of the
total questionnaires distributed (394) were usable which 98.5% of the sample size. The data
collected from the questionnaire and interviews are presented, analyzed, and interpreted using
SPSS.

4.2. Demographic Background of Respondents

General information about respondents which includes demographic profile of respondents who
participated in this study is presented in table 4.1. Gender, Education attainment, Age,

Occupation status, Monthly income, and Service provider are included in this description.

As it can be observed from the table below (see Table 4.1), Among the 394 usable questionnaires
191 questionnaires were responded by subscribers of Dashen Bank’s mobile banking service
while the remaining 203 are from United Bank. Percentagewise 48.5% of the total usable
responses are taken from Dashen Bank while 51.5% of the total usable responses are from
United Bank.

The number of male respondents was around five percent bigger than female respondents. More
than half of the respondents (65.2%) were undergraduate degree holders followed by
postgraduate degree and diploma holders (16% and 15% respectively). Insignificant number of
respondents completed high school (2.8%) and 1% of the respondents were PhD holders. This
implies that most subscribers have acquired a minimum of diploma level education (97.2%).
This signifies the importance of some degree of formal education to subscribe for mobile
banking and benefit from the service. This can also be the result of the increase in literacy rate in
Ethiopia (Central Statistical Agency (CSA) and ICF, 2016).
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Table 4.1 General Information on Respondents Background

Question Background Distribution Frequency Percentage
. Male 217 55.1
: Gender
Female 177 44.9
Tl 394 100.0
High school 11 2.8
Diploma 59 15.0
Undergraduate
9 Education degree 231 65.2
' attainment Postgraduate
63 16.0
degree
PhD 4 1.0
Total 394 100.0
18-25 87 22.1
26-35 227 57.6
3. Age 36-50 74 18.8
50+ 6 1.5
Total 394 100.0
Personal 59 15.0
business
. Employed 312 79.2
4. Occupation Unemployed 7 1.8
Student 9 2.3
Other 7 1.8
Total 394 100.0
Less than 1,650 12 3.0
Between 1,650 -
Monthly income 5,250 7 19.0
S. inETB Between 5,250 -
10,900 154 39.1
Above 10,900 153 38.8
Total 394 100.0
Service provider Dashen Bank 191 48.5
6. P United Bank 203 515
Total 394 100.0

Source: own survey 2019
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Majority of the subscribers were under the millennial age group (79.7%) followed by those who
were between the age of 36-50 and 50+ (18.8% and 1.5% respectively). Out of ten respondents
around eight of them (79.2%) had an occupation status of employed while 15% of the
respondents run their own personal business.

Insignificant number of unemployed, student and other occupational statuses were replied to the
question asking for occupational status i.e. 1.8%, 2.3% and 1.8% respectively. This can be the
result of almost all companies adopting the use bank accounts to pay salary. Furthermore, the
need for mobile banking platform to check the account status and/or whether salary is credited

has contributed for the high number of employed respondents.

This can also be an indication for high number of subscribers but low number of mobile banking
transaction. The 2016’s CSA report also indicates that, inferring from the responses of their
sample respondents, there is an increase in the employment rate nationwide (women in urban
areas and men in rural areas have a higher increase in employment). More than 3/4 of the
respondents (77.9%) have a monthly income above 5,250 ETB per month where 38.8% of them
are earning above 10,900. This can be the result of increase in the rate of literacy.

As part of the general information section of the questionnaire, respondents’ acquaintance with
mobile technology, general perception on alternative banking platforms, and mobile banking
usage status were included (see Table 4.2). To answer the questions stated above, respondents
were asked to indicate their mobile Internet usage experience (per year), average time spent on
mobile internet (per day), their perception on the necessity of having alternative service

platforms, mobile banking usage status and frequency of mobile banking usage.

To understand respondents’ acquaintance with mobile technology, mobile internet usage
experience (per year) and average usage frequency (per day) were asked. The finding of the
study depicts that 29.2% of the respondents had mobile internet usage experience for a time that
ranges between 2 and 5 years. 28.4% of the respondents had a mobile internet usage experience
ranging between 1 and 2 years. Respondents who had less than one year usage experience on
mobile internet and those who had more than 5 year mobile internet usage experience were
18.8% and 15.2% respectively. Insignificant number of respondents never had a mobile internet

usage experience (see Table 4.2).
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Table 4.2 Respondents acquaintance, usage and perception of mobile technology

Question Background Distribution Frequency Percentage
Less than 1 year 74 18.8
Between 1 and 2 112 98.4
years
Mobile Internet Between 2 and 5
£ usage experience years 115 29.2
er year
(per year) More than 5 60 15.2
years
Never 33 8.4
Total 394 100.0
Less than 1 217 55 1
hour
Between 1 and 2
Average time hour 94 23.9
spent on mobile Between 2 and 5
8. internet (per hour 22 5.6
da
y) More than 5 1 .
hour
Never 49 12.4
Total 394 100.0
) Yes 366 92.9
Is alternative
9, banking platform No 5 1.3
necessary? Maybe 23 5.8
Total 394 100.0
Yes 331 84.0
1 Are you using the No 45 11.4
mobile banking? Maybe 18 46
Total 394 100.0
Regularly 127 32.2
Mobile banking Sometimes 154 39.1
12. usage frequency Rarely 58 14.7
Never 55 14.0
Total 394 100.0

Source: own survey 2019

The result of respondents’ average mobile internet usage frequency (per day) implies that more

than half of the respondents (55.1%) had less than one hour average usage frequency per day.
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Nearly a quarter of respondents (23.9%) had a mobile internet usage frequency between 1 and 2
hours. 12% of the respondents had never used mobile internet while respondents who had an
average daily usage frequency between 2 and 5 hours and more than 5 hours are 5.6% and 3%
respectively (see Table 4.2).

The finding of the study indicates that 92.9% of the respondents agreed on the necessity to have
an alternative service platform besides to convectional banking services. Insignificant number of
respondents did not find it necessary to have alternative service platforms (1.3%). The remaining
5.8% of the respondents were not certain on the necessity to have alternative service platforms

besides to conventional service platforms (see Table 4.2).

To understand respondents’ mobile banking usage status, through their frequency of mobile
banking usage, respondents were asked to answer if they are using mobile banking and how
often they are using mobile banking. The results indicate that 84% of the respondents were using
mobile banking. 11.4% of the respondents were not using mobile banking while 4.6% of the

respondents were not certain if they used mobile banking or not (see Table 4.2).

Mobile banking usage frequency among respondents was dominated by those who sometimes
use mobile banking followed by those who regularly use mobile banking i.e. 39.1% and 32.2%
respectively. Respondents who used mobile banking rarely and who never used mobile banking

were relatively similar in number 14.7% and 14% respectively (see Table 4.2).
4.3.  Descriptive Statistics of predictor and predicted variables

In this study, descriptive statistics is used to describe respondents’ response based on median and
standard deviation of the predictor (perceived usefulness (PU), perceived ease of use (PEOU),
trust (T), attitude toward success (AS), attitude toward failure (AF), attitude toward
process/learning (AP) and attitude strength (ASt)) and predicted variables (attitude toward
mobile banking (attitude) and intention to adopt mobile banking (intention)).
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4.3.1. Descriptive statistics of the predictor variables

In this study, based on the data collected from sample respondents, measurement of central
tendency relied on median scores and their corresponding standard deviations of the predictor
and predicted variables.

This is based on the argument that using mean as a measure of central tendency for ordinal
measurements such as Likert scale would only be possible to inference about their mean but not
to inference their differences (Norman, 2010). Although Likert scale is ordinal it is not possible
to theoretically guaranty that the true distance between 1 = “Strongly Agree” and 2 = “Disagree”
is equal to the distance between 4 = “Agree” and 5 = “Strongly Agree” (Norman, 2010; Kothari,

2004). Therefore, median is a more appropriate measure of central tendency (Kothari, 2004).

43.1.1.

As expressed above the predictor variables for attitude toward mobile banking (attitude) are

Central tendency and dispersion of Attitude and its predictor variables

perceived usefulness, perceived ease of use and trust. The table below (Table 4.3) illustrates the

measures of central tendency and standard deviation for predictor and predicted variables.

Table 4.3 Descriptive statistics of attitude and its predictor variables

Perceived | Perceived :
Trust Attitude
usefulness | ease of use
Valid 394 394 394 394
N
Missing 0 0 0 0
Median 4.0 4.0 4.0 4.0
Std. Deviation .615 751 .667 .697

Source: own survey 2019
As it can be observed from Table 4.3 the median for all the predictors and predicted variable is 4.
This implies that the respondents tend to agree on the usefulness, easiness and trustworthiness of
mobile banking and have an optimistic attitude toward mobile banking. They also seem to have a
relatively similar standard deviation. The standard deviation for perceived usefulness = .615,

perceived ease of use =.751, trust = .667, and attitude = .697.
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43.1.2.

As expressed above the predictor variables for intention to adopt mobile banking (intention) are

Central tendency and dispersion of intention and its predictor variables

attitude toward success, attitude toward failure, attitude toward process/learning and attitude
strength. The table below (Table 4.4) illustrates the measures of central tendency and standard

deviation for intention and its predictor variables.

As the table below (Table 4.4) indicates, the median for intention, attitude toward success,
attitude toward process/learning and attitude strength is 4 while the median for attitude toward
failure is 3. This indicates that respondents had a tendency to have a positive attitude toward
trying and succeeding as well as the process/learning involved in adopting mobile banking. It
also indicates that respondents were certain about how they feel regarding mobile banking.
Respondents had a neutral stand regarding their attitude toward trying but failing to succeed on
adopting mobile banking.

Table 4.4 Descriptive statistics of intention and its predictor variables

Attitude Attitude Attitude toward | Attitude | Intention
toward success | toward failure | process/learning | strength
Valid 394 394 394 394 394
N Missing 0 0 0 0 0
Median 4.0 3.0 4.0 4.0 4.00
Std. Deviation 71 1.055 .790 .834 .601

Source: own survey 2019
Unlike the standard deviations of the predictor variables of attitude, predictor variables for
intention had variation with a range of 0.454. Intention has a relatively smaller standard
deviation score of .601. Attitude toward success, attitude toward process/learning and attitude
strength had a relatively high standard deviations .771, .790, and .834 respectively. Attitude
toward failure scored the highest standard deviation among all variables 1.055 which makes is

the most dispersed variable amongst all predictor and predicted variables.

37




4.4. Relationship between demographic background, perception, and usage status of

mobile technology with attitude and intention

To describe the relationship between demographic factors (gender, education attainment, age,
occupation status and monthly income) and attitude as well as intention, independent sample T-
test and ANOVA were used. T-test helps judge the difference between the means of two samples
and its significance (Kothari, 2004). ANOVA on the other hand helps understand the variance in
means of groups; One Way ANOVA tests whether means of two or more groups have
significance difference or appear common (Quinlan, 2011). When the difference in the means of
groups was found statistically significant, those variables that showed significant difference are

reported in this study.

4.4.1. Independent samples test: Gender

An independent sample t-test was conducted to check if gender had a significant influence on
respondents’ attitude and intention at p < 0.05. The result of the test implies that the variation
among male and female respondents did not have a statistically significant influence on attitude
(t =.690, p = 0.490) as well as on intention (t = .351, p = 0.726) since the 2-tailed significance
levels are above 0.05 (p > 0.05). In other words, variation among male and female had a

statistically insignificant influence on intention than attitude of respondents (see Table 4.5).

Table 4.5 Result of independent samples test: Gender

Independent Samples Test: Gender

Levene's Test
for Equality of t-test for Equality of Means
Variances
95% Confidence Interval
i of the Difference
= Sig. T df Slg. .Mean S_td. Error
(2-tailed)| Difference| Difference
Lower Upper
Equal variances| .906 3421 .690 392 490 .04876 .07064 -.09012 .18764
assumed
Attitude .
Equal variances .687 | 369.305 492 .04876 .07096 -.09077 .18829
not assumed
Equal variances | 3.148 .077| .351 392 726 .02138 .06094 -.09843 14119
assumed
Intention )
Equal variances .348 | 360.627 .728 .02138 .06151 -.09959 14234
not assumed

Source: own survey 2019
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4.4.2. ANOVA: Education attainment

To investigate whether variations in education attainment had a significant influence on
respondents’ attitude and intention, a One Way ANOVA was conducted at p < 0.05. Educational
attainment of respondents was grouped into four, high school, diploma, undergraduate degree,
postgraduate degree, and PhD. The result of the test indicates that the variations in educational
attainment had a statistically insignificant influence on respondents attitude (F (4, 389) = 1.844,
p = 0.120) as well as intention (F (4, 389) = 1.605, p = 0.172) (see Table 4.6).

Table 4.6 Result of independent samples test: Education attainment

ANOVA: Education attainment
Ssquurgr(:; df Mean Square F Sig.

Between Groups 3.553 4 .888 1.844 .120
Attitude Within Groups 187.371 389 482

Total 190.923 393

Between Groups 2.305 4 .576 1.605 172
Intention Within Groups 139.652 389 .359

Total 141.957 393

Source: own survey 2019
4.4.3. ANOVA: Age
To investigate whether variations in age had a significant influence on respondents’ attitude and
intention a One Way ANOVA was conducted at p < 0.05. Age of respondents was grouped into
four, between 18 and 25, between 26 and 35, between 36 and 50, and above 50. The result of the
test is similar to that of educational attainment. Variations in age did not have a statistically
significant influence on respondents attitude (F (3, 390) = 1.325, p = 0.266) as well as intention
(F (3, 390) =.769, p = 0.512) (see Table 4.7).

4.4.1. ANOVA: Occupation
To investigate whether variations in occupation had a significant influence on respondents’
attitude and intention a One Way ANOVA was conducted at p < 0.05. Occupation was grouped
into five, personal business, employed, unemployed, student, and other. The result of the test
indicates that the variation in occupation had a statistically significant influence on attitude and
intention of consumers with a p value less than 0.05 i.e. F (4, 389) = 3.796, p = 0.005 for attitude
while intention had F (4, 389) = 2.558, p = 0.038 (see table 4.8).
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To understand where the differences are a Post-hoc test of comparison was undertaken using the
Tukey HSD test. Inferring from the Post-hoc test result, in the case of attitude, respondents with
unemployed status had a statistically significant difference from those with occupational status of
employed, student and other. In the case of intention, respondents with unemployment status,

once again, had a statistically significant difference with those who replied other.

Table 4.7 ANOVA: Age

ANOVA: Age
Sum of Mean .
Squares i Square 3 =
Between Groups 1.926 3 .642 1.325 .266
Attitude Within Groups 188.998 390 .485
Total 190.923 393
Between Groups .835 3 .278 .769 512
Intention Within Groups 141.122 390 .362
Total 141.957 393
Source: own survey 2019
Table 4.8 ANOVA: Occupation
ANOVA: Occupation
Sum of Mean .
Squares i Square 3 I
7.173 4 1.793 3.796 .005
Between Groups
Attitude Within Groups 183.751 389 472
Total 190.923 393
3.639 4 910 2.558 .038
Between Groups
Intention Within Groups 138.319 389 356
Total 141.957 393

Source: own survey 2019
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4.4.2. ANOVA: Monthly income

To investigate whether variations in monthly income had a significant influence on respondents’
attitude and intention a One Way ANOVA was conducted at p < 0.05. Monthly income was
grouped into four, less than 1,650 ETB, between 1,650 and 5,250 ETB, between 5,250 and
10,900 ETB, and above 10,900 ETB; based on the Ethiopian income tax bracket. The result of
the test indicates that the variations in monthly income had a statistically insignificant influence
on attitude i.e. F (3, 390) = 2.292, p = 0.078 (see table 4.9). To the contrary, variations in
monthly income had a statistically significant influence on intention, F (3, 390) = 4.466 and p =
0.004 (see Table 4.9).

To understand where the differences lay a Post-hoc test of comparison was undertaken using the
Tukey HSD test. Inferring from the Post-hoc test result, respondents with monthly income less
than 1,650 ETB showed a statistically significant difference from those who earn between 1,650
and 5,250 ETB and those who earn above 10,900 ETB.

Table 4.9 ANOVA: Monthly income

ANOVA: Monthly income
;uun;rzg df Mean Square F Sig.
Between Groups 3.308 3 1.103 2.292 .078
Attitude Within Groups 187.616 390 481
Total 190.923 393
Between Groups 4.715 3 1.572 4.466 .004
Intention Within Groups 137.242 390 .352
Total 141.957 393

Source: own survey 2019

4.4.3. Independent sample test: Service provider
An independent sample t-test was conducted to check if service provider has a significant
influence on respondents’ attitude and intention at p < 0.05. The result of the test implies that

attitude was insignificantly influenced by service providers while intention was significantly
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influenced by the respondents’ current service provider as the 2-tailed significance level are
below 0.05 (see Table 4.10).

Table 4.10 Independent Samples Test: Service provider

Independent Samples Test: Service provider

Levene's Test
for Equality of t-test for Equality of Means
Variances
95% Confidence Interval
i of the Difference
E Sig. ¢ df Slg. _Mean S_td. Error
(2-tailed)| Difference| Difference
Lower Upper
Equal variances .010| .921]| -1.779 392 .076 -.12464 .07007 -.26240 .01311
) assumed
Attitude ]
Equal variances -1.777) 387.843 .076 -.12464 .07016 -.26258 .01330
not assumed
Equal variances .040| .842] -3.045 392 .002 -.18259 .05996 -.30046 | -.06471
~assumed
Intention
Equal variances -3.034] 378.726 .003 -.18259 .06019 -.30093| -.06424
not assumed

Source: own survey 2019

4.4.4. ANOVA: Mobile internet usage experience (per year)

To investigate whether variations in mobile internet usage experience had a significant influence
on respondents’ attitude and intention a One Way ANOVA was conducted at p < 0.05. Mobile
internet usage experience of respondents was grouped into five less than 1 year, between 1 and 2
years, between 2 and 5 years, more than 5 years and never. The result of the test indicates that
the variations in mobile internet usage experience had a statistically insignificant influence on
Attitude as well as intention i.e. F (4, 389) = .802, p = 0.524 and F (4, 389) = .952, p = 0.434
respectively (see Table 4.11).

4.4.1. ANOVA: Average time spent on mobile internet (per day)
To investigate if attitude and intention vary across the amount of average time spent on mobile
internet (per day) One Way ANOVA was conducted. Average time spent on mobile internet was
grouped into five; less than 1 hour, between 1 and 2 hours, between 2 and 5 hours, more than 5
hours and never. The result of the test indicates that the variations in average time spent on
mobile internet (per day) had a statistically insignificant influence on attitude and intention, F (4,
389) =1.072, p=0.370 and F (4, 389) = .337, p = 0.853 (see Table 4 12).
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Table 4.11 ANOVA: Mobile Internet usage experience

ANOVA: Mobile Internet usage experience
Sum of df Mean Square F Sig.
Squares
Between Groups 1.562 4 .390 .802 524
Attitude Within Groups 189.362 389 487
Total 190.923 393
Between Groups 1.376 4 .344 .952 434
Intention Within Groups 140.581 389 .361
Total 141.957 393

Source: own survey 2019
Table 4 12 ANOVA: Average time spent on mobile internet

ANOVA: Average time spent on mobile internet
Sum of df Mean Square F Sig.
Squares
Between Groups 2.082 4 .520 1.072 .370
Attitude Within Groups 188.842 389 .485
Total 190.923 393
Between Groups 490 4 122 .337 .853
Intention Within Groups 141.467 389 .364
Total 141.957 393

Source: own survey 2019

4.4.2. ANOVA: Perception on necessity of alternative banking
To investigate if attitude and intention vary across respondents’ perception on the necessity of
alternative banking One Way ANOVA was conducted. Perception on the necessity of alternative
banking was grouped into three; yes, no and maybe. The result of the test indicates that the
variations in respondents’ perception regarding the necessity of alternative banking had a
statistically insignificant influence on attitude and intention, F (2, 391) = .217, p = 0.805 and F
(2,391) =.661, p=0.517 (see Table 4.13).

4.4.1. ANOVA: Mobile banking usage status
To investigate if attitude and intention vary across respondents’ mobile banking usage status One
Way ANOVA was conducted. Mobile banking usage status was grouped into three; yes, no and

maybe. The result of the test indicates that the variations in mobile banking usage status had a
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statistically significant influence on attitude and intention, F (2, 391) = 10.789, p = 0.000 and F
(2,391) =10.115, p = 0.000 (see Table 4.14).

Table 4.13 ANOVA: Perception on necessity of alternative banking

ANOVA: Perception on necessity of alternative banking
Sum of df Mean Square F Sig.
Squares
Between Groups 212 2 .106 217 .805
Attitude Within Groups 190.712 391 488
Total 190.923 393
Between Groups 478 2 .239 .661 517
Intention Within Groups 141.479 391 .362
Total 141.957 393

Source: own survey 2019
To understand where the differences lay a Post-hoc test of comparison was undertaken using the
Tukey HSD test. Inferring from the Post-hoc test result, in the case of attitude, respondents who
responded yes had a statistically significant difference from those who responded no. In the case
of intention, similar to attitude, respondents who responded yes had a statistically significant

difference from those who responded no.

Table 4.14 ANOVA: Mobile banking usage status

ANOVA: Mobile banking usage status
Sum of df Mean Square F Sig.
Squares
Between Groups 9.986 2 4.993 10.789 .000
Attitude Within Groups 180.938 391 463
Total 190.923 393
Between Groups 6.983 2 3.492 10.115 .000
Intention Within Groups 134.974 391 .345
Total 141.957 393

Source: own survey 2019

4.4.2. ANOVA: Mobile banking usage frequency
Investigation whether attitude and intention vary across respondents’ mobile banking usage

frequency One Way ANOVA was conducted. Mobile banking usage frequency was grouped into
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four; regularly, sometimes, rarely and never. The result of the test indicates that the variations in
mobile banking usage frequency had a statistically significant influence on attitude and intention,
F (3, 390) =12.303, p = 0.000 and F (3, 390) = 14.041, p = 0.000 (see table 4.15).

To understand where the differences lay a Post-hoc test of comparison was undertaken using the
Tukey HSD test. Inferring from the Post-hoc test result, in the case of attitude, respondents who
responded sometimes had a statistically significant difference from those who responded rarely.
In the case of intention, similar to attitude, respondents who responded sometimes had a

statistically significant difference from those who responded rarely.

Table 4.15 ANOVA: Mobile banking usage frequency

ANOVA: Mobile banking usage frequency
Sum of df Mean Square F Sig.
Squares
Between Groups 16.506 3 5.502 12.303 .000
Attitude Within Groups 174.417 390 447
Total 190.923 393
Between Groups 13.838 3 4.613 14.041 .000
Intention Within Groups 128.119 390 329
Total 141.957 393

Source: own survey 2019

4.5. Correlation and regression analysis
Kothari (2004) suggests that there are two methods to determine the relation between variables;
namely correlation and regression. Correlation answers whether two or more variables have any
relationship and to what degree are they related (Kothari, 2004). Regression, multiple regression
in this case, answers the cause and effect relation between two or more variables and to what
degree (Kothari, 2004). Prior to conducting correlation and regression analysis the reliability of

the data was conducted to establish validity for the inferences.

4.5.1. Reliability test: with Cronbach’s alpha
Validity and reliability are key concern in social science studies; validity measures how valid,
logical, truthful, robust, sound, reasonable, meaningful and useful a study is while reliability
measures the degree of repeatability and consistency of results (Quinlan, 2011). Even though

validity is more valuable than reliability it is not easy to measure (Kothari, 2004). Therefore, if
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reliability has a satisfying level of credence, a data can be considered less affected by meddling
of transient and situational factors (Kothari, 2004). For this purpose coefficient of reliability is
used, usually Cronbach’s alpha, which ranges from 0.0 to 1.00 (Fraenkel, Wallen, & Hyun,
2012).

The coefficient of reliability is a general measure of trustworthiness (Nunnally, 1975). Unless it
falls miserably below .70 it can be concluded that the instrument is reliable (Nunnally, 1975) an
argument supported by many scholars such as Field (2009) and Fraenkel et al., (2012). Since the
item used to measure attitude strength is a single item conducting a reliability test was not
possible. But the coefficient of reliability for all the questions (n = 49) was .922 which is a strong

reliability score.

The table below presents the Crombach’s alpha score for predictor variables of attitude and
intention. To put remarks on the magnitude of reliability the study used a list of alpha values and
their corresponding remark presented by Taber (2018). According to Taber (2018), alpha values
of a variable can be presented as;

e Excellent = (0.93 —0.94), Strong = (0.91 — 0.93), Reliable = (0.84 — 0.90)

e Robust = (0.81), fairly high = (0.76 — 0.95), high = (0.73 — 0.95)

e Good =(0.71 =0.91), Relatively High = (0.70 — 0.77) and Slightly Low = (0.68)

e Reasonable = (0.67 — 0.87), Adequate = (0.64 — 0.85) and Moderate (0.61 - 0.65)

e Satisfactory = (0.58 - 0.97), Acceptable = (0.45 - 0.98) and Sufficient = (0.45 — 0.96)

e Not Satisfactory = (0.4-0.55) and Low = (0.11).
Table 4.16 Crombach’s alpha score for predictor and predicted variables of the 15t model

(attitude)
of the Study items value
1. Perceived 5 | Kimetal. (2009); Gu et al. (2009) 863 Reliable
usefulness
2. Perce'nge easeof | 5 | iimetal (2009): Gu et al. (2009) 818 Robust
3. Trust 5 Gu et al. (2009) 741 High
4. . Kim et al., (2009); Taylor et al., (2001); .
Attitude 5 Bay & Daniel, (2003) .888 Reliable

Source: own survey 2019
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Therefore, it can be concluded that the reliability on the variables under study to assess factors
that influence attitude are reliable since the least reliability score was .741 which is a high

reliability score.

Inferring from the table presented below, it can be concluded that the reliability on the variables
under study to assess the influence of attitude on intention are reliable since the least reliability
score was .849 which is a reliable reliability score.

Table 4.17 Crombach’s alpha score for predictor and predicted variables of the 2" model

(intention)

Predictor variables| No. of Alpha
D of the Study items SIS value EmELS

Attitude toward Kim et al., (2009); Taylor et al., (2001); )
L success 3 Bay & Daniel, (2003) 902 Reliable
2 Att't;’;futfg"’ard 3 |Tayloretal., (2001); Bay & Daniel, (2003) | .849 | Reliable
3, | Attitude toward 3 |Tayloretal., (2001); Bay & Daniel, (2003) | .918 Strong

process/learning
4. | Attitude strength 1 Kim et al., (2009) N.A N.A

. Kim et al. (2009); Gu et al. (2009);

> Intention ! Chemingui & Ben Lallouna, (2013) 906 Strong

Source: own survey 2019

As it can be observed from Table 4.17 reliability score for attitude strength is not presented. To
include the reliability score of attitude strength a technique used by Kim et al. (2009) was
adopted. To assess the reliability of attitude strength Kim et al. (2009) divided the sample into
two groups instead of incorporating a moderator variable. They divided the sample as strong
attitude group (n=46) and weak attitude group (n=55) based on the median score. This was
executed under the assumption that attitude strength signifies cognitive attitude formation and its
process. By adopting this assumption the sample was divided into two; strong attitude group (n =
272) and weak attitude group (n = 122) based on the median score (median = 4, mean = 3.90 and
SD = 0.834). Therefore, inferring from the table below (see Table 4.18) it can be concluded that
the model is highly reliable.
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Table 4.18 Crombach’s alpha score for predictor and predicted variables 2" model

(intention) by incorporating attitude strength

No. | Strong Attitude Al Remark No.| Weak Attitude g Remark
value value

1 Attitude toward 889 Reliable 1 Attitude toward 881 Reliable
success success

o |Attitudetoward | geg | pojiapie o, |Attitude toward | ge0 | iy high
failure failure

3, | Attitude toward | ), Strong 3, |Attitude toward | g0, | poionie

process/learning process/learning
4. Intention .852 Reliable 4, Intention .903 Reliable

Source: own survey 2019

4.5.2. Correlation analysis
To understand the relationship between predictor variables and predicted variables a correlation
analysis was conducted. Karl Pearson’s coefficient of correlation (r) was used to measure the
strength and direction of relations among linear variables. Pearson’s correlation coefficient is the
most widely used technique to measure correlation under the following assumption (Kothari,
2004 p. 139):
1. “there is linear relationship between the two variables”;
2. “the two variables are casually related which means that one of the variables is
independent and the other one is dependent”; and
3. “large number of independent causes are operating in both variables so as to produce a
normal distribution”.
To understand and gauge the strength and direction of relationships among variables, the guide
set by Cohen (1988) was used. According to Cohen (1988), r value of .10 has a small effect size,
.30 has a medium effect size and .50 has a large effect size. Inferring from the tables below and
Cohen’s (1988) analysis guide, the relationship between attitude and its corresponding predictor
variables as well as the relationship between intention and its corresponding predictor variables

is presented below.
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Table 4.19 Correlation between attitude and its predictor variables

Correlations
Attitude Perceived | Perceived Trust
usefulness | ease of use

Pearson Correlation 1
Attitude Sig. (2-tailed)

N 394

Pearson Correlation 513" 1
pereeved  sig. (2-tailed) 000

N 394 394

Pearson Correlation 529" 535" 1
Pereoneas > sig. (2-ailec) 000 000

N 394 394 394

Pearson Correlation 525" 425" 561" 1
Trust Sig. (2-tailed) .000 .000 .000

N 394 394 394 394
**_Correlation is significant at the 0.01 level (2-tailed).

Source: own survey 2019
45.2.1. Correlation between attitude and perceived usefulness

Inferring from the table presented above (Table 4.19), attitude and perceived usefulness had a
positive relationship. In other words, when consumers’ perception on the usefulness of mobile
banking improves, their attitude toward mobile banking also improves. The magnitude or
strength of this relationship, referring to Cohen’s (1988) guide, was strong i.e. Iy = .51 (| | >
.50). Furthermore, attitude and perceived usefulness had a statistically significant correlation at
0.01 level (p < 0.01); meaning, a change in perceived usefulness (increase/decrease) significantly

influence attitude.

45.2.2. Correlation between attitude and perceived ease of use
Inferring from the table presented above (Table 4.19), similar to attitude and perceived
usefulness, attitude and perceived ease of use had a positive relationship. In other words, when
consumers’ perception on the effortlessness of mobile banking improves, their attitude toward
mobile banking improves as well. The magnitude or strength of this relationship, referring to
Cohen’s (1988) guide, was strong i.e. I'peou = .53 (| I | > .50). Compared to the relationship

between attitude and perceived usefulness, attitude had a stronger relationship with perceived

ease of use than perceived usefulness. Furthermore, attitude and perceived ease of use had a
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statistically significant correlation at 0.01 level (p < 0.01); meaning, a change in perceived ease

of use (increase/decrease) significantly influence attitude, similar to perceived usefulness.

45.2.3.
Inferring from the table presented above (Table 4.19), similar to perceived usefulness and

Correlation between attitude and trust

perceived ease of use, attitude has a positive relationship with trust. In other words, when
consumers’ perception on the trustworthiness of mobile banking improves, their attitude toward
mobile banking improves as well. The magnitude or strength of this relationship, referring to
Cohen’s (1988) guide, was strong i.e. It = .53 (| r | > .50). In comparison to the relationship
between attitude and other variables, attitude had a stronger relationship with trust than perceived
usefulness and relatively similar with that of perceived ease of use. Furthermore, like perceived
usefulness and perceived ease of use, attitude and trust had a statistically significant correlation
at 0.01 level (p < 0.01), meaning, a change in trust (increase/decrease) significantly influence
attitude.

Table 4.20 Correlation between intention and its predictor variables

Correlations: Intention and its predictors
. : Attitude
Attitude Attitude .
Intention toward toward toward Attitude
success failure procgss/ strength
Iearnmg

Pearson Correlation 1
Intention  Sig. (2-tailed)

N 394
Attitude Pearson Correlation .567 1
toward Sig. (2-tailed) .000
suceess 394 394
Attitude Pearson Correlation .205 .303 1
toward Sig. (2-tailed) .000 .000
failure N 394 394 394
Attitude Pearson Correlation .606™ .693" .243" 1"
toward i 5 tailed) .000 .000 .000
process/
learning N 394 394 394 394

Pearson Correlation .598" 490" 267" .480" 1
Attitude . .

R .000 .000 .000 .000

strength Sig. (2-tailed)

N 394 394 394 394 394
**_Correlation is significant at the 0.01 level (2-tailed).

Source: own survey 2019
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45.2.4. Correlation between intention and attitude toward success
Inferring from the table above (see Table 4.20), intention and attitude toward success had a
positive relationship. This is an indication that consumer expectation of success is directly
proportional to intention. This means, when consumers become more optimistic about their

attitude toward trying and succeeding at adopting mobile banking their intention augments. The

magnitude or strength of this relation, referring to Cohen’s (1988) guide, was strong i.e. Fas = .57

(] r | > .50). Furthermore, intention and attitude toward success had a statistically significant
correlation at 0.01 level (p < 0.01), meaning, a change in attitude toward success
(increase/decrease) significantly influence intention.
45.25. Correlation between intention and attitude toward failure
Inferring from the table above (see Table 4.20), intention and attitude toward failure had a
negative relationship. Although the coefficient is positive the questionnaire was designed to
measure negative relation i.e. expectation of failure. This indicates that when consumers expect
less failure they tend to have a higher intention. This means, when consumers become less
complacent with trying but failing to adopt mobile banking their intention enhances. In other
words, when consumers start to feel bad about not being able to adopt mobile banking their
intention to adopt mobile banking will improve. Regarding the magnitude or strength of their
relation, referring to Cohen’s (1988) guide, intention and attitude toward failure had weak
relation i.e. s = .21 (.10 < | r | < .30). Moreover, intention and attitude toward failure had a
statistically significant relation at 0.01 level (p < 0.01), meaning, a change in attitude toward
failure (increase/decrease) significantly influence intention.
45.2.6. Correlation between intention and attitude toward process/learning

Inferring from the table presented above (see Table 4.20), similar to attitude toward success,
intention had a positive relationship with attitude toward process/learning. This means, when
consumers’ attitude toward processes involved to adopt mobile banking improves or enthusiasm
to learning how to use mobile banking improves, their intention to adopt mobile banking also
improves. Referring from Cohen’s (1988) guide, it can be confirmed that the relationship
between intention and attitude toward process/learning had the strongest magnitude among the
variables in the model ryp = .61 (| r | > .50). Additionally, similar to attitude toward success and

failure, attitude toward process/learning had a statistically significant correlation with intention at
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0.01 level (p < 0.01), meaning, a change in attitude toward process/learning (increase/decrease)

significantly influence intention.

45.2.7.  Correlation between intention and attitude strength
Inferring from the table presented above (see Table 4.20), similar to attitude toward success and
process/learning, intention had a positive relationship with attitude strength. This means, when
consumers’ attitude gets stronger their intention gets stronger as well. Regarding the magnitude
or strength of this relation, by referring from Cohen’s (1988) guide, it can be concluded that
intention and attitude strength had a strong relation rast = .60 (| I | > .50). Furthermore, attitude
strength had a statistically significant correlation with intention like the rest of the variables i.e.
attitude toward success, failure, and process/learning at 0.01 level (p < 0.01), indicating that a

change in attitude strength (increase/decrease) significantly influence intention.

To summarize the correlation analysis;
e All correlation combinations, within model one and two, except the correlation
between intention and attitude toward failure had a positive relationship
e All the correlations, within model one and two, except the correlation between
intention and attitude toward failure had strong correlation coefficients and
e All correlations, within model one and two, are statistically significant at 0.01
level (p <0.01)

4.5.3. Regression analysis
Regression analysis is “a way of predicting an outcome variable from one predictor variable
(simple regression) or several predictor variables (multiple regression)” (Field, 2009 p. 198).
Similar to correlation, linear regression determines the extent at which a dependent variable is
predicted by a dependent variable (Quinlan, 2011). But regression answers the cause and effect

relation between two or more variables and to what degree (Kothari, 2004).

The findings of the regression analysis are presented after the results of classical linear
regression model (CLRM) assumption tests; linearity, homoscedasticity, autocorrelation,
multicollinearity and normality results are presented. Findings of a regression model can be
generalized when underlying Classical Linear Regression Model (CLRM) assumptions are met
and cross-validation is undertaken (Field, 2009). The five CLRM assumptions are;
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E(Ut ) = 0 (the errors have zero mean)
Var(Ut ) = 62 < oo (the variance of the errors is constant and finite over all values of xt)
Cov(U;j ,U j) =0 (the errors are linearly independent of one another)

Cov(Ut ,Xt ) = 0 (there is no relationship between the error and corresponding X variate)

o ~ w0 npoE

Ut ~ N (0, 6) (error terms ¢ in the population is normally distributed)

45.3.1. Linearity

Linearity assumption states that “the mean values of the outcome variable for each increment of
the predictor(s) lie along a straight line” (Field, 2009 p. 221). In other words, the relationship in
the model is linear. According to Brooks (2014), as long as a constant term is included in a
regression equation the assumption of linearity will never be violated. Inferring from the two
models proposed above there exist an intercept in the models 0.807 for attitude and 1.734 for

intention. Therefore, it can be concluded that assumption of linearity was not violated.

4.5.3.2.
The assumption of homoscedasticity assumes that the variance of the errors is constant (Brooks,

Homoscedasticity

2014). When this assumption is violated i.e. the variances are very unequal or inconsistent
variance of error exists, it is called heteroscedasticity (Field, 2009). The presence of
heteroscedasticity can be checked by graphical observations. Inferring from the graph presented
below, an output from the regression tests, it can be concluded that the models were free from
significant level of variation in errors i.e. the model can be considered free of significant

heteroscedasticity.

Figure 4.8 Scatterplot: attitude Figure 4.9 Scatterplot: intention

24 24

o
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6

Regression Standardized Residual Regression Standardized Residual
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4.5.3.3.

Autocorrelation is an indication that the assumption of independence is violated (Seddighi,

Autocorrelation

2012). The assumption of independence assumes that “the covariance between the error terms
over time (or cross-sectionally, for that type of data) is zero” (Brooks, 2014 p. 188). The
assessment of autocorrelation was tested using Durbin-Watson (DW) (1951) test. DW ratio
ranges between 0 and 4 where 0 is perfect positive autocorrelation and 4 is a perfect negative
autocorrelation (Seddighi, 2012).
autocorrelation (Seddighi, 2012).

Therefore, a DW ratio near 2 indicates no significant

Table 4.21 Autocorrelation: attitude

Model Summary P

i Change Statistics Change Statistics
Model R R? Adjuited Std. Error of : g i Durbin-Watson
R the Estimate | R2 Change | F Change | df1 df2 ] Sig. F Change
1].6382 .407 .403 .53858 407 89.400 3 3902 .000
a. Predictors: (Constant), Perceived usefulness, Perceived ease of use, Trust
b. Dependent Variable: Attitude
Source: own survey 2019
Table 4.22 Autocorrelation: intention
Model Summary P
i Change Statistics Change Statistics
Model R R? AdJlFJéted Std. Error of 4 . - Durbin-Watson
the Estimate | R2 Change | F Change | df1 df2 | Sig. F Change
1].7102 .505 .500 42513 .505 99.112 4 3892 .000 1.817

a. Predictors: (Constant), Attitude toward success, Attitude toward failure, Attitude toward process/learning, Attitude strength

b. Dependent Variable: Intention

Source: own survey 2019
4.5.3.4.

Multicollinearity is the presence of high correlation among independent variables which means

Multicollinearity

that adding or removing an independent variable from a regression equation would result in
change of coefficients on the other variables (Brooks, 2014). Coefficients table of a regression
test on SPSS provides a table to assess the presence or absence of multicollinearity. Variance
inflation factor (VIF) in SPSS indicates whether predictor variables have strong relationship
among them and VIF of 10 or above indicates the presence of multicollinearity (Field, 2009).
The reciprocal of VIF, Tolerance statistic, can also be referred to assess multicollinearity where a

value below 0.1 indicates the presence of multicollinearity (Field, 2009).
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Table 4.23 Multicollinearity: attitude and intention

Coefficients ° Coefficients ?
I Collinearity Statistics el Cgtlgt?:ggsty
Tolerance VIE Tolerance VIF
(Constant) (Constant)
Perceived usefulness .691 1.447 Attitude toward success 4761 2.103
1 Perceived ease of use .578 1.729 1 Attitude toward failure 890 1.124
Attitude toward process/ 4941 2.025
Trust .663 1.507 learning
Attitude strength 709§ 1.411
b. Dependent Variable: Attitude b. Dependent Variable: Intention
Source: own survey 2019 Source: own survey 2019

Inferring from the Coefficients tables above, both VIF and Tolerance were under the preferred
range, for both attitude and intention. Therefore, the correlation among independent variables in

the models was not significantly high, meaning the models were free from multicollinearity.

45.3.5. Normality
Normality assumption state that a model is considered normal when “the population error u is
independent of the explanatory variables xi, Xz, ... , Xk and is normally distributed with zero mean
and variance . U ~ Normal (0, 6?)” (Wooldridge, 2013 p. 118). Normality is measured using
Bera-Jarque (BJ) test which tracks violation of normality through skewness and kurtosis of the
residuals (Seddighi, 2012).

Skewness measures the degree of asymmetry and manner of cluster around the average while
kurtosis measures humpedness of the curve and nature of items at equidistant of a series
(Kothari, 2004). The acceptable range of skewness and kurtosis depends on the sample size.
Field (2009) suggested that for a small sample a range between +1.96 and -1.96 is preferred and

when the sample gets larger it should increase to between +2.58 and -2.58.

Moreover, Field (2009) suggested that when the sample is >200 the shape of the distribution is
more important than calculating the significance. This is because when a sample is large a small
deviation from normality can result in significant value raise (Field, 2009). Thus, the range of

skewness and kurtosis for this study was +2.58. Inferring from the tables below the skewness and
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kurtosis are under the proposed range i.e. +2.58. Therefore, the models used in this study were
normally distributed and assumption of normality was not violated.
Table 4.24 Normality Statistics: attitude

Normality Statistics: Attitude
Attitude upseerf(fﬁlnv;sds ezzrecgl‘vfsde Trust
Valid 394 394 394 394
N Missing 0 0 0 0
Skewness -.522 -1.044 -411 -.240
Std. Error of Skewness .123 .123 123 123
Kurtosis .380 2.106 .232 .256
Std. Error of Kurtosis .245 .245 .245 .245

Source: own survey 2019
Table 4.25 Normality Statistics: intention

Normality Statistics: Intention

Intention Attitude toward Attitud‘e Attitude toward Attitude

success toward failure | process/learning strength
N Valid 394 394 394 394 394
Missing 0 0 0 0 0
Skewness -.887 -.483 .062 -.475 -.369
Std. Error of Skewness 123 123 123 123 123
Kurtosis 2.121 .401 -.669 102 -.200
Std. Error of Kurtosis .245 .245 .245 .245 .245

Source: own survey 2019

4.5.4. Multiple regression analysis
The findings of the multiple regression analysis are presented by splitting results into two, for

attitude and for intention respectively.

45.4.1. Multiple regression analysis: attitude
To recall the model designed to assess the relationship between attitude toward mobile banking

and its three predictor variables and an error term;
Attitude = a + f1 X1+ 2o Xo+ 3 Xzt &

Where: Attitude = Attitude toward mobile banking
o = Constant term
X1 = Perceived Usefulness
X2 = Perceived Ease of Use
Xz = Trust

€ = error term
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Table 4.26 Multiple regression analysis: model summery for attitude, 15t model

Model Summary P

Adiusted Std. Error Change Statistics Change Statistics
Model R R? J > of the .
R Estimate | R? Change | F Change | df1l df2 Sig. F Change
1].6382 407 403 .53858 407 89.400 3 3902 .000

a. Predictors: (Constant), Perceived usefulness, Perceived ease of use, Trust
b. Dependent Variable: Attitude

Source: own survey 2019

R, coefficient of multiple correlations, represents the strength of relationship between predicted
variable and multiple predictor variables (Field, 2009). Since R is 0.638, it signifies a statistically
significant positive relationship between attitude and its predictor variables (perceived
usefulness, perceived ease of use, and trust). Nonetheless, R provides a guide on how the
variables are related and it would not explain the degree of casualty (Field, 2009). Therefore, the
coefficient of determination, R?, measures of the degree of variability in the predicted variation
that is shared/explained by its predictor variables (Field, 2009). Meaning, how much sample
variation in the predicted variable was explained by predictor variables. Inferring from the above

table R? = 0.407; it can be expressed in percentage terms as 40.7%.

To put it into context and more understandable, the coefficient 0.407 indicates that 40.7% of
variation in consumers attitude was explained by perceived usefulness, perceived ease of use,
and trust while the remaining 59.3% of variations accounted for other factors. To put it in a more
contextual way, if someone wants to understand why some consumers have a positive attitude
than others, the model suggests that among many factors that explain the variations perceived
usefulness, perceived ease of use, and trust explain 40.7% of it while other factors explain the

remaining 59.3%.

The ANOVA output explains regression model’s statistical significance at predicting the
outcome instead of using the mean value (Field, 2009). Meaning, the ANOVA from the
regression test, particularly F-ratio and significance value, explains whether the variations among
sample means is significant or it is a result of sampling; the higher the F-ratio the more certain a
conclusion can be (Kothari, 2004). In other words, it explains how fit the regression equation is
with its corresponding data. Therefore, inferring from the ANOVA table below (see Table 4.27),
F (3, 390) = 89.400 at p < .001, it can be concluded that the regression model had an overall
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statistical significance for predicting the outcome variable (i.e. the model was statistically fit for

the data). To put it into context, perceived usefulness, perceived ease of use, and trust
significantly predicted Attitude.

Table 4.27 ANOVA: model 1 (attitude)

ANOVA 2
Model Sum of Squares df Mean Square F Sig.
Regression 77.797 3 25.932 89.400 .000
1 Residual 113.127 390 .290
Total 190.923 393
a. Dependent Variable: Attitude
Ib. Predictors: (Constant), Perceived usefulness, Perceived ease of use, Trust

Source: own survey 2019
Although ANOVA signifies how significantly a model foresees a predicted variable, it does not
indicate contributions from a single predictor variable (Field, 2009). To understand individual
contributions from predictor variables, SPSS regression outcome table “coefficients” was used. It
is an input to determine the regression equation which can be used to mathematically calculate

the attitude of consumers based on perceived usefulness, perceived ease of use, trust.

Table 4.28 Model coefficients: model 1 (attitude)

Coefficients @
Model Unstandardized Coefficients Standgrq|zed
Coefficients t Sig.
B Std. Error Beta

(Constant) .807 .209 3.868 .000
1 Perceived usefulness .309 .053 273 5.813 .000

Perceived ease of use .209 .048 .225 4,396 .000

Trust .296 .050 .283 5.906 .000
a. Dependent Variable: Attitude

Source: own survey 2019

The coefficients used to determine the regression equation are found under “B” column of the
table, sub-column of un-standardized coefficients. Y-intercept (constant) = 0.807, perceived
usefulness = 0.309, perceived ease of use = 0.209, and trust = 0.296 are the coefficients to be

used in the equation; the equation and its explanations are presented below (section 4.8
interpretation).
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Thus, regression equation for attitude will be;
Attitude= 0.807 + 0.309(PU) + 0.209(PEOU) + 0.296(T)

Therefore, the regression model was statistically fit for the data and it indicated that perceived

usefulness, perceived ease of use, trust significantly influenced attitude.

45.4.2. Multiple regression analysis: intention
To recall the model designed to assess the relationship between intention to adopt mobile banking

and its four predictor variables was expressed as a linear combination of predictor variables and

an error term.

Intention = a + f1X1+ f2 Xo+ f3 Xs + faXa+ faXs +&

Where: Intention = Intention to adopt mobile banking

a = Constant term

X1 = Attitude toward success

X2 = Attitude toward failure

X3 = Attitude toward process

X4 = Attitude strength
€ = error term

Table 4.29 Multiple regression analysis: model summery for intention, 2"4 model

Model Summary P

) Std. Error Change Statistics Change Statistics
5 Adjusted .
Model R R R2 of the 5 Sig. F
Estimate | R°Change | F Change | dfl df2 Change
1] .7102] .505 .500 42513 .505 99.112 4] 3892 .000

a. Predictors: (Constant), Attitude toward success, Attitude toward failure, Attitude toward process/learning,
Attitude strength
b. Dependent Variable: Intention

Source: own survey 2019

R, coefficient of multiple correlations, represents the strength of relationship between predicted
variable and multiple predictor variables (Field, 2009). Since R is 0.710 it signifies a statistically
significant positive relationship between intention and its predictor variables (attitude toward

success, attitude toward failure, attitude toward process/learning, and attitude strength).

However, R provides a guide on how the variables are related and it would not explain the

degree of casualty (Field, 2009). Therefore, the coefficient of determination, R?, measures of the
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degree of variability in the predicted variation that is shared/explained by its predictor variables
(Field, 2009). Meaning, how much sample variation in the predicted variable was explained by
predictor variables. Inferring from the above table R? = 0.505; it can be expressed in percentage

terms as 50.5%.

To put it into context and more understandable, the coefficient 0.505 indicates that 50.5% of
variations in consumers intention was explained by attitude toward success, attitude toward
failure, attitude toward process/learning, and attitude strength while the remaining 49.5% of
variations account for other factors. To put it in a more contextual way, if someone wants to
understand why some consumers have an affirmative intention than others, the model suggests
that among the many factors that explain the variations attitude toward success, failure,
process/learning, and attitude strength explain 50.5% of it while other factors explain the

remaining 49.5%.

The ANOVA output explains regression model’s statistical significance at predicting the
outcome instead of using the mean value (Field, 2009). Meaning, the ANOVA from the
regression test, particularly F-ratio and significance value, explains whether the variations among
sample means is significant or it is a result of sampling; the higher the F-ratio the more certain a
conclusion can be (Kothari, 2004). In other words, it explains how fit the regression equation is
with its corresponding data. Therefore, inferring from the ANOVA table below, F (4, 389) =
99.112 at p < .001, it can be concluded that the regression model had an overall statistical
significance for predicting the outcome variable (i.e. the model was statistically fit for the data).
To put it into context, attitude toward success, failure, process/learning, and attitude strength
significantly predicted Intention.

Table 4.30 ANOVA: Intention

ANOVA &
Model Sum of Squares df Mean Square F Sig.
Regression 71.652 4 17.913 99.112 .00QP
1 Residual 70.306 389 181
Total 141.957 393

a. Dependent Variable: Intention

b. Predictors: (Constant), Attitude toward success, Attitude toward failure, Attitude toward process/learning,

Attitude strength
Source: own survey 2019
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Although ANOVA signifies how significantly a model foresees a predicted variable, it does not
indicate contributions from a single predictor variable (Field, 2009). To understand individual
contributions from predictor variables, SPSS regression outcome table “coefficients” was used. It
IS an input to determine the regression equation which can be used to mathematically calculate
the Intention of consumers based on attitude toward success, failure, process/learning, and

attitude strength.

The coefficients used to determine the regression equation are found under “B” column of the
table, sub-column of un-standardized coefficients. Y-intercept (constant) = 1.734, attitude toward
success = 0.138, attitude toward failure = -0.013, attitude toward process/learning = 0.237 and
attitude strength = 0.265 are the coefficients to be used in the equation; the equation and its
explanations are presented below (section 4.8 Interpretation). Thus, the regression equation for
intention will be;
Intention = 1.734 + 0.138(AS) — 0.013(AF) + 0.237(AP) + 0.265(ASt)

Table 4.31 Model coefficients: Intention

Coefficients @

Model Unstandardized Coefficients Standgr_dized
Coefficients t Sig.
B Std. Error Beta
(Constant) 1.734 129 13.460 .000
Attitude toward success .138 .040 77 3.429 .001
1 Attitude toward failure -.013 .022 -.022 -.585 .559
Attitude toward process/learning .237 .039 312 6.143 .000
Attitude strength .265 .031 .367 8.668 .000

a. Dependent Variable: Intention

Source: own survey 2019

Therefore, the regression model was statistically fit for the data and it indicated that attitude
toward success, attitude toward process/learning, and attitude strength significantly influenced

intention while attitude toward failure had an insignificant influence.

4.6. Key points from the interviews
To provide a qualitative input and add issues which were not covered by the questionnaires,
interviews were conducted with subscribers who had different mobile banking usage frequency.

Although the respondents agreed on the importance of mobile banking, they raised concerns in
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relation to mobile banking which need extra attention. These issues addressed for due attention

as well as key prospects are presented below.

Interview findings indicated that consumers believe in the efficacy of mobile banking to make
banking transactions easier. The availability of mobile airtime purchase, fund transfers, balance
enquiries, and the prospect of paying utility and other payments through mobile banking was
expressed as advantageous in comparison to conventional banking. Although consumers
perceive mobile banking as essential, the majority of the respondents use it for airtime purchase
while a limited number of respondents transfer funds through mobile banking platforms. The
overall attitude of interviewees was positive. Although they had a positive attitude, failure to

adopt mobile banking was not an issue of concern.

Some replied that it can ease the lead time to get banking services at bank counters, if larger
consumer base uses the service frequently. Consequently, it would partially contribute for the
economy by helping consumers use their time effectively and reducing cost. Some firmly
believed that mobile banking has the capacity to change the banking industry and how societies
conduct transactions since mobile phones are widely popular in Ethiopia. In particular, the
availability of mobile banking platforms through USSD format makes it more accessible in
remote locations or situations where online access is not possible since one of the hampers of
mobile banking adoption is online access. As a result, majority of interviewees had the intention

to adopt mobile banking in the future.

According to some interviewees, the inconsistency in mobile internet access created inconsistent
service platform performance which affected the reliability on mobile banking. The consequence
of this inconsistency degraded consumer trust. In addition to the inconsistency in internet access,
some respondents did not find mobile banking easy for use. This emanated from the complex
steps and unnecessary displays complicating the process of completing a transaction.
Respondents suggested that it should display limited features in a display to minimize the
complexity and ease the steps involved to complete a transaction. A user should not go through
steps to get to what they want; main features should be presented in the first window and the

details as sub features.
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Another issue of concern for respondents was the risk of losing money. This was because mobile
banking lacks a proper mechanism to reverse fund transfers conducted by mistake. Respondents
suggested that steps involved to reverse a once performed transaction have to get the appropriate
attention since consumers need some time to learn and practice how to conduct transactions.
Lack of proper security features and risk of being hacked were other key points raised in the

interviews.

According to other interviewees, regardless of materials which guide mobile banking use,
consumers have limited clue on mobile banking and its features. The interviewees suggested that
banks shall work on awareness creation which should start with training their employees on how
to use and market mobile banking. Some respondents were concerned that employees were not
able to answer their questions about the platform and were not much of help to solve problems.
According to some interviewees, this may force a consumer to think twice before adopting

mobile banking.

Other issues of concern raised from the interviews were, banks should adopt the most
appropriate mobile banking application which fits the Ethiopian way of life, promote mobile
banking in all media outlets, add security features, and most importantly network inconsistency

needs special attention.

Therefore, the major concerns addressed by interviewees were:

e Frequent system failure

e Frequent use mobile banking mainly for airtime purchase where the cheapest severity in
the platform is present (perceived risk).

e Complexity to use, network issues, inconsistent system performance, and lack of proper
security features.

e Lack of awareness creation and promotion.

e Lack of training to employees and equipping the knowledge to explain features and steps

to use mobile banking.

The major prospects addressed by interviewees were:
e Itincreases banking convenience
e It reduces the lead time to get banking services at conventional branches
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e It has the capacity to change the banking industry and how societies conduct transactions

e |t can significantly contribute to financial inclusion efforts

4.7.  Interpretation of the findings of the analysis
The coefficients in the equation represent the influence of variation in the mean values of the
variables under study since the analysis was undertaken based on the mean value of items used to

measure variables. The interpretations of the coefficients are presented below.

4.7.1. Interpretation of the finding from the first model: Attitude
This section interprets the findings from the equation presented below which is an output of the

regression analysis on Attitude;

Attitude= 0.807 + 0.309(PU) + 0.209(PEOU) + 0.296(T)
The equation presented above indicates that when consumers have zero mean perception about
the usefulness, ease of use and trustworthiness of mobile banking, the average mean value of
their Attitude would be the Y-intercept which is 0.807; it could range between 0.807 + 0.209
(Standard Error of 0.209). This means, if neither of the predictor variables, perceived usefulness,
perceived ease of use, and trust, have a mean value different from zero (0) there would still be an
average mean attitude value of 0.807 which is the result of the 59.3% variations unexplained by
the model. Individual influences or interpretations of coefficients of the predictor variables are

presented below.

Perceived usefulness: A unit change in the mean value of perceived usefulness would lead to,
on average, a 0.309 mean value change on attitude; holding other predictor variables in the
model constant; the mean value could range between 0.309 + 0.053 (Standard Error of 0.053). In
other words, a unit change in the mean value of consumer perception on usefulness of mobile
banking, on average, would result a 0.309 average mean value change on attitude; holding other
predictor variables in the model constant. Inferring from the model above the influence of
perceived usefulness on attitude is positive and statistically significant; when mean value of

perceived usefulness increases mean value of attitude will also increase and vice versa.

Perceived ease of use: A unit change in the mean value of perceived ease of use would lead to,

on average, a 0.209 mean value change on attitude; holding other predictor variables in the
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model constant: the mean value could range between 0.209 + 0.048 (Standard Error of 0.048). In
other words, a unit change in the mean value of consumer perception on effortlessness of mobile
banking, on average, would result in a 0.209 average mean value change on attitude; holding
other predictor variables in the model constant. Inferring from the model above the influence of
perceived ease of use on attitude is positive and statistically significant; when mean value of

perceived ease of use increases mean value of Attitude will also increase and vice versa.

Trust: A unit change in the mean value of trust would lead to, on average, a 0.296 mean value
change on attitude; holding other predictor variables in the model constant: the mean value could
range between 0.209 + 0.050 (standard error of 0.050). In other words, a unit change in the mean
value of consumer perception on trustworthiness of mobile banking would lead to, on average, a
0.296 mean value change in attitude; holding other predictor variables in the model constant.
Inferring from the model above the influence of trust on attitude is positive and statistically
significant; when mean value of trust increases mean value of attitude will increase as well and

vice versa.

4.7.2. Interpretation of the finding from the second model: intention
This section interprets the findings from the equation presented below which is an output of the

regression analysis on Intention;

Intention = 1.734 + 0.138(AS) — 0.013(AF) + 0.237(AP) + 0.265(ASt)
The equation presented above indicates that when consumers’ attitude strength and attitude
toward success, failure, and process/learning have a mean value of zero (0), their mean intention
value would be the value of the Y-intercept which is 1.734: the mean value could range between
1.734 + 0.129 (standard error of 0.129). This means, if either of the predictor variables attitude
toward success, failure, process/learning, and attitude strength do not have a mean value different
from zero (0) the mean value of their intention would be 1.734 which emanates from the 49.5%
variations unexplained by the model. Individual influences or interpretations of predictor

variables coefficients are presented below.

Attitude toward success: A unit change in the mean value of attitude toward success would lead
to, on average, a 0.138 mean value change on intention; holding other predictor variables in the

model constant: the mean value could range between 0.138 + 0.040 (standard error of 0.050). In
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other words, a unit change in the mean value of consumers’ expectation of success would lead to,
on average, a 0.138 average mean value change on intention; holding other predictor variables in
the model constant. Inferring from the model above the influence of attitude toward success on
intention is positive and statistically significant; when mean value of attitude toward success

increases mean value of intention will increase as well and vice versa.

Attitude toward failure: A unit change in the mean value of attitude toward failure would lead
to, on average, a -0.013 mean value change on intention; holding other predictor variables in the
model constant: the mean value could range between -0.013 = 0.022 (standard error of 0.022). In
other words, a unit change in the mean value of consumers’ expectation of failure would lead to,
on average, a -0.013 average mean value change on intention; holding other predictor variables
in the model constant. Inferring from the model above the influence of attitude toward failure on
intention is negative and statistically insignificant; when mean value of attitude toward failure

increases mean value of intention will decrease and vice versa.

Attitude toward process/learning: A unit change in the mean value of attitude toward
process/learning would lead to, on average, a 0.237 mean value change on intention; holding
other predictor variables in the model constant: the mean value could range between 0.237 +
0.039 (standard error of 0.039). In other words, a unit change in the mean value of consumers’
attitude toward process/learning would lead to, on average, a 0.237 average mean value change
on intention; holding other predictor variables in the model constant. Inferring from the model
above the influence of attitude toward process/learning on intention is positive and statistically
significant; when mean value of attitude toward process/learning increases mean value of

intention will increase as well and vice versa.

Attitude strength: A unit change in the mean value of attitude strength would lead to, on
average, a 0.265 mean value change on intention; holding other predictor variables in the model
constant: the mean value could range between 0.265 + 0.031 (standard error of 0.031). In other
words, a unit change in the mean value of consumers’ attitude strength would lead to, on
average, a 0.265 average mean value change on intention; holding other predictor variables in the
model constant. Inferring from the model above the influence of attitude strength on intention is
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positive and statistically significant; when mean value of attitude strength increases mean value

of intention will also increase and vice versa.

4.8.  Findings of quantitative and qualitative analysis
This study was undertaken using quantitative and qualitative data as an input. Questionnaires and
interviews were used as an instrument to collect the data. As stated earlier the data was collected
from consumers who subscribed for the service; from branches of two private banks located in
Addis Ababa, Dashen Bank and United Bank.

This study attempted to assess the influence of attitude on mobile banking adoption in Ethiopia.
To understand the influences, factors influencing attitude of consumers toward mobile banking
and its corresponding roles on intention to adopt mobile banking are explored. In so doing,
Technology Acceptance Model (TAM), trust, Theory of Trying (ToT) and the concept of attitude
strength had been used as an input. The results of these data analysis are presented below.

The findings from the questionnaire implies that consumer attitude toward mobile banking is
influenced by perceived usefulness, perceived ease of use and trust. Consumer intention to adopt
mobile banking on the other hand is influenced by attitude toward success, attitude toward
failure, attitude toward process/learning to adopt mobile banking and attitude strength.

Demographic factors that influence attitude and intention significantly are occupation, mobile
banking usage status and usage frequency; they influence both attitude and intention while
monthly income and service provider significantly influence intention only. Furthermore, attitude
is positively correlated with all of its predictor variables i.e. perceived usefulness, perceived ease
of use, and trust. Similarly, intention is positively correlated with attitude toward success,
attitude toward process/learning, and attitude strength, but has an inverse correlation with

expectation of failure.

Attitude and intention have a statistically significant strong relationship with their corresponding
model. Predictor variables in the first model, attitude, explain 40.7% of variations in the
predicted variable while the second model, intention, explain 50.5% of variations in the outcome

variable, moreover, the two models are statistically fit for the collected data.
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The findings from the interviews point toward other factors affecting both attitude and intention
of consumers besides to the variables stated in the models. These are system failures, risk
involved, effortlessness, network strength, security features, awareness, and employee capacity.
The interviews also reveal that most of the transactions conducted through mobile banking are
airtime purchases. Furthermore, consumers have an optimistic view on mobile banking and are

willing to adopt mobile banking in the future.

To summarize, attitude is influenced by consumers’ perception on usefulness, effortlessness and
trustworthiness of mobile banking and demographic factors. All the predictor variables of
attitude have a statistically significant influence at p < 0.05 and positively correlated. Intention
on the other hand, is influenced by expectation of success, failure, process involved, and the
strength of their attitude beside demographic factors. The influence from expectation of success,
process involved, and attitude strength is statistically significant at p < 0.05 and positively
correlated. Expectation of failure on the other hand has a statistically insignificant influence on

intention at p < 0.05 and they are negatively correlated.
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Chapter five
5. Summary, Conclusion and Recommendation

5.1. Summary of the findings
This study attempted to assess the influences of attitude on mobile banking adoption in Ethiopia.
To understand the influences, factors influencing attitude of consumers toward mobile banking
and its corresponding influence on intention to adopt mobile banking are explored. In so doing,
Technology Acceptance Model (TAM), Trust, Theory of Trying (ToT) and the concept of
attitude strength had been used as an input. The findings demonstrate that respondents agree on
the usefulness, easiness and trustworthiness of mobile banking and have an optimistic attitude
toward mobile banking. Similarly, their attitude toward success and process is positive and
strong, but their attitude toward failure is neutral i.e. neither positive nor negative. Their

intention toward adopting mobile banking is positive.

Attitude and intention are significantly influenced by occupation, mobile banking usage status
and usage frequency while monthly income and service provider significantly influence attitude
only. Furthermore, attitude is positively correlated with all of its predictor variables. Similarly,
intention is positively correlated with all of its predictor variables, but has an inverse correlation
with expectation of failure. Attitude and intention have a statistically significant strong
relationship with their corresponding models as well. Predictor variables in the models are
statistically fit for the collected data and explain significant portion of variations in the predicted
variables i.e. 40.7% for attitude and 50.5% for intention.

Figure 5.8 Model’s path coefficients: attitude
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Figure 5.9 Model’s path coefficients: intention
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Similar to the finding of Gu et al. (2009) trust is a more powerful determinant than perceived
ease of use. The finding also confirmed that major drivers of adoption including perceived
usefulness and perceived ease of use significantly influence mobile banking as indicated by Ha et
al. (2012). But the argument by Ha et al. (2012) that perceived ease of use is usually regarded as

perceived usefulness does not seem to hold true in this study.

The finding of this study support findings by Alemayehu (2017), Mulualem (2015), Matiwos
(2018), and Nesibu (2017) that both perceived usefulness and perceived ease of use influence
mobile banking adoption. Furthermore, the study support the argument that consumers attitude
toward mobile banking influences intention. Chaouali et al., (2017) found that intention to adopt
is the outcome of attitude toward success, failure, and process which supports the findings of this
study. But attitude toward failure is statistically insignificant to affect intention. Kim et al. (2009)
found that attitude strength determines the role of attitude on intention to adopt mobile banking,

an argument significantly supported by the finding of this study.

5.2.  Conclusion
The findings of the study indicate that usefulness and effortlessness of mobile banking in
combination with trust are major determinants of consumer attitude to adopt mobile banking.
Attitude toward success and process in addition to their corresponding attitude strength
determines intention to adopt mobile banking. Attitude toward failure or expectation of failure to
adopt mobile banking influences mobile banking as well, but it does not have statistical
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significance. Therefore, intention to adopt mobile banking is influenced by attitude toward

success, attitude toward process and attitude strength.

Demographic factors such as occupation, mobile banking usage status and usage frequency
significantly influence attitude and Intention. In addition to demographic factors, perceived
reliability, perceived risk, effortlessness, consistency and convenience of platforms, network
quality, security features, consumer and employee awareness, employee competency and

customer support platforms determine attitude and Intention.

The study also confirms that the key inputs in this study, TAM and ToT, combined with trust and
attitude strength, significantly explain variations in mobile banking adoption. This is an
indication that TAM is still an essential and key theoretical input to study mobile banking

adoption.

To conclude, the factors that influence attitude toward mobile banking are perceived usefulness,
perceived ease of use and trust. Similarly, attitude toward success, attitude toward process and
attitude strength significantly influence intention to adopt mobile banking. Demographic factors

as well have their own contribution in determining the attitude and intention of consumers.

5.3. Recommendations
Based on the findings of this study, the following recommendations are forwarded to the

management body of the two banks.

Firstly, to improve mobile banking adoption in Ethiopia the banks have to improve the reliability
of their platforms. Awareness creation in particular needs special attention. Fishbein & Ajzen
(1975) argued that although people prefer similar behaviors than dissimilar they tend to chose
dissimilar normal than similar but disturbed. Therefore, reliability is a key feature for a
sustainable adoptoin of mobile banking. Moreover, majority of transactions performed by mobile
banking are airtime purchases because the percieved severity of failure to conduct transactions
properly is lower than other transactioins. Thus, banks should focus on the risk of conducting

transactions using mobile banking as well.

Secondly, among the major impediments to mobile banking adoption in Ethiopia some of the
factors are under the control of the banks while others are beyond the control of commercial

71



banks. Thus, banks should focus on those which are under their scope of control than wasting
resources on those that have an effect at macro level. As a result, since the correlation between
perceived usefulness and attitude had the least Pearson’s correlation compared to other variables,
banks should emphasize on making mobile banking easier and trust worthy through simplified

displays and eliminating idle steps rather than promoting the usefulness of mobile banking.

Thirdly, future modifications and awareness creations should consider consumers’ occupation,
mobile banking usage status and frequency of usage. They should separately consider these
groups because consumers who need time to adopt mobile banking and those who already using

mobile banking have different familiarity and expectation.

Fourth, promotions need to focus on creating a situation which necessitates the need to use
mobile banking. This is because respondents are willing to adopt mobile banking in the future.
By doing this the banks can incorporate those who are complacent with the way conventional
branches are providing services, but have a positive attitude toward mobile banking and intend to

learn how to use the platform.

Finally, as indicated in the previous section socio-demographic factors have a considerable
influence on attitude and intention toward mobile banking. Thus, future studies may infer the
findings of this study as a reference and incorporate socio-demographic factors as control

variable; particularly occupation, mobile banking usage status and usage frequency.

72



Reference

About Us - Dashen Bank. (n.d.). Retrieved October 15, 2018, from www.dashenbanksc.com:
https://dashenbanksc.com/about-us/

Addisfortune.net. (2017, January 03). Retrieved May 14, 2017, from Local Banks Swimming in
Murky Water: https://addisfortune.net/columns/local-banks-swimming-in-murky-water/

(2016). African Banking Survey. Johannesburg, SA: PwC South Africa.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and Human
Decision Processes 50 , 179-211.

Anderson, J. (2010). M-banking in Developing Markets: Competitive and Regulatory
Implications. info, Vol. 12 Iss 1 pp. 18 - 25.

Andrew, W. (2009). Mobile Banking in Developing Countries (a case study on Kenya).

Bagozzi, R. P. (2007). The Legacy of the Technology Acceptance Model and a Proposal for a
Paradigm Shift, Volume 8, Issue 4, Article 7. Journal of the Association for Information
Systems , 244-254.

Bagozzi, R. P., & Warshaw, P. R. (1990). Trying to Consume. Journal of Consumer Research,
Vol. 17, No. 2, 127-140.

Bagozzi, R. P., Davis, F. D., & Warshaw, P. R. (1992). Development and Test of a Theory of
Technological Learning and Usage. Human Relations 45: , 659.

Baptista, G., & Oliveira, T. (2015). Understanding mobile banking: The unified theory of
acceptance and use of technology combined with cultural moderators. Computers in Human
Behavior 50 , 418-430.

Barnes, S. J., & Corbitt, B. (2003). Mobile Banking: concept and potential. Int. J. Mobile
Communications, Vol. X, No. X, XXxX .

Batiz-Lazo, B., Haigh, t., & stearns, D. L. (2013). How the Future Shaped the Past: The case of
the cashless society. Business history conference (pp. 103-131). Oxford University Press.

Brooks, C. (2014). Introductory Econometrics for Finance (Third ed.). New York: Cambridge
University Press.

Central Statistical Agency (CSA) [Ethiopia] and ICF. (2016). Ethiopia Demographic and Health
Survey 2016. Addis Ababa, Ethiopia, and Rockville, Maryland, USA: CSA and ICF.

73



Chaoualia, W., Souidenb, N., & Ladharib, R. (2017). Explaining Adoption of Mobile Banking
With the Theory of Trying, General Self-Confidence, and Cynicism. Journal of Retailing and
Consumer Services 35, 57-67.

CPDD, Dashen Bank. (2016). 20th Anniversary Magazine: Milestones in Dashen Bank's 20
Years History. Addis Ababa, Ethiopia: Dashen Bank.

Cronin Jr., J. J., & Taylor, S. (July 1992). Measuring Service Quality - a reexamination and
extension. Journal of Marketing , 56, 3; ABI/INFORM Global pg. 55.

Curran, J. M., & Meuter, M. L. (2005). Self-service technology adoption: Comparing three
technologies. Journal of Services Marketing, Vol. 19 Iss 2, 103 - 113.

Dauda, S. Y., & Lee, J. (2015). Technology Adoption: A conjoint analysis of consumers’
preference on future online banking services. Information Systems , Volume 53, Pages 1-15.
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992 ). Extrinsic and Intrinsic Motivation to Use

Computers in the Workplace. Journal of Applied Social Psychology 22, 14, 1111-1132.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer
Technology: A comparison of two theoretical models. Management Science, Vol. 35, No. 8 ,
982-1003.

Dealing with Credit Crunch: Difficulty in Accessing Credit Means the Private Sector will
Struggle to Survive. (2014, July No.16). Retrieved October 17, 2017, from
www.ethiopianbusinessreview.net:
http://www.ethiopianbusinessreview.net/index.php/economy-finance/item/507-dealing-with-
credit-crunch-difficulty-in-accessing-credit-means-the-private-sector-will-struggle-to-survive

Deloitte. (2012). Are we headed towards branchless banking? Deloitte & Co. S.R.L.

Donner, J., & Tellez, C. A. (2008). Mobile Banking and Economic Development: linking
adoption, impact, and use. Asian Journal of Communication , 18:4, 318-332.

Driga, ., & Isac, C. (2014). E-Banking Services: features, challenges and benefits. Annals of the
University of Petrosani, Economics, 14(1) , 49-58.

Eagly, A. H. (1992). Uneven Progress: Social psychology and the study of attitudes. Journal of
Personality and Social Psychology, Vol. 63, No. 5, 693-710.

Ekekwe, N. (2016, JULY 28). What Africa’s Banking Industry Needs to Do to Survive. Retrieved
May 22, 2018, from Harvard Business Review: https://hbr.org/2016/07/what-africas-banking-

industry-needs-to-do-to-survive

74



Etim, A. S. (2014). Mobile Banking and Mobile Money Adoption For Financial Inclusion.
Research in Business and Economics Journal Volume 9 , 1-13.

Field, A. (2009). Discovering Statistics Using SPSS (Third Edition ed.). London: SAGE
Publications Ltd.

Fishbein, M., & Ajzen, I. (1975). Belif, Attitude, Intention and Behavior: An introduction to
theory and research. Philippines: Addison-Wesley.

Fox, B. (2018, September 28). Mobile Money Revolution Hits Ethiopia. Retrieved January 14,
2019, from www.euractiv.com: https://www.euractiv.com/section/africa/news/mobile-money-
revolution-hits-ethiopia/

Fraenkel, J. R., Wallen, N. E., & Hyun, H. H. (2012). How to Design and Evaluate Research in
Education (Eighth edition ed.). New York: McGraw-Hill.

Gorham, M., & Singh, N. (2009). Electronic Exchanges: The global transformation from pits to
bits. Burlington, MA: Elsevier Inc.

Gu, J.-C., Lee, S.-C., & Suh, Y.-H. (2009). Determinants of Behavioral Intention to Mobile
Banking. Expert Systems with Applications 36 , 11605-11616.

Ha, K.-H., Canedoli, A., Baur, A. W., & Bick, M. (2012). Mobile Banking — Insights on its
increasing relevance and most common drivers of adoption. Electron Markets 22 , 217-227.
History of Banking. (n.d.). Retrieved October 15, 2018, from National Bank of Ethiopia:

https://nbe.gov.et/index.html

Kim, Y. J., Chun, J. U., & Song, J. (2009). Investigating the Role of Attitude in Technology
Acceptance From an Attitude Strength Perspective. International Journal of Information
Management 29 , 67-77.

Kothari, C. (2004). Research Methodology: Methods and techniques (Vol. Second revised). New
Delhi: New Age International (P) Ltd., Publishers.

Krishnan, S. (2014). The Power of Mobile Banking: How to proft from the revolution in retail
financial services. Hoboken, New Jersey: John Wiley & Sons, Inc.

Lai, P. (2017). The literature review of technology adoption models and theories for the novelty
technology. JISTEM - Journal of Information Systems and Technology Management, Vol. 14,
No. 1, 21-38.

Lawrence, J. E., & Tar, U. A. (2010). Barriers to E-Commerce in Developing Countries.

Information, Society and Justice, Volume 3, No. 1, 23-35.

75



Local Banks Swimming in Murky Water. (2018, January 03 [ VOL 17 ,NO 870]). Retrieved
September 19, 2018, from addisfortune.net: https://addisfortune.net/columns/local-banks-
swimming-in-murky-water/

Mbiti, I., & Weil, D. N. (2011, June). Mobile banking: the impact of m-pesa in kenya. Working
Paper . Cambridge, MA: National Bureau of Economic Research.

Mersha, T., Sriram, V., Yeshanew, H., & Gebre, Y. (2012). Perceived Service Quality in
Ethiopian Retail Banks. Thunderbird Int'l Bus Rev , 54: 551-565. doi:10.1002/tie.21483.

NBE. (2019). Quarterly Bulletin: First Quarter 2018/19 Fiscal Year Series, Volume 35, No. 1.
Domestic Economic Analysis & Publication Directorate. Addis Ababa: National Bank of
Ethiopia.

Norman, G. (2010). Likert Scales, Levels of Measurement and the ‘‘Laws’’ of Statistics. Adv in
Health Sci Educ Volume 15, Issue 5, pp 625-632 , https://doi.org/10.1007/s10459-010-9222-
y.

Nunnally, J. C. (1975). Psychometric Theory: 25 years ago and now. Educational Researcher , 4
(10), 7-14 + 19-21.

Oliveira, T., & Martins, M. F. (2011). Literature Review of Information Technology Adoption
Models at Firm Level. The Electronic Journal Information Systems Evaluation , Volume 14
Issue 1 2011, (pp110-121), available online at www.ejise.com.

Porteous, D. (2006). The Enabling Environment for Mobile Banking in Africa. Department for
International Development (DFID). Boston, MA: Bankable Frontier Associates.

Porteous, D. (2006). The Enabling Environment for Mobile Banking in Africa. Boston, MA:
Department for International Development (DFID).

Quinlan, C. (2011). Business Research Methods. Cheriton Hause, North Way, Andover,
Hampshire, SPIO SBE, United Kingdom: Cengage Learning EMEA.

Seddighi, H. R. (2012). Introductory Econometrics: A practical approach. New York:
Routledge.

Shaikh, A. A., & Karjaluoto, H. (2015). Mobile Banking Adoption: A literature review.
Telematics and Informatics , Volume 32, Issue 1, 129-142.

Shaikh, M. A. (2014 ). Ethiopian Banker’s Perception of Electronic Banking in Ethiopia — A
case of adama city. International Journal of Scientific and Research Publications , Volume 4,

Issue 9 .

76



Shanley, M., & Peteraf, M. (2005). Balancing Theory and Technique: Methodological issues in
strategic groups research. Research Methodology in Strategy and Management , 65-92.

Shen, Y.-C., Huang, C.-Y., Chu, C.-H., & Hsu, C.-T. (2010). A Benefit—Cost Perspective of the
Consumer Adoption of the Mobile Banking System. Behaviour & Information Technology,
29:5, 497-511.

Skyrocketing Office Rent: A critical challenge for banks branch expansion in ethiopia. (2014,
August. No.17). Retrieved September 14, 2018, from www.ethiopianbusinessreview.net:
http://www.ethiopianbusinessreview.net/index.php/economy-finance/item/533-skyrocketing-
office-rent-a-critical-challenge-for-banks-branch-expansion-in-ethiopia

Solomon, M., Bamossy, G., Askegaard, S., & Hogg, M. K. (2006). Consumer Behaviou: A
european perspective-third edition. Harlow, England: Pearson Education.

Sumanjeet, S. (2009). Emergence of Payment Systems in the Age of Electronic Commerce: The
state of art. Asia Pacific Journal of Finance and Banking Research , Vol. 3. No. 3.

Taber, K. S. (2018). The Use of Cronbach’s Alpha When Developing and Reporting Research
Instruments in Science Education. Res Sci Educ , 48, 1273-1296.

Tourangeau, R. (1987). Attitude Measurement: A cognitive perspective. Social Information
Processing and Survey Methodology , 149*162.

Why Online Banking Fails to Flourish in Ethiopia. (2018, June 16 - July 15). Retrieved from
www.ethiopianbusinessreview.net:
http://www.ethiopianbusinessreview.net/index.php/commentary/item/5935-why-online-
banking-fails-to-flourish-in-ethiopia

Wooldridge, J. M. (2013). Introductory Econometrics: A modern approach (Fifth ed.). Mason,
OH : South-Western.

Worku, G. (2010). Electronic-Banking in Ethiopia- Practices, Opportunities and Challenges.
Journal of Internet Banking and Commerce, Vol. 15, No.2 .

Worku, G., Tilahun, A., & Tafa, M. (2016). The Impact of Electronic Banking on Customers’
Satisfaction in Ethiopian Banking Industry (The case of customers of Dashen and Wogagen
Banks in Gondar city). Journal of Business & Financial Affairs , 5: 174.

Xie, C., Bagozzi, R. P., & Troye, S. V. (2008). Trying to Prosume: Toward a theory of

consumers as co-creators of value. Journal of Academy of Marketing Science 36 , 109-122.

77



Yager, R. R. (1999). Including Decision Attitude in Probabilistic Decision Making. International
Journal of Approximate Reasoning 21 , 1-21.

Yamane, T. (1967). Statistics: An introductory analysis, 2nd Edition. New York: Harper and
Row.

Zand, D. E. (1997). The Leadership Triad: Knowledge, Trust, and Power. New York: Oxford
University Press, Inc.

Zhou, T. (2012). Examining mobile banking user adoption from the perspectives of trust and
flow experience. Information Technology Management 13 , 27-37.

78



Survey instruments
Appendix A: Amharic and English questionnaires

Ambharic questionnaire
amee

PG ChO: APT QA PARA O7NT PATFD- havahhrt NPOLA AT PO AL PA®- +&KT (The
effect of attitude on mobile banking adoption in Ethiopia)

PCE? P9ULLNGOID: A NPA PEAT hetk PP (AMA in International Business, h Hochschule
Mainz, Germany A5 MSc in Quality Management and Organizational Excellence, h
Addis Ababa University, Ethiopia

A-72.4\: abera.bekele.kejela@students.hs-mainz.de

@& TP T

(i aem@P AL Noeatq +mPolPT A PALA 779 LAF@- havahit NPALA A7 7T PO-ATT AL
PAD- FERT ATITST PTILCID: TLE AL PONALT AQTPRA APLLLCT MNNC HINHPA:: PHY TG IF T
erMPTLPT hovahht NPALA AT POATE AL PADT +XAT APLS T (MNATIE LOAA:: ACOHP
PTLAMT 9PlE Agvarldf du-E (MY F L@-AN:: PACOP TTVrE ATAUIC PLOMeT avlE
TNPEPRrE ¢FMOP SUPGA::

eU7T aompeP avav-At Mo-15 LEPPTT LOASA:: (@AM 1 TPRPTT PPH ALY AP0k AP DI
ALLAT® N7INF PTLaPAG: GFD<:: -(vk NRTC ALOPAG- TPeT 4 TEEPT 0 Lickert scale rating eo7.9°x
LPSH:: PACAD IPAT ATSE @91 @047 AALT WFAT aPm? (FFAM@- apavg P avlt gav«fv::

AATNNCP DA ATPOITAD!

hHY OFF Atamet TEEPT hah®P7 (V) Paht 0 tam<t het 0FPTF AL P

.  AmPAL avlF
2 o728 | Ot Lo| ereuck 2% 25 0B | AT 15 824 pE 8.4 N2 414 NAL
18-25 | 26-35 |36-50 |50+ L4 et v P (e~ | TPMS | - AL | T4 | AA
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1,650 M,651 AG 05,251 A9 10,900
’ ’ 807 a%h | v0t a7

eoC AT 5250 hhA | 10,900 @ohhd (A2, 1.6. | P99 20100 | vt Q%h

M. a7h
PIP0LA A 7HCe 7 (Mobile Internet) 1 hovt O FF| (1 AG2 Aot | (1 24655 Aavt| (15 Aavt NAL] (9B
ATALE AT AP PhA haodt /D¢t O aonnd O avhpA O O O
+MmParPA
07 @-OT AT A9°7 PhA (0 P9°0LA
ArtCet7 (Mobile Internet) A+Aee m A0 0FF | 01hG2 a0F | 0 265 A0F | 05 a0+ | Oseq
nae Tt et 0 owhna 0 | oohna O | 04g O 0

0PCT™& AT NTlLAM@ P0G AT (FeRT1é WA ATT45F PN 0P 718 hAAL 10 NAD- PTG

AP O heLA° O °sAT O

P INICOT (A07/VNLT) O7h PTLAM@T PPALA AT AN ATITT T TaPHANPA

AP O KRLAT® O

P INICOT (A07/VNLT) O7h PTLAM@T PPALA AT AT\ LTI

AP O ARLA® O °GAQ+ O

PILINICOT (A07/VNLT) A7 PTLAM@T PPALA A7 ANt I°7 PUA £1919°0 LTI

OtrLoo". O A& O

nark A28 O

neren O

. AOFPT PARA AT MPTLETE AMMPPI® PAATT AG TATLIT 050 U
Aavavp(L AOWP? 2(Y) PPART NeemPd® OLI° ¢PEET NN hHY 0FF htamet ALSH1CT I2C CAPTY

PAIPIOTE @RIC PAGPATITNT oot (FAM-F h&T NPT AL Povphrk:: ALV eoLhtat? apaoHE jpQef
2meav:: (ALFTTECE N Kim et al. (2009) AT Gu et al. (2009) ¢+@004% GF@-).

avav§ 1 p(F (Rating points)

PPALA ATTTT MPOUrT HAFEPT 0450  vb S
(Respondent’s perception on usefulness of mobile banking |- 0®cli| 2 3- 4- 5- AMg°
AANTITIFO AANTTTIP0| aPhDAG [AATITIAD-(hDTTTTAD-
platform)
1| POgA A7 71T aemdd® AT AT (AN ATITTH POTAA
(using mobile banking enhances your access to banking services) 1 2 3 4 5
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1- Qepe-i RAGTTo79 2- hi\hoeIge 3- oA 4- heTIND- 5- ANg° AT1IND-
(strongly disagree) (disagree) (neutral) (agree) (strongly agree
PAgA A7 aemPd® AN ANINTT NEPrE ATIGOT ChTFAN

(using mobile banking enables you to complete banking activities 1 2 3 4 5
quickly)

PAgA A7 oMb LHT gm0 LOFAA

(using mobile banking helps you use your time effectively) 1 2 3 4 >
PAgA A7 AAMPPI® PAA 1@+ (mobile banking is easy to use) 1 9 3 4 5
PagA A7 Mol 1o (mobile banking is useful) 1 9 3 4 5
PPPNLA ATNTTT AAMP PP PANYT TATEPT OHL%0TE UbT

Respondent’s perception on ease of use of mobile banking |- 0|  2- 3- 4- 5- AN
platform AAOTITIFO AANTTUIP0| aPhhAG (AATITIAD- hOTITIAD-
PPALA AT AMPPI° TP RN AL TIPA PAN 10+

(it is easy to learn how to use mobile banking and conduct transactions) 1 2 3 4 5
PALAT ANTh AT aomPd® (1HI° PAOTPC Tt ALMEPI°

(using mobile for banking transactions requires less mental effort) 1 2 3 4 >
PaAgAT Nleemed® aTh A1NINTT T9TT T rtAer L@+ av 1l Q10 it

Lme.Fi

(it requires less effort to conduct my transactions through mobile 1 2 3 4 5
banking )

PALAT AOTh AIAINT AZ&TIMPI LTLAM aPavlPPT AKX AG (1PAN

PILLAT 1D+ 1 ) 3 4 5
(instructions to conduct mobile banking are clear and understandable)

Y 08T b LhIPT PPA0N A%1SEr 20T aP1iN1e aP & (PAN

AAtI0CH Pagh A7 T19° NPAN AT D-

(1 easily adopted previous alternative banking services such as ATM 1 2 3 4 5
and I will do the same with mobile banking)

PPALA ANTTT AT HAFEPT OHHT U2 Camei| o 5 w |5 ame
Respondent’s Trust on mobile banking platform AANTITI9 AANTITITR| aPNNAT |AQTITIND AATITIAD-
PILININCNT ATh aphhg® AJ° AG HG LAD- ALY PALA A7 717 (Nt

AS NPATES aoamt @ FAN

(your bank has a good reputation and can provide mobile banking | 1 2 3 4 5
services efficiently)
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1- (epre-ti hAGT779° 2- hA\O=1779° 3- aohhAF 4- R 170D~ 5- AN AQ717I0\D-

(strongly disagree) (disagree) (neutral) (agree) (strongly agree
PrlmPEt alEPT KG PLIC thtaet DT ATICo ANt ACYPT

IC tPed. GTo- 1 2 3 4 5
(the steps and information requested are typical of similar platforms)

eI A% QUTPFPT APmOP ADGAL PP 9UNT (M010-4F)

AT8NPT LOTIPIA 1 ) 3 4 5
(you feel safe that your bank has the required resources to protect you)

PILININCOT QTh FPTrET ATIRL0 APLUIP AR ACAP AATPmLIP FOTI°

°nN70T LAD-9° 1 2 3 4 5
(your bank has no reason to be dishonest and not care about you )

PTLINICOE AT ATPTE PTLAANT AG PO NLSTG 18T P T PT14R9° 10+

(your bank is trustworthy and keeps promises and commitments) 1 2 3 4 5

1. +aFPT dA PARA AT T PATF@- hevAhht
. Ageav\Q KAONPT 2(V) AN Named® MLI° e EET N0 hHY OFF htam<t AETTICT 2C PAPTT
PaCPTE MRI° AAPNTI Tt oo (FAmet het OFPTF AL Pavphrk:: ALY oLhtAT7 avarHE 170
emeav:: (WFTTICE 1 Kim et al. (2009)% Taylor et al., (2001) A9 Bay & Daniel, (2003) ¢1®@0% GFa@-).
avao{5 1P (Rating points)

FAFLPT A PALA AT LAFD- haophirt Capei| 5 v |5 o0mm
Respondent’s Attitude toward trying mobile banking AANTITIPPAANTTTIPR| avhhAE [hOTITIAD- A0 IUTA D
PIPOLA N7h AIANINTT aPMPI° TCETT L4000

(Using mobile banking is advantageous) 1 2 3 4 5
PPALA O AT LaomdbTh AHTIT,9 AP IR 1@+

(My using mobile banking is favorable) 1 2 3 4 5
PIPNLA O7h AN IACTT aPMPbg® avFA, T4 0% A240TT LLCIA

(Adopting mobile banking would make me feel Good) 1 2 3 4 5
PPOLA A7 A10\ATT aPmPg® avF, CLATT T A% LAmTA

(Adopting mobile banking would make me feel Happy) 1 2 3 4 5
PIPLA O7h A1\0TT aPmPg° avF, S+ Pt 07T LAMTA

(Adopting mobile banking would make me feel Beneficial) 1 2 3 4 5

avav§’ 1T (Rating points)

TaFPT PAgA AMIT? Phe dasaht PATFO- Aevanhct

Respondent’s Attitude toward trying mobile banking and |- 0%¢d|  2- 3- 4- | 5 0OP
succeeding AANTITIPP | AANTTI9°| aPhnAG (AATITIAD- AT TIAD-
PARA A7 Phe “ahT aoF, P4 A%t A78.0°T7 £ (Trying

and succeeding at adopting mobile banking would make me feel Good) 1 2 3 4 5
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1- (epre-ti hAGT779° 2- hA\O=1779° 3- aohhAF 4- R 170D~ 5- AN AQ717I0\D-
(strongly disagree) (disagree) (neutral) (agree) (strongly agree
o | TALA AT PRE @At aoFa, N 0% LamEh (Trying
and succeeding at adopting mobile banking would make me feel 1 2 3 4 5
Happy)
3 PaeA AT Phe “lant Fa, etaPolrt 0°F  LATCNTA
(Trying and succeeding at adopting mobile banking would make me 1 2 3 4 5
feel Beneficial)
avav§’ 1T (Rating points)
TAFEPTF PAZA MM Phi@- 2ANATFD- PAFD- havahht
Respondent’s Attitude toward trying mobile banking, but failing |- 0P¢d | 2- 3- 4- | 5- 0
to succeed AANTITIPPAANTTI9°| aPhnAG (AATITIAD- AT TIAD-
1 | T84 70T Phe ANt AAGPFN PP AL hT9.ATTT PRCIA
(Trying but failing at adopting mobile banking would make me feel 1 2 3 4 5
Bad)
5| OLA Q77 Phe ANt AAgeFA LS T AT LAMTA
(Trying but failing at adopting mobile banking would make me feel Unhappy) 1 2 3 4 5
3 PALA AOTLTT? Phe “Iant AAdPFA o7t A% AT8.09TT 200N
(Trying but failing at adopting mobile banking would make me feel Unbeneficial) 1 2 3 4 5
avavl{5’ 3 p(VF (Rating points)
HAFGPT EPORA OTh AINUCT? AmPer haooeic (LeAF AR) PAT@- Aaophlit
s . . i 1- Neppe-nl 2- 3- 4- 5- 1Mg°
l;;:]ﬁ?:;ent s Attitude toward learning/process to use mobile PPt e A O N A ity g
1 | f0LA %h RINNTT A FPI° 0TI Té AT WTATTT PLCIA
(Learning to use mobile banking would make me feel Good) 1 2 3 4 5
2 PP0LA O7h ATNINTT AMPPI® avTIC AT 1T 9% 2AMT A
(Learning to use mobile banking would make me feel Happy) 1 2 3 4 5
3 PPOLA 07h ATANTT AmPPI° aoaIC O+m STt A% LAPCNTA
(Learning to use mobile banking would make me feel Beneficial) 1 2 3 4 5

10.

V. 44ZaPF eragh a7h kdlet AL SAFD- ehavphlvt TMé (AttitudegStrength)
AavavAl KANPT 2(V) PARTE Neemdbg® ORI :reEY NN LY OFF NHAD- ACEHIIC IC PAPTT QTP DRI°
KAGOATITYE oo (hAmet hedt 0FPF Ag favAlvh:: AHUI TN avavlE YPF emdbov: (ARLEHIICHE D

Kimletial.! (2009) ¢100% ¢Fa@-)
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1- (1921 AANTT9I9° (strongly disagree) 2- AAN1779° (disagree)

4- hO9ITIND (agree)  5- NMI° AATI7IAD- (strongly agree)

3- o AT (neutra])

avav§* 1T (Rating points)

+aZFLPT PPALA N7 WIATMNCT? (hovAht PAF@- thavvbd e

’ : 1- (190 2- 3- 4- 5- NNg°
Respondent’s Attitude Strength KAATITIFP RANTITIP| aohhAg [AATITIADAATITIAD:
PIPORA 077 AATPMPI® AN Ageannd ACImE 17
(1 feel certain about my attitude toward using the platform) 1 2 3 4 5

V.  +aFaPTF eeneA 0t AIANT +m Pl APy PATF@- §AYTH(H1aTE) (Behavioral Intention)

11. A0h®7 (V) ARt Neemdd® MHY OFF htAmet ALeH1CT OC LAPTT 0IPITE MRIP hAGPATITY T aomy

Otam<t het 0FPF A favphrk:: AHUI 07Lnt07 avavHT 4 F @mebar-:: (A& +11CE h Kim et al.
(2009): Gu et al. (2009) A5 Chemingui and Ben Lallouna, (2013) ¢+o04. §7Fa-).
1- Q94T AANTT979° (strongly disagree) 2- h\N79I9° (disagree)

4- A0917I0ND- (agree) 5- 1NF° ANTI9TAD- (strongly agree)

3- AT (neutra])

avavl5’ 3 p(VF (Rating points)

TAFEPT PagA OTh At tmdol AP PATO- HMOA

(-f-'lt‘]’(i'p'f-) 1- N5pre-t 2- 3- 4- 5- 1M9°
Respondent’s Behavioral Intention to use mobile banking (BI) A e I L e
PIPOLA O7h ATNNTT aPmPd° AN A7LPT ANNAD-

(I think it is better for me to adopt mobile banking) 1 2 3 4 5
L4  PPALA N7 AT AT PaPmdg® HIA (FATT) AN

(I intend to use mobile banking in the future) 1 2 3 4 5
PO7h A0 10T FAPET AT1TLAT PALA AT ANPIPOT AEAIAD-

(1 would use the mobile banking for my banking needs) 1 2 3 4 5
PALH AN 7T7 Neemebd® £a7h N0L-~7 (transactions) AhZe Afaa@-

(Using the mobile banking for handling my banking transactions is 1 ) 3 4 5
something | would do)

ADLLE  PALA AT Neemdd®  0Th  MNSRFT  ATPad,

(transactions) P77NZ.8: LAPAATA

( 1 would see myself using the mobile banking for handling my 1 2 3 4 5
banking transactions)

ADL4E P9P0LA O7h AMNINTT AHDT& AmPTIND-

(1 will frequently use mobile banking in the future) 1 2 3 4 5
PIPNLA 07N AN ICHT MteT A2G.mPbavs ANLFFAU- (haPhi-0a-)

(I recommend others to use mobile banking) 1 2 3 4 5

THANK YOou!!
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I.  English questionnaire

Questionnaire

Research study title: “Influence of Attitude on Mobile Banking Adoption in Ethiopia: The Case of
Dashen and United Banks in Addis Ababa” by Abera Bekele KEJELA

Researcher’s status: Prospective graduate; MA International Business, Hochschule Mainz and MSc
Quality Management and Organizational Excellence, Addis Ababa University

Researcher's email address: abera.bekele.kejela@students.hs-mainz.de

Dear Sir/Madam,

You are invited to participate in a research study designed to explore “The effect of attitude on mobile
banking adoption in Ethiopia”. The finding of this study is projected to be an input for understanding the
influence of consumer attitude on mobile banking adoption. The information gathered will only be used
for achieving an academic award. | assure you that all information will remain confidential and your

identity will remain anonymous.

Participation in this questionnaire will last approximately 10 to 15 minutes. The questionnaire will
comprise eleven questions, five of which require yes or no answers. The rest is measured using Lickert
scale (rating). Please answer all questions according to the instructions provided. Your response is

essential for the fruitfulness of this study.
I thank you in advance for your time!

Please indicate (v') your appropriate answer to the following information

I. General information

Femal . High | Diplom | Undergradua |Postgraduate | PhD
Male Education
1.1. | Gender e 1.2. . school a te degree degree
attainment
Personal |Employed |Unemployed |Student|Other

18-25 | 26-35 | 36-50 | 50+ . .
1.3. | Age 1.4. |Occupation| business
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Monthl Less than Between Between | Above 16 Service Dashen United
1.5. |. vy 1,650 1,650-5,250 | 5,250-10,900] 10,900 e : Bank Bank
income in ETB provider
2.Please |nd|cgte your mobile internet Less than Between 1 Between 2 and | More than
usage experience (per year) for any Never O
l yearo | and 2 years O Syears O Syears O
purpose
3. Average time spent on mobile Less than Between 1 Between 2 and | More than Never 0
internet (per day) for any purpose 1 hour o | and 2 hours O 5 hours o 5 hours o
4. Do you think it is necessary to have alternative service platforms besides to the traditional banking
platforms?
Yes O NoO  MaybeO
5. Are you registered for mobile banking service?
Yes O No O
6. Are you using the mobile banking service provided by your bank?
Yes O No O Maybe O
7. How often do you use mobile banking to conduct transactions?
Regularly [1 Sometimes [ Rarely [ Never []
Il.  Perceived Usefulness (PU), Perceived Ease of Use and Trust (T)
8. Please indicate the extent of your level of agreement and disagreement with the following statement.
Please tick (v ) on your appropriate answer based on the following rating (adopted from Kim et al.
(2009) and Gu et al. (2009)).
1=strongly disagree 2=disagree 3= neutral 4= agree 5= strongly agree
Rating point
Respondent’s perception on perceived usefulness of 1= o= 3= 5=
mobile banking platform strongly disagree| neutral 4= agree| strongly
disagree agree
8.1 | Using mobile banking enhances your access to banking 1 ’ 3 4 5
services
8.2 | Using mobile banking enables you to complete banking
o . 1 2 3 4 5
activities quickly
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8.3 | Using mobile banking helps you use your time effectively 1 2 3 4 5
8.4 | Mobile banking is easy to use 1 2 3 4 5
8.5 | Mobile banking is useful 1 2 3 4 5
Rating point
Respondent’s perception on perceived ease of use of mobile |1=strongly| 2= 5= strongly
) ; . 3= neutral| 4= agree
banking platform disagree |disagree agree
8.6 | Itis easy to learn how to use mobile banking and conduct 1 ’ 3 4 5
transactions
8.7 | Using mobile for banking transactions requires less
1 2 3 4 5
mental effort
8.8 | Itrequires less effort to conduct my transactions through
. . 1 2 3 4 5
mobile banking
8.9 | Instructions to conduct mobile banking are clear and
1 2 3 4 5
understandable
8.10 | | easily adopted previous alternative banking services 1 ) 3 4 5
such as ATM and | will do the same with mobile banking
Please indicate the extent of your level of agreement and disagreement with the following
statement. Please tick (v') on your appropriate answer based on the following rating (adopted
from Gu et al. (2009)).
1=strongly disagree 2= disagree 3= neutral 4= agree 5= strongly agree
Rating point
Respondent’s trust on mobile banking platform 1= o= 3= 5=
strongly | ..~ .. |4=agree| strongly
di disagree| neutral
isagree agree
8.11| Your bank has a good reputation and can provide mobile
. . . 1 2 3 4 5
banking services efficiently
8.12| The steps and information requested are typical of similar 1 ) 3 4 5
platforms
8.13| You feel safe that your bank has the required resources to 1 ) 3 4 5
protect you
8.14| Your bank has no reason to be dishonest and not care
1 2 3 4 5
about you
8.15| Your bank is trustworthy and keeps promises and 1 ) 3 4 5
commitments

1. Attitude toward trying mobile banking
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9. Please indicate the extent of your remark with the following statement. Please tick (v') on your
appropriate answer based on the following rating point (adopted from Kim et al., (2009), Taylor et al.,
(2001) and Bay & Daniel, (2003)).

1=strongly disagree 2=disagree 3= neutral 4= agree 5= strongly agree
Rating point
1= 2= 3= 4= agree o=
Respondent’s attitude toward trying mobile banking | Strongly | disagree | neutral strongly
disagree agree
9.1 | Using mobile banking is advantageous 1 2 3 4 5
9.2 | My using mobile banking is favorable 1 2 3 4 5
9.3 | Adopting mobile banking would make me feel Good 1 2 3 4 5
9.4 | Adopting mobile banking would make me feel Happy 1 2 3 4 5
Adopting mobile banking would make me feel
9.5 .. 1 2 3 4 5
Beneficial
Rating point
Respondent’s attitude toward trying mobile banking and |1= strongly|2= disagree| 3= neutral | 4= agree |5= strongly
. disagree agree
succeeding
Trying and succeeding at adopting mobile banking would
9.6 1 2 3 4 5
make me feel Good
Trying and succeeding at adopting mobile banking would
9.7 1 2 3 4 5
make me feel Happy
Trying and succeeding at adopting mobile banking would
98 make me feel Beneficial ! 2 3 4 >
Rating point
Respondent’s Attitude toward trying mobile banking, |1= strongly|2= disagree|3= neutral |4= agree|5= strongly
. disagree agree
but failing to succeed
Trying but failing at adopting mobile banking would make
9.9 1 2 3 4 5
me feel Bad
Trying but failing at adopting mobile banking would make
9.10 1 2 3 4 5
me feel Unhappy
Trying but failing at adopting mobile banking would make
.11 me feel Unbeneficial 1 2 3 4 S
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Rating point
Respondent’s Attitude toward learning to use mobile  |1=strongly2= disagree|3= neutral | 4= agree |5= strongly
) disagree agree
banking
9.12 | Learning to use mobile banking would make me feel Good 1 2 5
9.13 | Learning to use mobile banking would make me feel Happy 1 2 5
Learning to use mobile banking would make me feel
9.14 . 1 2 3 4 5
Beneficial
IVV. Attitude Strength
10. Please indicate the extent of your remark with the following statement. Please tick (v) on
your appropriate answer based on the following rating (adopted from Kim et al. (2009))
1=strongly disagree 2=disagree 3= neutral 4= agree 5= strongly agree
Rating point
, . 1= strongly 2= _ _ 5= strongly
Respondent’s Attitude Strength disagree | disagree 3= neutral | 4= agree agree
10.1| I feel certain about my attitude toward using the platform 1 2 3 4 5
V. Intention to use mobile banking
11. Please indicate the extent of your remark with the following statement. Please tick (v') on
your appropriate answer based on the following rating (adopted from Kim et al. (2009); Gu et
al. (2009) and Chemingui and Ben Lallouna, (2013)). 1=strongly disagree 2= disagree
3= neutral 4= agree 5= strongly agree
Rating point
Respondent’s Intention to use mobile banking (I) 1=strongly | 2= 3= neutral| 4= agree 5= strongly
disagree | disagree agree
11.1| I think it is better for me to adopt mobile banking 1 2 3 4 5
11.2| I intend to use mobile banking in the future 1 2 3 4 5
11.3| 1 would use the mobile banking for my banking needs 1 2 3 4 5
114 Using t_he r_nobHe bgnklng for handling my banking 1 ) 3 4 5
transactions is something | would do
115 I WO_Uld see m;_/self usmg_ the mobile banking for 1 ’ 3 4 5
handling my banking transactions
11.6| I will frequently use mobile banking in the future 1 2 3 4 5
11.7| | recommend others to use mobile banking 1 2 3 4 5

THANK YOu!!!
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