International Research Journal of Advanced Engineering and Science

ISSN (Online): 2455-9024

A Study on Perceived Ease of Use on Customers
Adoption to use Mobile Banking Services

Arthika Rajaratnam
Department of Business & Management Studies, Trincomalee Campus, Trincomalee, Sri Lanka-31000
Email address: arthiratham @ gmail. com

Abstract— People around the world are increasingly experiencing
and utilising internet-based services. Among that mobile banking
shares a larger proportion. The main reason for the adoption of
mobile banking services is increased ease of use and 24/7 days of
availability, faster service delivery comparatively with the traditional
mode of accomplishing banking needs. This study mainly focuses the
impact of the perceived ease of use on the mobile banking adoption.
Though there are various studies has been conducted in each country
all over the world, the study which are concentrating Sri Lanka is
very limited. With this evidence Trincomlaee district in Sri Lanka has
been chosen to collect the sample of study. The vital objective of the
study is to identify the level, relationship, impact and whether mean
difference of adoption of mobile banking. Perceived Ease of Use has
been reserved as the independent Variable and Customer Adoption of
mobile banking services has been taken as the dependant variable.
Using simple random sampling hundred- eighty-nine units of sample
has been collected. Self-administered-questionnaire were used for the
data collection. Univariate analyse based on mean scores, bivariate
analyse using Pearson Correlation Coefficient and Regression
Analysis were utilised to analyse the data. In addition, One-Way-
ANOVA were used to examine the mean difference in the Perceived
Ease of Use of the mobile banking between different age groups of
respondents. This research will not only facilitate to enhance the
currently available theoretical knowledge but also helpful to the
mobile banking service providers to focus even more on
customisation based on different age groups. Thereby increased
profit and customer comfort by huge utilisation of mobile banking
services by almost all the age group will be ensured. And also, as a
whole country we will be benefitted from the paperless, environment
friendly banking services.

Keywords— Perceived Ease of Use, Customers Adoption, Mobile
Banking Services.

. INTRODUCTION

Usage of mobile banking services are rapidly increasing all
around Sri Lanka. People started to use Automated Teller
Machine, Cash Deposit Machines, Online Fund Transfer,
Online Bill Settlement and Online Shopping rather purely rely
on traditional banking services which involves in cumbersome
procedure namely massive paper-based operations and time
consumption due to the long queue. Mobile banking services
finds to be faster, easier and 24/7 days of availability
comparatively. Though Mobile Banking Services boost-up the
usage banking services through the greater comfortabilities
still there are people who solely believe on traditional banking
modes. Because they perceive that mobile banking will
compromise the trust, security and also, they face technical
difficulties in the operation. Mostly people above the age of 40
find it reluctant and less likely to accomplish their banking

21

needs through mobile banking applications. But younger
generation relatively tends to utilise mobile banking services
and attaining the maximum benefits out them. This is really a
gap needed to be considered by each mobile banking service
providers to enable older adults to realise the maximum
benefits out of the mobile banking services. One of the main
reasons to the underutilisation of mobile banking services is
the user-friendliness among older adults who are above the
age of 40. Therefore, Perceived Ease of Use is needed the
essential focus across different age group of people.

Il.  PROBLEM STATEMENT

(Davis, 1989) proposed Technology Acceptance Model
known as TAM, which is by far the extensively utilised
frameworks concerning the attitudes and adoption of
technology. This framework is utilized in various research to
investigate the factors influencing people’s use and adoption of
latest technology (V Venkatesh & Davis, 2000). According to
(Davis, 1989), the link to, opinion, belief, purpose and conduct
in technology acceptance model allows us to anticipate the
handling of innovative technologies. TAM s basically a
modified version of another theory known as the Theory of
Reasoned Action or TRA proposed by (Fishbein, 1967).
According to TRA, Perceived Ease of Use (PEOU) and
Perceived Usefulness (PU) are the variables which define a
person’s viewpoint towards his intention to operate a
technology where intention actually acts a mediator in utilizing
the system (Ali & Raza, 2017). TAM model has extensively
been used in many research (V Venkatesh & Davis, 2000;
Davis, Bagozzi, & Warshaw, 1992; Thong, Hong, & Tam,
2006; Viswanath Venkatesh, Morris, Davis, & Davis, 2003;
Lee, Lee, & Kim, 2007. Nevertheless, TAM does not include
economic, demographic and exogenous variables which have
constrained the use of this model in determining the attitude
and intention of an individual towards M-banking adoption (V
Venkatesh & Davis, 2000).

Previously, various researches have been carried out on M-
banking adoption (Lu, Tzeng, Cheng, & Hsu, 2015; Luarn &
Lin, 2005; Gu, Lee, & Suh, 2009; Zhou, Lu, & Wang, 2010).
Many studies have been carried out to investigate the driving
factors of M-banking acceptance (Al-Jabri & Sohail, 2012;
Hanafizadeh, Keating, & Khedmatgozar, 2014; Alalwan,
Dwivedi, Rana, & Williams, 2016) for instance PEOU and PU
(Mohammadi, 2015; Shaikh & Karjaluoto, 2015; Aldas-
Manzano, Ruiz-Mafé, & Sanz-Blas, 2009; Shin, 2009; Jung,
Perez-Mira, & Wiley-Patton, 2009) relative advantage,
compatibility (Hsu, Lu, & Hsu, 2007; Chen, Yen, & Chen,
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2009; Wu & Wang, 2005) and interactivity (T. Lee, 2005)
while few research also studied the barriers which could hinder
the adoption of M-banking (Mohammadi, 2015). Studies have
shown that certain factors such as resistance and risk can
negatively influence the attitude and intention to adopt mobile
banking (Mohammadi, 2015). However, only a few studies
have been carried out in which adoption of M-banking is
investigated in developing countries(Al-Somali, Gholami, &
Clegg, 2009; Afshan & Sharif, 2016; Mohammadi, 2015).
(Liao & Cheung, 2002) even made an invariance analysis
concluding that TAM is a well suitable instrument for
evaluating Internet banking acceptance, but also that the
suitability is independent of the respondent characteristics such
as gender, age and information technology competence.
Therefore, there were no sufficient studies conducted to
investigate Perceived Ease of Use on customers adoption to
Use Mobile Banking Services and also whether there are
differences in Perceived Ease of Use on the customer adoption
to mobile banking services based on age of the respondents.

Considering above evidences, the researcher of this study
would intend to conduct a research in order to fulfil the
empirical knowledge gaps in connection effect of Perceived
Ease of Use on Customers Adoption to Use Mobile Banking
Services.

A. Research Objectives

e To identify the level of Perceived Ease of Use in the use of
Mobile Banking Services in Trincomalee District.

e To identify the level of Customers Adoption to use Mobile
Banking Services in the use of Mobile Banking Services in
Trincomalee District.

e To examine the relationship between Perceived Ease of Use
and Customers Adoption to use Mobile Banking Services
in Trincomalee District.

e To evaluate the impact of Perceived Ease of Use on
Customers Adoption to use Mobile Banking Services in
Trincomalee?

e To identify whether there are differences among different
age group of people on the Perceived Ease of Use of
Mobile Banking Services in Trincomalee?

At the moment, the rapid growth and innovation in
technology, including the introduction of mobile phones, has
created various opportunities for the potential business which
can be utilized (Barnes & Corbitt, 2003). Considering the
innovations in the financial sector, mobile banking (M-
banking) is one of those inventions which has made the life of
the consumers much easier by adding the immense flexibility
in the consumption of services and by allowing them an easy
access to the banking services even in the regions with less
economic growth (Raza & Hanif, 2013; Oliveira, Faria,
Thomas, & Popovic¢, 2014; Van Der Boor, Oliveira, & Veloso,
2014; Anderson, 2009 ). Financial institutions, helped by these
technological advancements, have reacted to the challenges by
embracing a new tactic which focuses on the attempt to create
customer satisfaction by proposing advanced good services
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while simultaneously cutting the operational cost
Sohail & Shanmugham, 2003).

M-banking, also known as cell phone banking, is the
utilization of mobile terminals like cell phone and handheld
devices to approach financial networks through wireless
application protocol (Zhou et al., 2010) . Consumers of M-
banking can easily access the services of banks like transfer of
funds, information inquiry, bill payment, etc. (Luarn & Lin,
2005) Consumers of M-banking can carry out banking
activities like obtaining the real-time information about their
accounts or making payments whenever and wherever they
want (Zhou et al., 2010). According to (Shaikh & Karjaluoto,
2015) M-banking is the product and facility proposed by a
financial institute (bank), a microfinance organization or a
mobile network operator for carrying out many monetary (fund
transfer) and non-monetary (balance inquiry) dealings through
mobile devices.

Perceived Ease of Use as explained by (Davis, 1989) and
(V Venkatesh & Davis, 2000) is the extent to which the use of
M-banking is free of effort. It is actually the opinion of an
individual’s assessment of the effort utilized on account of
using a technology (Davis, 1989). PEOU can also be described
as people’s perception about the use of technology that it
would be without mental stress and people would not need to
allocate much of their time and efforts while using the
technology. PEOU influences the viewpoint of an individual
towards using a technology (Rauniar, Rawski, Yang, &
Johnson, 2014). Ease of use will reduce the effort (both time
and energy) individual within the study of information
Technology (Pranidana, 2011). (Davis, 1989) gives some
indicators of the ease of use of Information Technology
include: 1) Information technology is very easy to learn; 2)
Information Technology easily do what is desired by the user;
3) Skills users will grow by using Information Technology; 4)
Information Technology is very easy to operate.

According to the (Lichtenstein & Williamson, 2006)
Several converging reference domains and theories suggest
numerous potential influences on consumer adoption of E-
Banking, including theories of consumer behaviour in mass
media choice and use, gratification theories, innovation
diffusion, technology acceptance, online consumer behaviour,
online service adoption, service switching costs and the
adoption of E-Banking. The adoption of E-Banking, a form of
trusting behaviour, means that a consumer is “taking” risk,
since he puts himself in a possibly vulnerable situation
according (K. K. Kim & Prabhakar, 2000). Based on
(Frambach & Schillewaert, 2002) The adoption theory
generally refers to the decision of any individual or
organization to make use of an and it was found that Internet
adoption in firms can be based on the perceived characteristics
of the innovation. (Bultum, 2014) was mentioned that
Different forms of E-banking system are as Automated Teller
Machines (ATM), Point-of-Sale Transfer Terminals (POS),
Internet / extranet banking, Mobile banking.

(Ongkasuwan & Tantichattanon, 2002) defined Internet
banking as a banking service that allow customers to access
and perform financial transactions on their bank accounts with
their computers via an Internet connection. Internet banking

(Sadig
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includes a system that enables customers of financial
institutions, individuals, or businesses to access accounts,
transact business, or obtain information on financial products
and services on public or private networks including the
Internet (Khan, 2007). (B.-M. Kim, Widdows, & Yilmazer,
2005) defined Internet banking as an act of conducting
financial intermediation on the Internet. (Mansumitrchai & N.
AL-Malkawi, 2011) highlighted eight characteristics of the
adoption of Internet Banking, namely; difficulty, trust,
compatibility, third party concerns, human contact, and social
influence, security, and computer proficiency.

(Amin H., 2007) developed a technology acceptance
model for Internet banking, a conceptual framework, to
explain the factors influencing undergraduate students'
acceptance of Internet banking in Malaysia. According to
(Premarathne & Gunatilake, 2016) the theoretical framework
of the research was based on modified version of the
Technology Acceptance Model (TAM) which employs
perceived usefulness (PU), perceived ease of use (PEOU),
perceived credibility (PC), and computer self-efficiency (CSE)
whereas PU, PEOU, and PC had a significant relationship with
behavioural intention. (Chan & Lu, 2006) investigated
adoption/use behaviour within the context of Hong Kong
Internet banking services.

IV. METHODOLOGY

This study quantitatively measures the effect of Perceived
Ease of Use on Customer Adoption of the Mobile Banking
Services. Also, it attempts to analyse whether there are any
differences in adoption to mobile banking based on age of the
respondents. Mobile banking customers who are in
Trincomalee District are the participants of this study. Initially
200 questionnaires were provided using simple random
sampling technique of which 189 questionnaires were properly
completed and utilised for the data analyse of this study. The
survey questionnaire was adopted from online and modified
according to the context of the study. Furthermore,
questionnaire was distributed using online google form and
shared the link through social media such as Facebook,
WhatsApp so on and paper-based questionnaire was also used
for the respondents who cannot be accessible through internet-
based platforms.

Altogether ten items were used to measure Perceived Ease
of Use and Customer Adoption on Mobile Banking Services
and respondents needed to select one of those number from
the Likert Scale which ranking from 5- Strongly Agree, 4-
Agree, 3-Neutral, 2-Disagree, and to 1- Strongly Disagree.
Since the respondents are diverse in the language English and
Tamil were used so that to increase the validity of the survey.
A part from the survey questions seven questions were asked
to identify and examine the demographic characteristics of the
respondent. In addition, at the time of issuing questionnaires
respondents were asked whether they used mobile banking
services at least once. If the answer is yes then only
questionnaires were provided to increase the validity.
Univariate, Bivariate, Regression Analysis and One-way-
Anova Test were used to analyse hypothesis.
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Figure 1 portrays the conceptual framework of this study. This
includes Perceived Ease of Use as the independent variable
and Customer Adoption of Mobile Banking Services as the

Dependant Variable.
R Customer
Adoption

Fig. 1: Conceptual Framework

Percerved Ease of
Use

Below mentioned hypotheses were formed for the data
analysis based on the following literature.

e Hla: Perceived Ease of Use has significant impact on

Customers Adoption to use Mobile Banking Services.

e H2a: Perceived Ease of Use significantly differs across
different age group.

A number of physical changes associated with the aging
process, such as decline in sensory and motor skills, cause
delays in learning of web skills (Van de Watering, 2007).
Even when the level of computer and Internet experience is
controlled for, older adults experience significantly more
usability issues on the Internet than younger adults
(Chadwick-Dias, McNulty, & Tullis, 2003).

A considerable number of studies have found that younger
adults have greater intention to adopt new technologies
compared to older adults (Morris & Venkatesh, 2000;
Michael G. Morris, Venkatesh, & Ackerman, 2005). Older
adults are often slower in adjusting to technological changes
as habits become stronger with age((Harrison & Rainer, 1992;
Majchrzak & Cotton, 1988). (Modahl, 2000) suggests that
older adults are less likely to adopt a new technology due to a
sceptical attitude toward technology compared to their
younger counterparts. Similarly, older adults are more
reluctant to try out new technologies (Gilly & Zeithaml, 1985;
Phillips & Sternthal, 1977) and purchase new technological
devices . Thus, adoption rate of older adults to mobile banking
services significantly differs from the newer adults.

V. FINDINGS AND DISCUSSION

To prove the internal consistency of the data reliability test
will be conducted. Cronbach’s Alpha Coefficient would be
recommended to measure the internal consistency of the
instrument. Cronbach’s Alpha coefficient will lie in between
Zero and one. It close to the one which indicates the stronger
internal consistency. Table 1 shows the Reliability Analysis
using Cronbach Alpha Coefficient values whereas Perceived
Ease of Use and Customer Adoption of Mobile Banking was
0.850, 0.721 respectively. This indicates that there is a strong
internal consistency and also it is evidenced that the
instrument is reliable to conduct the survey.

TABLE 1: Reliability Analysis

Variable Cronbach’s Alpha Coefficient
Perceived Ease of Use 0.850
Customer Adoption 0.721

Table 2 portrays One-Way Frequency Table for
demographic characteristics. Based on the above tablein 189
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collected questionnaires 85 were female which is 45 percent
and 104 were male which is 55 percent. Age group lies
between 20 to 40 is 60.3 percent, 41 to 60 is 33.9 percent and
above 60 is 5.8 percent. Based on the Education Level
majority of the respondents as a percentage 42.3 percent were
passed General Certificate of Education in Advanced Level.
Also, 44.4 percent of respondents are occupying in
government jobs and 2.1 percent are job-less. Based on the
income level 42.9 percent of respondents are earning more the
20,000 Rupees as the monthly salary as per the (Rajaratnam,
2019).

TABLE 2: One- way Frequency Table for Demographic Variables

Demographic Variables Frequency | Percentage
Gender Female 85 45.0
Male 104 55.0
20-40 114 60.3
Age Group 41-60 64 33.9
Above 60 11 5.8
Executive 13 6.9
Level
Student 30 15.9
Government 84 44.4
Occunation Retired 9 4.8
P Business 17 9.0
Agricultural
Sector 8 4.2
Unemployed 8 4.2
Private sector 24 12.7
Ordinary
Level (O/L) 30 159
Advanced
Education Level (A/L) 80 423
Diploma
Level 27 14.3
Degree Level 52 27.5

Especially Table 3 shows Contingency table for gender &
Perceived Ease of use More than 70 percent of the people
agreed on ease of use and user friendliness of the mobile
banking services whereas around 30 percent approximately 56
respondents find still difficulties in using mobile banking
services.

TABLE 3: Contingency table for gender & Perceived Ease of use
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values for Perceived Ease of Use and Customer adoption to
mobile banking services.Since the sample size of the age
group defined as 20 -40 and 41-60 is so large Shapiro-Wilk
test (Table-5) for normality would not be recommended.

TABLE 4: Descriptive Statistics for Perceived Ease of use and customer

adoption
Descriptive Statistics | Perceived Ease of Use | Customer Adoption

N Valid 189 189
Missing 2216 2216

Mean 3.6746 3.6173

Median 4.0000 3.6667
Mode 4.00 4.00

Std. Deviation .91381 .90175
Variance .835 .813
Skewness -.645 -421
Std. Error of Skewness 177 177
Range 4.00 4.00
Minimum 1.00 1.00
Maximum 5.00 5.00

TABLE 4.1: Descriptive Statistics for Perceived Ease of use and customer
adoption based on the age group

Age group | Mean Perceived Ease of use | Mean for customer adoption
20-40 3.7741 3.7135
41-60 3.5703 3.5000

Above 60 3.2500 3.3030

Perceived Ease of Use Total
Gender ggrongly Disagree | Neutral | Agree Strongly
isagree agree
Gender Male 2 3 18 31 31 85
Female 0 8 25 40 31 104
Total 2 11 43 71 62 189

According to the Table 4, the descriptive statistic suggests
that there are high level of Perceived Ease of use and customer
adoption to mobile banking with mean score of 3.6746 and
3.6173 with the variance of 0.835 and 0.813 respectively.

According to Table 4.1 Descriptive Statistics for Perceived
Ease of use and customer adoption based on the age group
portrays mean values. Whereas it significantly differs across
different age group of respondents. Age group 20 — 40 has
high level of mean values for Perceived Ease of Use and
Customer adoption to mobile banking services and
respondents who are above 60 has relatively low level of mean

Histograms will therefore become as the recommended test
for normality and that suggest both the latter mentioned age
groups follow a normal distribution. Age group named as
Above 60 also follows normal distribution provided that p-
value is greater than 5 percent significance level (0.204) >
0.05 for Shapiro-Wilk test. Therefore, there is no evidence to
conclude that the variable does not follow normal distribution.

Hwiogram i
e A

e =
Farpaiyad Epye OF Live

Fig. 2: Histogram for Perceived Ease of use for age group 20-40

TABLE 5: Test of Normality (Shapiro-Wilk)

Age group _Sh'apiro-WiIk .
Statistic | df | Sig.
20-40 .945 114 | .000
Perceived Ease of Use 41-60 .941 64 | .004
Above 60 .903 11 | .204

TABLE 6: Levene’s Statistic for homogeneity of variances to test the equality
of variances between the age groups
Levene Statistic | dfl | df2 | Sig.

2.711 2 | 186 | .069
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Fig. 3: Histogram for Perceived Ease of use for age group 41-60

Hypothesis:
Ho: There is equal variance assumed among different age
group.
H,: Equal variance is not assumed among different age group.
According to the Table 6 Levene’s Statistic for
homogeneity of variances to test the equality of variances
between the independent groups P-value is greater than the 5
percent significance level ((0.069) > 0.05), there is no
evidence to conclude that the equal variance is not assumed.
To test whether all means are equal F-test of ANOVA will be
recommended since equal variance assumed.

TABLE 7: F test of ANOVA

Groups Sum of Squares | df | Mean Square F Sig.
Between Groups 3.808 2 1.904 2.312 | .000
Within Groups 153.180 186 .824
Total 156.988 188
Hypothesis

Hg: There is equal means assumed among different age group.
H,: Equal means are not assumed among different age group.

Table 7 F test of ANOVA whereas P-value is less than the
5 percent significance level (0.000) < 0.05) indicates that there
is at least one mean value is different. Appropriate Post-hoc
test will be conducted to identify which mean value is
different. Since the sample size is different. Thus,
recommended post hoc test for the pair-wise comparison is
Gabriel test.

TABLE 8: Gabriel Post-hoc test for different age group

(HAge (J) Age Mean Difference (1-J) | Sig.
41-60 .20381 .030
20-40 2bove 60 52412 020
41-60 | Above 60 .32031 .019
TABLE 9: Summary table for mean analysis among age group
Ho H, P-Value | Decision | Difference
U,=U, U,=U, 0.030 Reject Ho U, >U,
Ui=U; U;=U; 0.020 RejE'Ct Ho U; >U;
U, = U, U,=U; 0.019 Reject Ho U, > U3

Table 9 portrays the Summary table for mean analysis
among age group with the decision whereas U;, U, U; stands
mean value of age group 20-40, 41- 60, Above 60 respectively
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based on the Gabriel Post-hoc test for different age group.
Therefore, it can be concluded that U; > U, > U
Respondents whose age fall in between 20 to 40 have
relatively high mean value which evidences respondents
perceive high level of perceived ease of use in other words
they experience little difficulty in operating mobile banking
services.

Figure 4 Means plot for Perceived Ease of Use for
different age group graphically reveals that mean value among
different age group significantly differs whereas respondents
above 60 finds technical difficulties in operating mobile
banking services. It is usual awareness that as the experience
in mobile banking grows up the adoption rate will also tend to
increase. But this result tends to conflicting. As it indicates as
the respondents age servery determines the adoption rate.

Mean of Percelved Ease Of Use

Age
Fig. 4: Means plot for Perceived Ease of Use for different age group

Because respondents become over 60, they have relatively
less mean value for the Perceived Ease of Use. This has been
supported by few empirical result in few studies namely
(Abeka, 2012; Karjaluoto, Mattila, & Pento, 2002).

There is a sufficient evidence to conclude that Perceived
Ease of Use significantly differs across different age group
according to the One-Way-ANOVA test. Therefore, above
mentioned research hypothesis will be accepted based on the
result of One-Way-ANOVA.

TABLE 10: Pearson’s Correlation Coefficient for Perceived Ease of use and
customer adoption on mobile banking services

Detail Perceived Customer
Ease of Use Adoption
Pearson o
Perceived Correlation 1 698
Ease of Use Sig. (2-tailed) .000
N 189 189
Pearson o
Customer Correlation 898 1
Adoption Sig. (2-tailed) .000
N 189 189
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To identify the relationship between Perceived Ease of Use
and Customer Adoption on mobile banking services Pearson’s
Correlation Coefficient will be conducted. Table 10 displays
Pearson’s Correlation Coefficient (r) is 0.898 where the P-
value is less than the significance level of 5 percent (0.000<
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0.05). This therefore concludes that there is a strong positive
linear relationship exists between Perceived Ease of Use and
Customer Adoption on mobile banking services.

According to the Table 11 the P-value for Perceived Ease
of Use is less than the 5 percent significant level (0.000
<0.05). Hence Perceived Ease of Use significantly contributes
to the model.

TABLE 11: Significance of the Model Coefficient for Perceived Ease of use
and customer adoption on mobile banking

Unstandardized Std.
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) .363 .120 3.011 | .003
Perceived Base | ggq 032 898 27.838 | 000
of Use

a. Dependent Variable: Customer Adoption

The regression equation can be presented as,

Customer Adoption =0.363 + 0.836 (Perceived Ease of Use)

Thus, for every unit increase in Perceived Ease of Use,
Customer Adoption will increase by 0.886 units.

TABLE 12: Test for Model Adequacy

R Adjusted R Std. Error of the
Model R .
Square Square Estimate
1 .898° .806 .805 .39864

a. Predictors: (Constant), Perceived Ease of Use
b. Dependent Variable: Customer Adoption

According to the Table 12 model summary R? is 0.806
means that the fitted regression model explains 80.6% of the
variation in Customer Adoption. Therefore, the model is
adequate.

Histoegram
Dependent Varlable: Customer Adoption

Mean = -2 82E-15
St D, = 0997

H= 189

40—

Frequency

=
T T
4 L)

T
Regression Standardized Residual

Fig. 5: Histogram for Residual Analysis

Based on the Figure 5 Histogram for Residual Analysis
portrays that residual is symmetrical and bell shaped.
Therefore, the assumption of the normality for the residual
term is met. In the Figure 6 residual plot presented shows all
points lie within £ 3.3 are randomly scattered in a horizontal
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band around a residual value of zero. Therefore, linearity and
constant variance assumptions are met.

Scatterplot
Dependent Variable: Customer Adoption
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Fig. 6: Scatter plot for residual

Therefore, regression equation can be used to predict the
customer adoption.
Customer Adoption = 0.363 + 0.886 (Perceived Ease of Use)

VI. CONCLUSION AND LIMITATION

As the summary it can be concluded that there is a strong
positive correlation between Perceived Ease of Use has the
and customer adoption to use mobile banking services and
based on the simple regression analysis Perceived Ease of Use
can be considered as an significantly influencing factor to
induce the customer adoption rate on the mobile banking
usage. One-Way-Anova states that the mean value for
Perceived Ease of Use significantly differs among different
age group specifically age group above 60 has relatively low
mean value as per the Figure 4: Means plot for Perceived Ease
of Use for different age group. As the user friendliness or
Perceived Ease Use on the usage of mobile banking services
increases customer adoption rate will also increase. Thus, it is
recommended for state banks and private banks to focus on to
reduce the difficulties faced by customers when deal with
mobile banking services. Especially customised applications
specifically cater the needs of age group above 60. And make
them familiar and comfortable in the usage of mobile banking
is main responsibility of every banks around Sri Lanka.

This study is approximately limited to the period of 2018
to 2021. After that due to the changes in macro-economic
factors these results may subject to change. Also, it focuses
only on Trincomalee district. Thus, generalisation of the result
to Sri Lanka as a whole will not be appropriate. Therefore,
future studies can be possible to evolve using the limitation of
this study. Future researchers can focus on different
geographic region in Sri Lanka as well as foreign countries.
Correspondingly various factors such as Perceived Trust,
Security, Social Influences, Risk, Usefulness and Personal
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Preferences can be added to the frame work to evaluate the

differences among

respondents based on age, gender

educational status so on. Also, mediation and moderation
effect can be added based on different variables.
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