IOSR Journal of Business and Management (IOSR-JBM)
e-ISSN: 2278-487X. Volume 7, Issue 6 (Jan. - Feb. 2013), PP 52-59
www.iosrjournals.org

Acceptance of Mobile Banking Services in Makassar: A
Technology Acceptance Model (TAM) Approach

Abdul Razak Munir!, M.S. Idrus?, A. Rahman Kadir*, Jusnit

! Faculty of Economics and Business, Hasanuddin University, Makassar, Indonesia
2 Faculty of Economics and Business, Brawijaya University, Malang, Indonesia

Abstract: Mobile banking services is a relatively new banking services. This study aims to look customer
acceptance of mobile banking services in Makassar and the influencing factors using the Technology
Acceptance Model (TAM) framework. The design of this study is causal and descriptive with sample of 180
customers selected by convenience and accidental sampling. Data were collected through structured interviews
with a questionnaire. The results showed that (1) Perceived Ease of Use significantly influence Perceived
Usefulness; (2) Perceived Ease of Use significantly influence Intention to use and (3) Perceived of Usefulness
significantly influence intention to use. The research concluded that to increase customer acceptance or
adoption of mobile banking services, the banks should pay attention to and highlight factors Perceived
Usefulness and Perceived Ease of Use.
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l. INTRODUCTION

In recent decades, the influence of ICT could not be denied in the business and government segments.
Information and communication technologies facilitate and establish individual daily by offering services such
as e-commerce, e-government, e-learning, e-health and e-working [1]. Mobile banking is a result of the
development of mobile technology used in the commercial domain. Mobile banking combines information
technology and business applications together. Thanks to the mobile banking, customers can use it to get
banking services 24 hours a day without having to visit a bank branch for personal transactions. Mobile banking
is a relatively new service offered by banks to customers, and because of the convenience and features that save
time and customers appreciate the services [2].

Compared to other e-banking services, the development of mobile banking (m-banking) regarded the
fastest. This development is due to the presence of m-banking services to answer the needs of a modern society
that is promoting mobility. With one touch, creates convenience m-banking banking services in one hand.
Benefit of mobile banking services will increase customer satisfaction. Furthermore, mobile banking creates
"value" for the bank as a customer transaction service delivery channel access (wireless).

The rapid advanced of technology in banking technologies, especially in the banking industry, force
players to re-formulate the information technology strategies that they employ to remain competitive. Customers
now want something more than just banking services. Customers want the convenience and flexibility [3, 4] on
products and services that suit their needs and easy to use which cannot be offered by traditional banks. In the
future of e-banking will be an important strategic application to compete that must be offered by all banks and
financial institutions.

Transaction in the branch is still the most common method used for bank transactions in Makassar as
well as in other cities. However, mobile technologies and internet technologies are rapidly changing the design
and delivery of financial services. Today almost all banks in Makassar have introduced mobile banking system
to improve operations and reduce transaction costs. In spite of all efforts aimed at developing a better and easier
mobile banking system, mobile banking is generally less noticed and utilized by the customer. Therefore we
need an understanding of customers' acceptance of mobile banking and needs to identify factors that could affect
customer acceptance for use of mobile banking. The issue is important because the answer to this research will
provide clues that will help the banking industry to formulate their marketing strategies to promote new forms of
mobile banking in the future.

The variables in this study come from the framework of the Technology Acceptance Model (TAM)
developed by Davis, et. al [5]. These variables consist of: Perceived Ease of Use (PEOU), Perceived Usefulness
(PU) and Intention to use (1U). Perceived Ease of Use (PEOU) is the belief that the person using the system will
be free of effort. The perceived usefulness (PU) is the level at which a person believed that the use of the system
will be able to improve its performance. Intention to use (IU) is defined as a force of one's attention to use
something.

It is important to research the factors that make consumers behavioral intention toward this technology.
Previous similar studies are still few and especially no one has done in Makassar. Base these conditions; this
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study aims to analyze the factors that influence the acceptance of mobile banking customers in the city of
Makassar.

1. RESEARCH PROBLEM
Based on previous background, the main issues to be examined in this study can be formulated as
follows:
1. Is Perceived Ease of Use have positive influence on Perceived Usefulness of Mobil Banking Customer?
2. Is Perceived Ease of Use have positive influence on Intention to Use of Mobil Banking Customer?
3. s Perceived Usefulness have positive influence on Intention to Use of Mobil Banking Customer?

1. LITERATURE REVIEW
1. Technology Acceptance Model (TAM)

TAM introduced by Davis on 1989[5]. At that time the emphasis on reaching and effectively identify
the factors that have an impact on user acceptance of information technology, There is a lack of the right model
for user adoption of IT because all the models at that time was not valid or their relationship with user not
verified [5]. A decade after the entry of TAM into the System Information adoption model, TAM has been
accepted as a powerful model, widely accepted and continues used in the area of IT adoption measurement [6].

Davis [5] and Davis et al. [7] states that TAM is the appropriate model to explain reasons why user
accept or reject Information technology. TAM was developed based on Theory of Reasoned Action [8, 9] and
Theory of Planned Behavior [10]. TRA based on assumption that people consider the possible impact of their
action and take decision to act based on their reasoning [9]. TAM consist of two main factors; perceived ease of
use and perceived usefulness.

Davis identifies two factors; perceived ease of use (PEOU) and perceived usefulness (PU) as effective
factor which influenced people behavior when use Information Technology with reliability of 0.98 and 0.94.
Davis [5] found both two factors have strong relationship with actual usage of information technology now and
on the future. But Davis concludes that PU has stronger relation with usage of computer technology compare
with PEOU. Farther, Davis finding indicates that easiness in a system usage has impact on user perception about
usefulness a system.

Perceived
Usefulness
K Intention to Usage
Use Behavior
Perceived

Ease of Use

Figure 1. Technology Acceptance Model

2. Perceived Usefulness (PU)

PU define as usefulness a system a seen by user and states that user will keep use that system until they
find it useless anymore. Davis defines PU as — level where someone believes that using a system will increase
their performance. PU identified as a part of important factor which has influence on intention to use of
Information Technology. This issue very emphasized by most researchers which attempt to find factors that lead
to adoption of Information technology [11, 7, 12, 13, 14, 15, 16, 17, 18, 19, 20].

3. Perceived Ease of Use (PEOU):

PEOU defines as — level where someone believes that using particular system will free from efforts.
Difficulties in using particular system sometimes overcome benefit a system and this issue explain impact of
PEOU on PU because easy to use seems more useful and vice versa [5]. According to many scholars [11, 5, 13,
14, 16, 19, 20], PEOU has direct influence on intention to use Information Technology.

On their research [21, 22, 23, 24, 25, 26, 27] have examined influence of PEOU and PU in various
environment and different organization and all of them conclude that factors are valid and reliable and have
impact on information technology uses. TAM has been examined and accepted by many researchers as useful
and reliable model for acceptance and adoption of information system [5, 7, 15, 21, 24, 28]. Moreover this
model evolved with many changes which added by many researches [29, 30, 31, 32]. For example, Venkatesh
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and Davis [29] introduce extension of TAM model which explain factor from cognitive instrumental process
and social influences have impact on PU and intention to use information system.

AV HYPOTHESIS BUILDING

Wu and Wang [33] state that Perceived ease of use influence Perceived usefulness mobile commerce.
Gu et al [34] states better Perceived ease of use will lead to better Perceived usefulness mobile banking. Prior
research proved significant impact of perceived of use on behavioral intention directly and indirectly through
effect of perceived usefulness [27, 35, 36, 37, 38, 33]. Same findings by [39, 40, 41, 29] states there is direct
influence from ease of use on usefulness.
H1: Perceived ease of use influence significantly Perceived usefulness customer of mobile banking in Makassar

Many prior researches have proved significant impact of perceived of use on intention to use, directly
and indirectly [42, 43, 44, 45, 29]. On beginning of 1962 Rogers said that understanding technology ending on
product adoption or innovative service which known by customer as ease of use. Next, Chen and Barnes [46]
found that two technology aspects from interface which known as perceived ease of use and perceived
usefulness significantly influence customer intention to adopt.
H2: Perceived ease of use influence significantly Intention to use customer of mobile banking in Makassar

The importance of perceived usefulness has recognized widely in e-banking field [43, 44, 47, 48, 49].
There are many researchers proves significant impact of perceived usefulness on intention to adopt [46, 43, 44,
12, 29, 50]. Tan and Teo [51] states that perceived usefulness is one important factor which determines adoption
of an innovation.
H3: Perceived usefulness influence significantly Perceived usefulness customer of mobile banking in Makassar

V. RESEARCH METHOD
1. Research Location
The research was conducted in Makassar City considering that it is the center of economic activity
which also central of banking activities in South Sulawesi. This type of research is explanatory research were
conducted to examine the effect of the variables were hypothezed before [52] and using the structural equation
model that aims to test the measurement model and structural models [53, 54] by using a questionnaire and the
data are cross-sectional data.

2. Design and Research Variable

Scientific research is basically an attempt to reveal the nature of physical phenomena in a systematic,
controlled, empirical and critical [55]. If translated into statistics, the definition of research is an attempt to
reveal the relationship between variables [56].

In this research will be used forms of descriptive and causal verification. Descriptive study conducted
to get an overview of the characteristics of the study respondents. Meanwhile verification studies aim to
determine the relationship between the study variables through hypothesis testing using statistical calculations
[57].

The variables in this study come from the framework of the Technology Acceptance Model (TAM)
developed by Davis, et. al [7]. These variables consist of: Perceived Ease of Use (PEOU), Perceived Usefulness
(PU) and Intention to use (1U). Perceived Ease of Use (PEOU) is the belief that the person using the system will
be free of effort. The perceived usefulness (PU) is the level at which a person believed that the use of the system
will be able to improve its performance. Intention to use (IU) is defined as a force of one's attention to use
something.

Mobile banking is a form of electronic banking services offered through mobile and banks are
connected through the internet database where clients can conduct and transact financial services in an artificial
environment (virtual environment). A bank decided to invest in information systems such as the Internet and
mobile banking for several reasons, such as cost savings, improved quality of products and services, and to
produce more without increasing costs. The attitude of the customers towards the adoption or acceptance of a
new information system has serious implications for the success of the system [5, 29]. If the customer is not
willing to accept or adopt the new system, the system will not provide the maximum benefit for the bank. The
more the customers accept the new system, customers are increasingly willing to make changes in the practice
and use of time and effort to start using the new information system [58].

3. Population and Sample

Population in this research are the entire mobile banking users in the Makassar. Considerations for
selecting Makassar base on a survey by Yahoo Inc (2010), which set Makassar is the third after Bandung and
Semarang, which has the most mobile Internet users in Indonesia.

www.iosrjournals.org 54 | Page



Acceptance of Mobile Banking Services in Makassar: a Technology Acceptance Model (TAM)

It is not known the exact number of the user's Mobile Banking in Makassar related with the "secrecy"
banks, therefore to specify minimum sample criteria in this research follow the rule of thumb in the SEM
analysis, i.e between 150 to 200 people [59], then as many as 180 samples were selected using purposive
sampling technique , the sampling techniques that are tailored to the needs of the research. Distributing
questionnaires in this study conducted by accidental sampling which is doing research to meet directly with the
respondent. Respondents will be found in some of the banks that have been providing mobile banking facility
following completion of their banking transactions.

4. Data Collection.
The data was collected using direct interviews and pre-tested questionnaire. Demographic data and data research
variables collected by interviews using questionnaires.

5. Data Analysis.

Test of validity is done by using confirmatory factor analysis that will generate factor loading score of
each latent variable indicator. Factor loading score greater than 0.50 [59] is used as a cut-off value validity of
the construct indicators.

Reliability tests performed using the construct reliability and Variance Extracted for each latent
variable. The Value of Construct reliability which greater than 0.70 [59] and VE value greater than 0.50 [60]
were used as a cut-off value of reliability. To measure causality between variables study through structural
equation modeling, software AMOS version 20 was used meanwhile characteristic of the respondents were
processed using IBM SPSS software version 20.

VI, RESEARCH RESULT
1. Sample Characteristics
Table 1 show most of the sample were Male respondents. This shows that in the case of banking and
mobile banking, men are still more dominant in decision-making. This is in the line with the opinion of Lamb
et.al [61] stated men and women consumers differ in their needs, while Kotler and Armstrong [62] stated that
gender and culture are characteristic of consumers who provide stimuli for consumers to decide on the purchase
a product or service offered.

Table 1. Demographic Characteristic of Respondent

Sex
Age Male % Female % Total
18 - < 25 year 12 6.67% 18 10.00% 30
25 - <35 year 60 33.33% 30 16.67% 90
35 - <45 year 24 13.33% 18 10.00% 42
> 45 year 18 10.00% 0 0.00% 18
Total 114 63.33% 66 36.67% 180
Occupation
Student 18 10.00% 36 20.00% 54
Civil Employee 24 13.33% 18 10.00% 42
Public Employee 24 13.33% 0 0.00% 24
Self Employee 18 10.00% 6 3.33% 24
Professional 6 3.33% 0 0.00% 6
Other 24 13.33% 6 3.33% 30
Total 114 63.33% 66 36.67% 180
Income
< 1 million 6 3.33% 30 16.67% 36
1m-<25m 24 13.33% 0 0.00% 24
25m-<5m 54 30.00% 24 13.33% 78
5m-<7,5m 18 10.00% 0 0.00% 18
75m-<10m 6 3.33% 0 0.00% 6
>10m 6 3.33% 12 6.67% 18
Total 114 63.33% 66 36.67% 180
Relationship with
Bank
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<1 year 6 3.33% 0 0.00% 6
1 year - < 3 year 0 0.00% 12 6.67% 12
3 year - <5 year 30 16.67% 6 3.33% 36
> 5 year 78 43.33% 48 26.67% 126
Total 114 63.33% 66 36.67% 180
Education

S1 (undergraduate) 72 40.00% 48 26.67% 120
S2 (postgraduate) 42 23.33% 18 10.00% 60
Total 114 63.33% 66 36.67% 180

Table 1 also shows that the age range is at most age range 25 to 35 years which consisted of 60 male or
about 33.33% and female 30 or about 16.67%, indicating that young age range is more open to the adoption of
new things including new technologies. This is in the line with the findings of Wood and Swait [63] study which
states certain characteristics of the user can result in certain types of behavior meanwhile Lamb et.al [61] stated,
age is a demographic factor associated with consumer buying behavior.

Occupation and big income in that age ranges indirectly have a bigger needs including banking needs
[62]. In table 1 is seen that as many as 54 people or 30% of which consists of as many as 18 men about 10% and
women 36 people about 20% are students. This is consistent with the fact that the student is having openness to
new technologies and technology "mobile" is not a new thing for them. Followed by the work of civil employee,
which in reality is most often associated with banking.

Table 1 also shows that the income range between 2.5 million to 5 million per month is the largest
group with a total of 78 people or 43.33% consisting of 54 men, about 30%, and 24 women, about 13%. This
group includes middle and upper income groups who actively use mobile banking facility

From Table 1 it shows that most respondents are long time customer on their banks. Approximately
126 people or 70% of which consists of man as much as 78 people or about 43.33% and women by 48 people or
about 26.67% are customers of a period of more than 5 (five) years. This suggests that a consumer's loyalty will
likely enable them to try other services offered by the company [64].

Table 1 also shows that most the respondents have higher education. This indicates the level of
customer awareness and the ability to make choices or at least have the ability to influence those who are more
educated to get more services from banking.

2. Multivariate Results

From Table 2 shows that all of the indicators used in this study are valid, as seen from the value of the
Standardized Loading Factors that all have value above 0.5, which means all the indicators are valid tools to
measure the research constructs. Meanwhile value of all Construct reliability above 0.70 Reliability and
Variance Extracted values were above the 0.50 showing good reliability of the research constructs.

Table 2. Variable Validity and Reliability

Variable Indicator Standardized standard | ¢ yape |—ReNabIlity Comment
Loading Factors Errors CR | VE

Perceived yl1l 0.814 - Fix 0.88 | 0.64 | Good Reliability
%SSfU'nESS y12 0.723 0.078 9.914 Good Validity
(PU) y13 0.833 0.073 12.470

yl4 0.835 0.076 11.571
Perceived y21 0.595 - Fix 0.80 | 0.57 | Good Reliability
Ease of Use y22 0.842 0.203 7246 Good Validity
(PEOU)

y23 0.727 0.180 7.067

y24 0.658 0.166 6.806
Intention to y31 0.759 - Fix 0.79 | 0.50 | Good Reliability
use y32 0.693 0.114 9.904 Good Validity
U
(V) y33 0.740 0.123 8.079

y34 0.606 0.115 7.291

Figure 1 shows the results of estimation of influence between variables using AMOS software version
20. It can be seen all the criteria Goodness of Fit Indices as follows: Chi-Square expected small which is 56.724,
CMIN/DF were below 2 which is 1.112, insignificant probability which is 0.270, GFI above .90 which is 0.951,
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the AGFI above 0.90 which is 0.921, TLI above 0.90 which is 0.991 and RMSEA below 0.08 which is 0.025.
These criteria show that the data in this study are good fit.
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Figure 1 estimation results

Table 3 shows the influence of between variables as follows: The Influence of Perceived Ease of Use
(PEOU) on intention to use (1U) is 0.206 significant with probability 0.033, Influence of Perceived Ease of Use
(PEOU) to the Perceived usefulness (PU) is 0.235 significant with probability 0.009, the Influence of Perceived
Usefulness (PU) on intention to use (1U) is 0.207 significant with probability 0023. Meanwhile the influence of
Perceived Ease of Use (PEOU) on Intention to Use (1U) through Perceived Usefulness (PU) is 0.048 which also
significant.

Table 3. Influence of between Variable Results.

Standardized
Regression | S.E. | C.R. P | Label
Weights
PU <--- PEOU .235| .135| 2.622|.009(par_3
Intention <--- PEOU 206( .115| 2.133(.033|par_1
Intention <--- PU 207 .072| 2.266(.023|par_2
VII. DISCUSSION

1. Influence of Perceived Ease of Use on Perceived Usefulness.

The coefficient of the effect of Perceived Ease of Use (PEOU) on the Perceived usefulness (PU) is
0.235 with probability of 0.009. That Coefficient indicates that Perceived Ease of Use (PEOU) variable has
positive effect on Perceived usefulness (PU). This means that the increase in Perceived Ease of Use (PEOU)
will be followed by an increase in Perceived Usefulness (PU), on the contrary, decreased Perceived Ease of Use
(PEOU), will be followed by a decline in Perceived Usefulness (PU), assuming other factors held constant.
Statistical t-value shows the influence of Perceived Ease of Use (PEOU) on Perceived Usefulness (PU) is 2.622
with probability of 0.009 or below 0.05. This means Perceived Ease of Use (PEOU) has a significant effect on
Perceived Usefulness (PU).

Implications of this study is are in order to improve the Perceived Usefulness of mobile banking
services it is need to improve the Perceived Ease of Use of bank customers, such as providing an interface that is
easy and simple and useful to enrich customers' intentions to use and leads to actual usage behavior.

2. Influence of Perceived Ease of Use on Intention to use

The coefficient of the effect of Perceived Ease of Use (PEOU) on Intention to Use (1U) is 0.206 with
probability of 0.033. That Coefficient indicates that the Perceived Ease of Use (PEOU) has positive effect on
Intention to Use (IU). This means that the increase in Perceived Ease of Use (PEOU), will be followed by an
increase in Intention to Use (1U), on the contrary, decreased Perceived Ease of Use (PEOU), will be followed by
a decrease on Intention to Use (1U), assuming other factors held constant. Statistical t-value result shows that the
influence of Perceived Ease of Use (PEOU) on Intention to Use (1U) is 2.133 with probability of 0.033 or below
0.05. This means Perceived Ease of Use (PEOU) has significant effect on Intention to Use (IU).

The implications of this study are the banks should consider these factors of Perceived Ease of Use
(PEOU) to increase the likelihood of customers feel comfortable using mobile banking services.

3. Influence of Perceived Usefulness on Intention to use

The coefficient of the effect of Perceived Usefulness (PU) variable on Intentions Using (1U) is 0.207
with probability of 0.023. That Coefficient indicates that the perception of usefulness (PU) variable has positive
effect on Intention to Use (1U). This means that an increase in Perceived usefulness (PU), will be followed by an
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increase Intention to Using (IU), on the contrary, decreased Perceived usefulness (PU), will be followed by a
decrease on Intention to Use (IU), assuming other factors held constant. Result of Statistical t-value shows the
influence of Perceived Usefulness (PU) on Intentions to Use (1U) is 2.266 with probability of 0.023 or below
0.05. This means the Perceived Usefulness (PU) significantly influence the Intention to Use (1U).

The implications of these findings are the banks must understand the Perceived Usefulness (PU) that
influence the intention to use or adoption of mobile banking by such free training on the use of mobile banking
services, communicating the benefits or usefulness of mobile banking, provides mobile banking manual on the
detail and both available online and offline.

VIII. CONCLUSION

The results of this study concluded that the characteristics of customer acceptance or intention to use
mobile banking services in Makassar are influenced by the characteristics of the Perceived Usefulness and
Perceived Ease of Use variables. Usefulness variable has more dominant influence than Ease of use variables
influence on the intention to use. Therefore, to increase the adoption or the intention to use mobile banking
services in Makassar, the banks should provide an easy and simple interface and useful to enrich customers'
intentions to use and leads to actual usage behavior. Besides the banks should educate customers about the use
of mabile banking and continuously communicate about easy to use mobile banking services. The banks should
also increase the perception of the usefulness by provide free training on the use of mobile banking services,
communicating the benefits or usefulness of mobile banking, provides maobile banking manual on the detail and
both available online and offline.

Some of the research limitations are as follow: (2) the research objects is limited to the observation that
was conducted within the cross section time range for one single time. It affects the finding related to the
causality relationship among the research’s variables. (b) The measurement of the research variables uses
customers’ perception. There will be a trend that the respondents during filling up the questionnaire will always
provide good/agree answers which cannot be used to represent the generalization of the research findings.
Further research may also consider other research approach such as TAM2, UTAUT or other technology
adoption models.
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