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Abstract The 21st century has been known as the era of technology due to the 
industrial revolution which been leaded by the technology. As Malaysia by the end of 
2017 reached to 20 million smartphone users, and while over than 1 million of the 
population are university students this study aims to explore the factors effect on the 
acceptance level of the Mobile Banking among Malaysian' university students. 
Findings of this study would guide the Mobile Banking providers towards the key 
factors which can boost the acceptance rate among the targeted respondents. The 
hypothesized relationships adapted from the Technology Acceptance Model (TAM) 
and tested within the setting of Mobile Banking acceptance. Testing the hypothesis of 
this research statistically done through the Structural Equation modelling of questioner 
data been collected from 115 Malaysian university students. The results show that 
TAM is applicable to test the Mobile Banking acceptance level among Malaysian 
university students. additionally, this paper contributed a model to understand and 
distinguish the method in which potential key factors can explain the deviation in 
Mobile Banking acceptance. For practitioners, the features which particularly attract 
users of Mobile Banking are listed by this framework. Perceived usefulness, subjective 
norms and perceived self-expressiveness found to have significant relationship with 
the acceptance of Mobile Banking among Malaysian university students. 

Keywords: Mobile banking, Technology Acceptance Model, Malaysia. 

 

1. INTRODUCTION 

In modern lifestyle, the internet takes an 
essential role, which gives a big future for 
internet banking. Especially with 
smartphones trend, it is fluid and handy for 
anyone to use internet banking and make 
his transactions by his mobile (Lee, 
Cheung, & Chen, 2007). Mobile banking is 
the newest form of internet banking that 
offer many benefits, which eventually help 

to expand the banking market. In addition, 
mobile technologies with its huge number 
of users are simply able to give a hand to 
mobile banking service providers to 
enhance young adults’ adoption of their 
services. 

The importance of serving the young 
adults’ needs comes from expecting them 
to be future adopters and users of m-
banking (Narayanasamy, Rasiah, & Tan, 
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2011). Consequently, Malaysian banks are 
moving towards applying technological 
strategies to have the upper hand in the 
market. This technological movement can 
boost the acceptance of the products and 
services provided by the banks in near 
future. In order to overcome the 
competitive environment in the banking 
industry, banks are utilizing different 
innovative technological strategies to offer 
more competitive services comparing to 
the other banks in the market (Bae & Lee, 
2011; Yang, 2009). 

The mobile banking services have been 
introduced in Malaysia from quite a long 
time. On the other hand, the acceptance of 
mobile banking was slow because of 
various obstacles as high costs, limitations 
in obtaining handsets, substandard quality 
of service, and technological limitations 
(Dewan & others, 2010). Over time, these 
obstacles have been greatly reduced due to 
the rapid progress in mobile industry, and 
fast development of wireless technologies. 
Moreover, the consumer’s life style has 
been shifted to be heavy mobile’ 
dependency.   

In light of the current developments in the 
mobile banking industry, it’s necessary to 
do more research about the acceptance of 
mobile banking services in the current 
settings (Nel & Raleting, 2012). Hence in 
this study, we are going to inspect the 
students’ behaviour towards accepting 
these services in aim to design new 
strategies which can enhance the techno 
generation’ acceptance, satisfaction and 
trustworthiness 

2. REVIEW OF LITERATURE  

2.1. Mobile banking and services 

The mobile banking has been characterized 
by Mallat, Rossi, Tuunainen, & Oorni, in 
their paper which published at 2006 as the 
accessibility to the banking services (cash 
transfer, cheque book requests, account 
balance, reloads, etc.) through gadgets 
using mobile telecommunication system 
like cell phones. As mobile banking 

services have been introduced to the 
market, many researches were managed to 
investigate the factors that influence the 
customers’ acceptance of this services. 
(Kleijnen, Wetzels, & de Ruyter, 2004; 
Luarn & Lin, 2005; Suoranta & Mattila, 
2004). 

Most of the previous researches which 
studied the acceptance of the Internet 
banking services utilized the technology 
acceptance model (TAM) and found the 
perceived usefulness (PU) gathered with 
the ease of use (EU) are the best indicators 
of acceptance intention (Kleijnen et al., 
2004; Leung & Wei, 2000). Additionally, 
social impact, initial trust, innovativeness, 
perceived credibility (PC), were found to 
impact acceptance intentions positively, 
while perceived risk and cost found to be 
negatively connected with acceptance of 
mobile banking (Abdul Hadi, Hussain, 
Suryanto, & Yap, 2018; Hussain et al., 
2018; Kim, Shin, & Lee, 2009; Kleijnen et 
al., 2004; Luarn & Lin, 2005; Suoranta & 
Mattila, 2004; Yang, 2009; Zarmpou, 
Saprikis, Markos, & Vlachopoulou, 2012). 
Furthermore, acceptance intention has 
been found to increment among more 
youthful grown-ups under 25 years of age 
(Suoranta & Mattila, 2004).  

2.2. The technology acceptance among 
students 

In their study for the students impact into 
the software use at 2002, Venkatesh, 
Speier, & Morris applied the Technology 
Acceptance Model, and found the 
usefulness is the usefulness as a key factor 
in choosing to utilize software while others 
see usability is the main factor in shaping 
their preferences. Additionally, at 2007 
Amin, applied similar model to investigate 
the acceptance of the SMS banking service 
and found that the subjective norms and 
ease of use have significant effect into 
students’ decision to utilize SMS banking, 
contrariwise, perceived system quality and 
usefulness are the imperative determinants 
for utilizing SMS banking among other 
students. 
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Other study has been conducted in 
Singapore to investigate the factors 
significantly affect into the adoption 
decision among students for the mobile 
banking services, this study got same 
results of Amin (2007) as it contributed 
that the subjective norms and ease of use 
are the main factors to predict students’ 
behaviour towards mobile banking 
adoption. Furthermore, this study 
confirmed the ability of the technology 
acceptance model to investigate the factors 
affecting students’ behaviour towards 
technology adoption (Riquelme & Rios, 
2010; Kamarudin et al., 2018). 

In terms of internet and mobile banking’ 
acceptance among young generations 
many studies have been published from 
early stages of offering this type of 
services, as Wan, Luk, & Chow (2005) in 
their paper found that the acceptance of 
Internet banking was distinguished to be 
most elevated among the middle 
adulthood, however lower for more 
youthful or older customers. Whereby, 
mobile banking was not highly embraced 
by all age groups but rather was utilized 
more of the time by clients in their middle 
or mature adulthood. Moreover, as per 
reported by Malaysian Communications 
and Multimedia Commission (MCMC) in 
2017 the financial activities occupied 
41.7% of the total online activities which 
89.4% of it done through mobile phones. 
Additionally, the MCMC mentioned in 
their report that 53.6% of the internet users 
are in age range (20-34) years old which 
comprising of universities students 
(undergraduate and postgraduate). 
(MCMC, 2017). 

2.3. The research model and hypotheses 

The Technology Acceptance Model has 
been broadly applied as the main structure 
to figure out the factors that significantly 
affect the acceptance of different 
technologies (Alaeddin, Altounjy, 
Zainudin, & Kamarudin, 2018; Dewan & 
others, 2010; Lai, 2004; Lee et al., 2007; 
Park & Chen, 2007; Zarmpou et al., 2012; 

Masrek, et.al. 2018). Regardless its wide 
usage, the TAM model is still 
questionable, despite of its successive 
utilize.  

The significance effect of the social factors 
into the technology acceptance has been 
contributed by many researches which 
used the TAM in their study, as Chen & 
Lai, (2010) research stated the TAM model 
is insufficient without considering the 
social factors. Equivalent results been 
found by Thakur (2013) while 
investigating the factors influence the 
mobile payment adoption. In addition to 
the social norms the quality of service been 
found to have significant impact onto the 
perception about new technologies (Garg 
& Garg, 2013). 

For current research (Figure 1) portrays the 
research model, which was adapted from 
the original TAM model created by Davis 
(1989). The model studies the relationship 
between perceived financial cost (PFC), 
perceived usefulness (PU), social norms 
(SN), perceived credibility (PC), perceived 
self-expressiveness (PSE) and behavioural 
intention to use (BI) the Mobile Banking 

 

2.4. Perceived financial cost 

The Perceived financial cost is the degree 
of believes among the individuals that 
mobile banking will create more cost 
comparing to the traditional way (Luarn & 
Lin, 2005). Beside the perceived 
usefulness, economic motivation is known 
as vital factor effects the client acceptance. 
A research at the UMS Sabah about 
students' views of SMS banking 
distinguished that cost and time are 
significant factors among students (Amin, 
Lada, Hamid, & Tanakinjal, 2005). Based 
on the above mentioned the following 
hypothesis been hypothesised: 

H1. Perceived financial cost (PFC) has a 
negative significant effect on behavioural 
intention to use mobile banking. 

2.5. Perceived usefulness 
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As per (Viswanath & Morris, 2000) 
students tend to show more usage and 
effected by the new technologies than 
others. Additionally Amin (2007) in his 
paper found that while the Mobile services 
are task-oriented then the impact of 
perceived usefulness on students 
behavioural intention might be higher than 
for others. The following hypothesis been 
used:  

H2. Behavioural intention (BI) to accept 
mobile banking is influenced positively by 
Perceived usefulness (PU). 

2.6. Subjective norms 

In a study conducted by Amin (2007) 
about SMS banking acceptance in 
Malaysia, it was demonstrated that 
subjective norms affected the intention to 
use SMS banking more firmly among 
students. This result is compatible with the 
theory of reasoned action (TRA), based on 
this theory the individual’ intention is 

effected by the combination of behavioural 
attitude and the subjective norms. 
(Fishbein & Ajzen, 1975). Henceforth the 
hypothesise here is as follow:  

H3.  Behavioural intention to accept the 
mobile banking is significantly influenced 
positively by Social norms (SN). 

2.7. Perceived credibility 

According to Zandhessami & Geranmayeh 
(2014), perceived credibility (PC) is 
defined as the level of trusting that the 
banking system will manage the money 
safely and keep the customers’ personal 
information secured. based on the same 
research Zandhessami & Geranmayeh 
(2014) found that the PC will positively 
influence on the behavioural intentions to 
accept mobile banking. Thus, hypothesise 
is that:  

H4. Behavioural intention to accept mobile 
banking will be influenced positively by 
Perceived credibility (PC). 

2.8. Perceived self-expressiveness 

Self-expressiveness is seen as the 
significance of social expression and self-
recognizable proof. It is particularly 
essential to youthful adults (students) as 
their self-characters and personality are 
exceedingly reflected by their choices and 
adoption decisions (Goldgehn, 2004). 
Nysveen, Pedersen, & Thorbjørnsen 
(2005) in their research were among the 
initial studies which fuse perceived self-
expressiveness into the TAM model within 
the field of technology acceptance, they 
also studied its impact on the acceptance of 
mobile services. Through this research, 
they found a positive relationship between 
PEX and customer acceptance intentions. 
Consequently, we hypothesise that:  

H5. Behavioural intention to accept mobile 
banking will be positively influenced by 
Perceived self-expressiveness (PEX). 

3. METHODOLOGY 

The purpose of this research is to study the 
factors that might encourage the 
acceptance level among Malaysian' 
students for mobile banking services. The 
research was conducted among students of 
University Kuala Lumpur by using a pre-
designed survey. The questionnaire 
consisted of two sections, section A which 
asked about the demographic information 
of the students, while section B used a 5-
point Likert scale to measure the constructs 
in the research model.  

The majority of the items used were 
adapted from previous studies Davis 
(1989); Luarn & Lin (2005) and Pedersen 
& Nysveen (2003) with a minor 
amendment to suit the study context. The 
questionnaire was drafted and then 
reviewed for improvement; later 
distributed among students of business 
school in University Kuala Lumpur by 
applying a random sampling method. The 
study got 173 responses, just 115 out of 
these responses were usable. The 
percentage of male participants (27.8%) 
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was lower than the female participants 
(72.2 %). The range of respondents 
covered three age groups, with the 
majority being 20 years & above (91.3 %). 
Most of the respondents (96.5%) had bank 
accounts where they use mobile Banking 
services, where 87.3% are using it several 
times per week.               

4. DATA ANALYSIS AND RESULT 

The previous hypotheses and the proposed 
model were tested using Smart PLS 3.0. 
To insure reliability and validity of 
measurement the convergent and 
discriminant validity has been tested. The 
analysis then subsequently was made in the 
structural model, where a bootstrap 
technique was used to examine the 
significance of the relations.  

The composite reliability of all variables is 
higher than the benchmark of 0.70, also the 
AVE value exceeds the 0.50 as 
recommended by (Fornell & Larcker, 
1981). The inner reliabilities of the 
constructs were all acceptable as shown by 
Cronbach’s alpha. The factor loadings of 
the items all being above 0.70 show good 
convergent validity of the measures (Hair, 
P.Gudergan, M.Ringle, & Sarstedt, 2017). 
Confirmation of the discriminant validity 
of the constructs (Fornell, C., & Larcker, 
1981) is shown in table 2 where the square 
roots of the AVE were all greater than their 
shared variances in the inter-correlations 
between the constructs and the square roots 
of the AVE (diagonal elements). No multi-
collinearity presence was detected due to 
all VIF values being less than 2.5. 

The path coefficients and the significance 
levels were studied to test the hypotheses. 
The statistical significance of each path 
coefficient was tested by carrying out a 
Bootstrapping technique. Hence, shows in 
Table 3 are the hypotheses, path 
coefficients and t-values. For the 
dependent variable the research model 
appeared to have satisfactory predictive 
power, where four out of the five 
hypotheses were supported. 

5. DISCUSSION 

The outcomes of this study have reviled 
the overall model to have a better fit in the 
Malaysian students’ context as the R2 
(67.6%) which means 67.6% of the 
variances in the behavioural intention to 
accept the mobile banking among the 
Malaysian’ students are explained by the 
proposed model.  

In previous studies which used TAM 
model the R2 were less comparing with the 
result of the current study (Amin, 2007; 
Nel & Raleting, 2012; Riquelme & Rios, 
2010). Therefore, the modified TAM 
model is supported by these results to 
study the acceptance of the mobile banking 
among the Malaysian’ students.  

The acceptance of mobile banking services 
appears to be significantly affected by the 
Perceived financial cost factor as 
suggested by this study, whereas it yet 
tends to significantly negatively influence 
acceptance. This could be explained by the 
additional costs associated with using 
mobile banking that are expected and 
acknowledged by customers. Also, In the 
Malaysian students’ context, and in regard 
to the intention to use mobile banking 
systems, perceived usefulness, subjective 
norms and perceived creditability found to 
have a significant impact on the adoption 
of the mobile banking services. 

6. CONCLUSION 

Brought forward by this paper insight to 
the diverse acceptance patterns among the 
Malaysian' students based on a modified 
TAM which included new constructs 
related to the monetary nature of the 
service under study as perceived financial 
cost, perceived credibility, also another 
two social constructs are perceived 
expressiveness and social norms. 
Conformation of the continued existence 
of students’ preferences differences has 
been provided by this study, and that the 
students’ acceptance patterns are now 
different from findings reported before.  
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In order for practitioners and researchers to 
a have a better understanding of the 
different acceptance characteristics among 
students, it is imperative to keep up and 
conduct more researches to add new 
knowledge regarding the level of 
acceptance among Malaysian' students for 
Mobile Banking. As a result, the 
researchers obtain the know how to 
promote the banking services offered on 
the mobile platform for everyday banking 
needs, particularly to the youth 
community.  

The current study has some limitations as 
the findings here characterize younger 
students who are more used to mobile 
technologies than the older generation 
which made the results not generalized to 
older consumers without further testing. 
Lastly, the size of the sample used in this 
study can be increased to provide higher 
substantiality and stronger validity. Future 
research should look to identify new 
measures that are affecting the behavioural 
intention to use mobile banking services 
more widely and explore factors that are 
more relevant to consumers’ 
characteristics. 
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Figure 1. Research model 

 

Table 1. The convergent validity 

Construct Items Loading Composite 

reliability 

Average variance 

extracted  

Perceived Usefulness PU1 0.946 0.974 0.926 

PU2 0.772 

PU3 0.969 

Perceived Credibility PC1 0.936 0.953 0.872 

PC2 0.826 

PC3 0.740 

Perceived Financial 
Cost 

PFC1 0.917 0.932 0.873 

PFC2 0.845 

PFC3 0.765 

Perceived self-
Expressiveness 

PEX1 0.951 0.967 0.906 

PEX2 0.962   

PEX3 0.942   

Social Norms SN1 0.855 0.940 0.796 

SN2 0.914 

SN3 0.894 

SN4 0.904 

Behavioural Intention BI1 0.950 0.964 0,899 
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to Use BI2 0.963 

BI3 0.931 

 

Table 2. The discriminant validity analysis 

 BI  PC PFC PEX PU SN 

BI 0.948      

PC 0.767 0.934     

PFC 0.366 0.404 0.934    

PEX 0.543 0.529 0.428 0.952   

PU 0.818 0.812 0.436 0.533 0.963  

SN 0.729 0.661 0.492 0.576 0.730 0.892 

 

Table 4 Hypothesis testing 

Hypo Relationship Std. Beta Std. 
Error 

T. value P. value Supported 

H1 PFC -> BI 0.073 0.053 1.369 0.022 supported 

H2 PU-> BI 0.436 0.129 3.378 0.001 supported 

H3 SN ->BI 0.244 0.097 2.512 0.012 supported 

H4 PC -> BI 0.243 0.102 2.370 0.018 supported 

H5 PEX->BI 0.074 0.062 1.186 0.236 Not- supported 
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