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Many businesses now interact with their customers through m-banking solutions. Mobile banking 

is a term used to describe a popular technique for giving users accessible, local banking 

alternatives. Mobile banking has been covered in a number of articles due to its significance to 

both banks and clients. Given that this paper is descriptive and offers an assessment of the present, 

the data was collected using a survey that included a range of important characteristics of the 

chosen population. This study seeks to close the knowledge gap on the association between current 

mobile banking app features and its impact towards continuous app utilization and loyalty, 

particularly Malaysian public. Users' decisions to switch to mobile banking app are influenced by 

a number of factors, including their level of "emotional connection,"(EC) "transaction 

pleasure,"(TP) " ease of use,"(EU) “trustworthiness,"(T) "service, system, and information 

quality," (SSIQ) "banking  reliance," (BR). The hypothesis is divided into its fundamental 

components, and the link between all of these aspects is determined as part of the investigation 

into the model. The level of pleasure experienced with newly suggested app feature enhancements 

by customers will serve as the mediator to achieve continuous utilization and loyalty. Quantitative 

method is being focus on this study with the Statistical Package for the Social Sciences (SPSS) 

software are used to carry out a straightforward linear regression procedure. It is learned in this 

study that the variables have strong relevance in retaining utilization, loyalty and customer 

retention to remain competitive in mobile banking app and in banking industry specifically. 

Customer satisfaction fundamentals in this study are highly influence customers for a decision 

making to continue utilize and remain loyal with an enhance app features existence as a mediator 

with a significant outcome. 

 

Keywords: mobile banking technology, banking technology, financial institution banking, 

transaction convenience, mobile banking, mobile apps, app features. 
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CHAPTER 1  

INTRODUCTION 

 

1.0 Introduction  

 
In this chapter, will formulate a research hypothesis, offer some background, and draw attention 

to certain challenges that are particular to the area under examination. A user of mobile banking 

can carry out financial transactions via their mobile device, which might be an Android or iOS 

mobile device with mobile banking app installed. Mobile banking provides consumers with 

practically every function that is normally offered via a local branch, including the ability to 

deposit funds, transfer funds, pay bills, transfer money internationally, and invest. The kind of 

banking transactions that may be completed online differ from institution to institution in banking 

industry. Customers of mobile banking are able to apply for credit cards and establish new accounts 

using the focused Mobile Banking App. Mobile banking serves as a medium for financial 

institutions to acquire consumers, optimize earnings, and boost customer convenience with a single 

click, regardless of where the customers are located. The ability to conduct banking transactions 

outside of normal business hours, along with the fact that mobile banking can be browse from 

anywhere and has quickly become the customer's preferred method, are all advantages offered by 

mobile banking (Sohail and Shaikh, 2008).  

This made it easier for people to utilize mobile banking since the system has always been available 

to them whenever consumer need it. As a result, more people are likely to embrace and keep using 

the mobile banking app, making it a preference over the conventional banking system. In addition, 

Bank Negara Malaysia (BNM) also places emphasis on ensuring the usability of mobile banking 

to meet the needs and wants of banking customers these days.  
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Efforts are strongly encouraged to reduce the problem in mobile banking to be dealt with more 

effectively. (Financial Stability and Payment System Report, 2010). The market penetration of 

smart mobile devices has significantly expanded in recent years. Devices are becoming more 

common in daily life and in organizations, and smartphones come with built-in Android and iOS 

software. “Tablets are easy to carry and nearly always available when compared to laptop 

computers. Tablets also have longer battery lives (Accumulate, 2015)”. As a result of these aspects, 

individuals are increasingly beginning to utilize them in instead of, or in addition to, laptop 

computers. As mobile devices continue to become increasingly widespread as a platform, 

businesses, and notably financial institutions, are showing a growing interest in making 

investments via agile concepts.  

Among the opportunities that are open and can be explored by financial institutions, one of them 

is, by increasing customer loyalty and increasing efforts to reach a wider customer base. Among 

other things, in increasing results or returns, focus on a more careful study of customer data or 

introducing something newer and fresher app features, for example, a new platform with a more 

minimal design and more beneficial functionality feature to existing customers and new customers 

which impactful to individual’s financial management. 

 

1.1 Background 

 
Businesses now provide their products and services via mobile applications and websites in a 

variety of industries, including banking as well as the administration of investments and savings. 

The invention of mobile banking and payment systems has had a greater influence on people's day-

to-day lives than any other development that has occurred in recent times. The use of the web to 

conduct banking activities, such as money transfers, payments, transactions, and other services, 
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has resulted in a simplification of these formerly complex activities. Despite the fact that more 

customers are using mobile banking services on a daily basis, there are still many individuals who 

do not make consistent use of mobile banking and stay committed to a particular banking app. 

“The maturation of mobile network technology has necessitated the creation of infrastructure for 

the secure processing of mobile payments. Consumers may feel safe using mobile banking at any 

time, from any location (Agency, 2012)”. 

Mobile technology is sometimes considered to be cutting-edge, cutting-competition software since 

it enables internet business transactions to be carried out in a more convenient and profitable 

manner. These days, a lot of individuals use their mobile phones to complete monetary activities, 

such as paying bills and many other expenses. “We now communicate differently, conduct 

commerce when buying and selling things and services, and acquire knowledge in different ways 

as a result of the widespread adoption and usage of mobile technology (Allua, 2009)”. Time and 

location are not barriers as such a mobile App develops in a supportive and highly safe 

environment. 

Customers can conduct mobile banking transactions whenever and wherever, as a consequence to 

the secure infrastructure and rapid development of mobile technology. Mobile banking is the 

concept of doing financial transactions directly or indirectly using a mobile device over a cellular 

connection or wireless connection.  “Many studies were conducted to see how people feel about 

mobile banking before it became a widely used service (Accumulate, 2015)”. According to Jack 

Flynn, (2023) estimates that there will be 4.9 billion internet users globally in 2023. That represents 

62% of the whole world's population. There were 268 million additional smartphone users 

worldwide between 2021 and 2022. In 2022, there were 6.65 billion smartphone users worldwide, 

up from 6.38 billion at the start of 2021.  
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That represents an annual rise of 4%. From 2016 to 2021, mobile usage as a percentage of all 

internet usage rose from 43.7% to 55%. In actuality, the proportion of mobile devices used to 

access the internet in the first quarter of 2015 was just 31.16 percent of laptops and other devices. 

While, as of the beginning of 2022, mobile devices currently account for the bulk of internet 

consumption (55%). According to estimates, 72.6% of smartphone owners worldwide will only 

use own devices to access the internet by 2025. This indicates that by 2025, more than 1.3 billion 

individuals will use smartphones to access the internet globally. 

Smartphones and other mobile devices have grown to be extremely popular and extensively 

utilized throughout the years, joining the internet in this development. Overall, several patterns 

seem to point to the rise of mobile internet usage as the new standard. With this, mobile banking 

is seen as an encouragement platform to access mobile banking and further improve the perception 

of financial institutions. "Customers in the banking sector now mainly conduct business through 

mobile devices, such as smartphones, applications and tablets (BankID, 2014)". 

These mobile-first customers are being more valued by the world's leading financial institutions. 

As an illustration, Banking in Malaysia is an example of a financial institution that communicates 

with its customers primarily via the use of mobile devices App. Malaysian financial institutions 

are now able to offer their consumers with the complete spectrum of banking services as well as 

commodities by means of a mobile application. Customers are able to submit applications for new 

accounts or loans via mobile app in their cellphones. By using this banking strategy, the bank is 

able to deliver improved service to its customers around the clock and in all of their different 

locations. Additional capabilities of mobile banking include the ability to pay bills, make online 

purchases, transfer cash, overseas transfers, linking to Tabung Haji service and access investment 

accounts such as ASNB, and many other features. 
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Numerous individuals embrace mobile banking nowadays since it is straightforward and 

convenient to open an account, make a payment and fund transfers, make purchases using a mobile 

device, and utilize a variety of other banking-related functions without having an effort to be 

physically visited a banking branch. Mobile banking has sprung onto the scene in the most recent 

decades, becoming a widespread practice. As per Bank Negara Malaysia statistic below, since the 

lockdown in 2020 as a consequence of Covid-19 pandemic, there has also been massive 

incremental and a rise in the total number of transactions in the financial sector that were performed 

by means of mobile banking.  

 

 

 

Despite this surge, mobile banking is being swamped by a fraud and security difficulties. There 

have been instances in which the customer's account has been hacked, resulting in the loss of their 

money without the customer's knowledge. Customers who use mobile banking applications, which 

are now offered by a significant number of financial institutions, have a responsibility to ensure 

that the applications are kept up to date so that customers do not leave themselves vulnerable to 

potential risks including but not limited to distributed denial of service assaults, phishing, spoofing, 

skimming, and corporate account takeovers. In this study, will be focusing on mobile banking App 

as scope of study and Malaysian public as the population make up the survey data.   

Table 1 : Transaction Summary by Payment Channels in comparison 

Source : Bank Negara Malaysia 
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Table 1.1 : Transaction Volume detail and Value by Payment Channels in comparison 

Source : Bank Negara Malaysia 
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1.2 Problem Statement  

 
The impact of mobile banking from consumer views may have been minimal despite the fact that 

it is currently the main and important services that banks provide to their customers.  Even though 

recent advancements in technology and the proliferation of applications has led to a greater focus 

being placed on mobile devices, the mobile web, and mobile commerce, resulted mobile banking 

has developed into a significant delivery platform. This is the case despite the fact that mobile 

banking can be accessed through a variety of mobile devices. Based on Shaikh and Kerjaluoto, 

this is as a result of the advent of mobile banking has evolved into a substantial delivery channel 

(2014). Apparently, in the opinion of Shaikh (2014), "mobile banking allows customers to 

complete transactions using either a personal digital assistant or a cell phone, depending on their 

preferred way of communication." This service benefits the financial institutions that provide it on 

the present market as well as the end users who use it.  

Previous studies have explored the positive effects of mobile banking and outlined its key features 

for enhancing the banking experience for mobile users’ interaction with financial services.  

These researches concluded that "e-banking services have advanced across many electronic 

streams, making it possible to just supply several types of additional value for customers" 

(Alsheikh, 2012). The mobile banking features that give customers of financial institutions a better 

banking experience were also included in this research. Another study discovered that using 

mobile banking to pay bills increases convenience and productivity. Time can be saved and quick 

responses to unanticipated service needs are made possible by the service's availability anytime 

and wherever (Barnes, 2003). 
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Customers can conduct financial transactions at any time and from any place, and mobile banking 

makes it possible for them to use banking services by way of mobile devices in an easy and 

practical method. Additionally, customers can conduct financial transactions without being limited 

by time or place. Some people consider mobile banking to be a significant step forward in 

technological development. The value of creative characteristics has also been shown via study 

conducted by academics. Several researches concluded that consumers' perspectives about 

innovations had an effect on their preferences towards the usage of information services that were 

based on the internet. A variety of features of inventions are described under the innovation 

diffusion hypothesis as having the potential to affect people's decisions towards their adoption. It 

is necessary to have both of internet and devices, in order to part of the said phenomenon for 

effectively using an application (app), the advance of mobile banking will be determined by the 

availability of these elements. Mobile banking is a banking service that can be browse through a 

mobile device (Bernard, 2000). 

In introducing new and available products, mobile banking is seen as an effective and convenient 

platform, resulted a number of banks in China and the US experienced a sharp rise in demand for 

their services. However, because there were no face-to-face interactions, these institutions 

encountered significant challenges. Even if trust was a vital component of the system, the absence 

of participation and understanding of mobile banking increased the risk of ambiguity and 

anonymity in financial transactions. Customers, on the other hand, are left wondering whether or 

not customers can place their trust in the bank given the lack of certainty surrounding the situation.  

The main focus is the sub-market within Malaysia, with statistical data from various sources will 

be further emphasized for the study interest of the subject. 91.7 percent of Malaysia's population, 

as of 2012, had access to the Internet, according the Organisation for Economic Co-operation and 

Development (OECD). Additionally, Malaysia is among the nations that heavily rely on the 
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Internet for online services due to its highly developed telecommunications and broadband 

connections. According to Statista Research Department, In Malaysia, 28.4 million individuals 

have internet connectivity in 2020. By 2025, this number is anticipated to increase to over 30 

million. 

 

Figure 1 : Malaysia: Number of Internet Users 2010-2025 

 

Mobile banking is likely to have an increasingly noticeable impact, making it a topic worth 

researching for both existing firms and start-ups. Since mobile banking is developing and gaining 

popularity more quickly than online banking, it is giving financial institutions an essential platform 

to improve the level of customer service in a way that is effective and efficient (Bloch, 1986). As 

stated by Barnes and Corbitt that several factors, such as existent banking channels, market 

circumstances, and client insights, influence how widely mobile banking services are used and 

adopted. While the current endeavor is related to a learning centered on these difficulties, it is 

primarily focused on a field where researchers have contributed relatively less (Chen, 2013).  
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The investigation's main focus will be the significance of the online banking app from the 

viewpoint of the users, with a special focus on Malaysia (Handelsbanken, 2015). 

 

Figure 2 : Mobile Banking Users’ Adoption Rate in Malaysia vs Internet Banking Users 2013 to 

2016 

Source: Asian Banker Research 

 

In reference to Mallat, Rossi, and Tuunainen (2004), the client is the driving force behind this 

research because client are the ones who decide on a new technology adoption and incorporate it 

into their daily lives (Nordea, 2015). More importantly, research on mobile banking is scarce 

overall, and especially in Malaysia. And this is true even though, as was said, Malaysia has one of 

the highest internet accessibilities and use rates in the world, as documented by Bank Negara 

Malaysia. In addition, as shown in the table below, the number of mobile banking subscribers has 

increased since 2019. 
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Table 2: Mobile Banking Subscribers 2019 – Sept 2022 

Source: Bank Negara Malaysia 

 

1.3 Research Objectives 

 

Given the small sample size and data not up to date is a constraint of existing research in this area. 

This study will examine pertinent studies and concepts to establish the significance of mobile 

banking App features from the perspective of users after the app has been adopted, based on six 

independent variable of satisfactory levels and an enhance app features as a mediator to determine 

impact and correlation on dependent variable of continuous utilization and loyalty. The study aims 

to investigate such as time spend on mobile banking app, investigate is the current MB adopted is 

a complete choice while meeting customers expectation and the type of preference of an enhance 

mobile banking app. On the other hand, the complete aim of the study is to nurture the continuous 

utilization and loyalty towards mobile banking app based on the data and findings.  

 

1.4 Research Questions 

 
The following is an outline of the research question that will be investigated as part of this study.In 

order to come up with a solution for the problem that has been brought up in the study, it is vital 

to take into consideration the following fundamental questions throughout this process: 



12 

 

1. What is the typical amount of time that customers spend using the app?  

2. What are the needs of customers could be satisfied by the mobile banking?  

3. How is mobile banking a complete choice for customers?  

4. How exactly will the mobile banking app beneficial from more enhance app features 

being added to it?  

This research objective is similarly to discover possible new app features that could 

potentially be incorporated in the mobile banking service research focus that is currently 

being conducted among Malaysian population. The questionnaire's items were adapted 

from previously created and tested measures and appropriately changed to make them 

applicable to this study particularly. 

 

1.5 The Significance of the Research 

 

It is interesting in gaining more knowledge about a sector of mobile banking that is entirely 

centered on the requirements of its end users. This study's overarching objective is to examine the 

importance of mobile banking app features, from the point of the fact that the banking sector as a 

whole has been subject to a change globally as a result of advances in technical capability.  

The number of financial institutions offering online banking has increased significantly recently, 

rising from 1,200 in 1998 to 15,485 in 2004, directly as a result of the expansion of electronic 

services (Bryman, 2011). But from 18% in 1999 to 51.3% in 2004, it raised the proportion of bank 

customers who transacted electronically (Bloch, 2009). As a result of the rapid changes that have 

occurred in both the local and global environment, Malaysian banks have reacted by implementing 

innovative technologies to improve their ability to serve customers and by increasing the number 

of people can be reach online, particularly through mobile devices. As a consequence of this, the 



13 

 

banking sector has evolved into a vital component of the acceleration of the nation's economic 

growth and a component of the environment's level of sturdiness in Malaysia.  

The Malaysian banking industry, as was described in the beginning of this article, is crucial for 

promoting growth in all industries and contributing to economic stability in the nation. As a result, 

banks in Malaysia are continually searching for fresh approaches to provide their customers with 

better services while spending less money (Dineshwar, 2013). According to the changes made as 

an outcome of the technology-driven expansion of the service, which will help achieve the goals 

that consumers have in mind when obtaining mobile banking service. 

Financial institutions can better focus their efforts and achieve results that benefit both parties if 

players have a better understanding of the adoption processes that clients go through for new 

technology like these (Findahl, 2013). When financial institutions have a greater understanding of 

the essential factors associated with banking services, and how those factors influence online 

satisfaction, which will have a stronger ability to adjust the product offerings that banking players 

could provide.  

By using technology more effectively, the financial institutions will be able to better match the 

genuine demands of their clients. To be more precise, the effect will be beneficial to the mobile 

banking app development, allowing it to strengthen the expansion of its app features to better serve 

the target market, which would, in turn, raise customer satisfactory and happiness level, which 

contributes to continuous usage and loyalty in long term. To be more explicit, this research will 

contribute in the service enhancement to improve constancy of mobile banking, in this research as 

online banking services including the formation of enhanced app features.  

This will have an influence on increase of loyalty and utilization expectantly to mobile banking 

app customers as a whole.  
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1.6 Delimitation 

 

It is feasible that the findings of this research are only relevant to the target market of the mentioned 

mobile banking customers and specifically Malaysian banking customers. This is due to the fact 

that the empirical data used in this study are based only on the existing market for the mentioned 

mobile banking. The breadth of the investigation is being narrowed by imposing this constraint on 

it. Access to and utilization of online banking services in Malaysia are among the highest, leading 

scholars to infer that mobile banking clients, would be an intriguing market to study.  

It is a fascinating marketplace subject to examine, as there are numerous mobile payment solution 

providers that are available to the general public, and the number of these companies is always 

expanding, making it an industry with a significant competitive edge. Despite being aware of the 

existing Malaysian mobile payment solution service, the research is highly concentrated just on 

mobile banking because this software has been the basis for the development of all other mobile 

payment solutions that have come after it (Findahl, 2013). Literature review on the technological 

acceptance model will not be assess since there has already been a significant amount of research 

done in this field and the theory does not really have any bearing on the research that is currently 

being conducted. The primary emphasis of this investigation is on what comes about following the 

adoption of mobile banking what is the independent variables contribution and correlation towards 

continuous utilization and loyalty. 
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1.7 Organization of the Study 

 

There are three (5) sections to this research. 

Chapter one of the study consists of the general introduction which includes; the background of 

the study, the problem statement, the research objective, the investigation questions, significance 

of the research, limitations of study, and the organization of the study.  

The second chapter is the literature review, which assesses the works of other researchers on the 

topic, their methods, as well as the researcher's own findings and opinion, which are included. The 

content is around benefits of mobile banking adoption, limitation and drawbacks of mobile 

banking. The conceptual model proposal and the purpose of this research is also entailing the 

details and its summary. 

Chapter three for Research Methodology. In this section, will discuss the study method as well as 

the overall design of the study. Discussions on how the data is acquired, analyzed, and integrated 

come after an explanation of the study design, research selection technique, and research 

experiment approach that comes first. In addition to that, it details the procedures that were utilized 

to determine the reliability and validity of the research data. 

In Chapter 4, Data Analysis and Results: summarizes the findings of the quantitative analysis's 

collected information. This section presents the outcomes from the statistical analysis used to 

examine the hypotheses as well as the results from the quantitative data analysis related to the 

study conceptual frameworks. 

In final Chapter 5, discussion of the main results and the relevant conceptual model of the 

hypothesis in the conclusion and recommendations. Additionally, it covers the research's academic 
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findings and theoretical contributions before providing proof that a sufficient number of 

independent variables influence app usage and loyalty while enhancing app features 

which mediate the dependent variables. The study's limitations are additionally disclosed, and 

potential areas for further exploration are recommended. 
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CHAPTER 2  

LITERATURE REVIEW 

 
2.0 Introduction 

Since there are a member of a global network and are among the most active commercial entities, 

financial institutions can provide better terms to customers who want to use online banking 

services. The Internet and mobile applications (often referred to as "apps") have made this 

business, along with many others, the most effective delivery channel for the selling of banking 

products and services to customers (Internetstatistik, 2014). 

For the reason of this, an increase in competitiveness within the banking sector is really engaging, 

as well as an increase in the level of expectation held by banking customers. In this chapter, will 

include review of the research done on mobile banking that was done previously. 

  

2.1 Theoretical Foundation 

Consumers can access their bank accounts through mobile banking using a mobile device, such as 

a cell phone, smartphone, or personal digital assistant, according to Lakkanen and Kiviniemi 

(PDA). The roots of traditional banking channels laid by telephone and online banking are built 

upon by mobile banking (Laukkanen, 2007b). Mobile banking is designed with the possibility of 

offering customers extra advantages. It is not constrained by space or time and possesses qualities 

that require less effort. According to Khan and Khan (2012), mobile banking enables users to 

access their accounts virtually from anywhere, which isn't always possible with online banking, 

even on a PC (Khan, 2012). Over the past three decades, financial institutions have made it their 

responsibility to satisfy their consumers' growing desire for convenience. Due to the present focus 

on mobile computing, wireless Web connectivity, and mobile commerce, mobile banking has 
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become a key distribution channel (Shaikh & Karjaluoto, 2014). (Shaikh, 2014). Customers who 

use mobile banking, which offers financial dealing and portfolio management services, can carry 

out any form of financial activity while on the go, from transferring money between accounts and 

monitoring their balance to a more complex financial transaction.  

Due to this, mobile banking is fast gaining acceptance worldwide. As a result, retail banks are 

operating very differently now, with minimal fees for financial institution and better ease for their 

clients (Lin, 2013). This is supported assertions that mobile banking is fast growing (Laukkanen, 

2007b). As a result, users are increasingly choosing mobile banking over traditional banking as 

the preferred way to check on financial records, conduct transactions, and find out about new 

product and facilities simply remotely from the mobile devices in their possession. 

Because of this, customers are now able to make full use of mobile banking. The use of mobile 

phones and tablets to carry out banking transactions or access financial information has not been 

claimed to be as widespread as could be expected on a massive level, regardless of the benefits of 

mobile banking and the aforementioned high speed of expansion (Nordea, 2015). This is still the 

case despite mobile banking's increasing adoption and tracking customer satisfaction will 

encourage more people to utilize mobile banking apps and ultimately will increase reliability, 

continuous utilization and loyalty.  
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2.1.1 Benefits of Mobile Banking Adoption 

Customers frequently complained about the bank's hours and about the lengthy wait periods that 

have experienced (SEB, 2015). However, this viewpoint might change depending on the situation 

or the media being engaged. Since are not specific to the app itself, it may be acknowledged as the 

main benefits of mobile banking. The greatest benefit of mobile banking, in the view of its 

consumers, is how simple it is to use. The process of carrying out a transaction or using a service 

provided by a financial institution has historically required a lot of time and labour, but with the 

development of this technology and in nations that have not yet adopted it, this has drastically 

changed and FI's is now adopting Agile methodology which the fastest goes out to market will 

always remain competitive. The widespread adoption of this new technology has eliminated the 

need for regular bank visits and saves effort of visiting. This implied that the financial institution 

would be able to accommodate the customer's demands for services at their convenience. 

It is more cost-effective for the bank to serve customers' needs when customers can make deposits, 

withdrawals, and other transactions via their mobile device rather than going to a branch. Based 

on this shift in demand, fewer branches and more integration are anticipated. Those who lack 

access to traditional financial institutions or are geographically separated may nonetheless manage 

their accounts via (Nordea, 2015). Laukkanen mentions another benefit as effectiveness (2007). If 

customers feel that mobile banking will allow them to "efficiently utilize the time available," 

customers are more inclined to use it. These benefits are comparable to how simple things are 

(Laukkanen, 2007b). 

Suoranta (2003) asserts that clients who are also early users of technology will understand the 

benefits of mobile banking better. Someone who has used a smartphone or tablet before will more 

immediately recognize its benefits and will feel more at ease and confident using it. Previous 
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research has shown that “regardless of whether consumers have a favorable opinion of the 

underlying technology, the convenience of mobile banking is related to the fact that it is simple to 

understand and use (Society, 2012)”. Despite extensive published ongoing discussions, the 

security and privacy of Internet access, many people continue to believe that mobile banking is 

more secure than online banking. First off, contrary to common logic, some of the security holes 

in mobile devices work as safeguards. Furthermore, unlike to malware for smartphones, desktop 

computer malware has existed for decades (Statista, 2014). 

 

2.1.2 Limitations and Drawbacks of Mobile Banking  

Consumers are apprehensive about mobile banking because customers worry about identity theft, 

hacking, and other types of privacy invasion, according to Al-sheikh and Bojai (2014). One 

drawback of mobile banking is that some customers might think it's risky or has some limitations. 

When the risk was assessed in terms of the overall security and dependability of the services 

offered, research conducted by Suoranta in 2003 found that "Members are not in fact so seriously 

concerned about the risk of conducting banking over wireless." The major disadvantage of mobile 

banking has less of an impact now than it did when the technology first became widely accessible. 

Even a few years ago, a situation like this would not have been conceivable (Swedbank, 2015). 

The constraints or problems in designing mobile banking applications are a result of the diverse 

capabilities of mobile devices in use today. The proliferation of screen sizes, user interface (UI) 

advancements, and OS versions makes it challenging to accommodate all devices. Consequently, 

there are several disadvantages and difficulties linked with the mobile banking applications. The 

lack of compatibility with different mobile devices is a significant concern, as highlighted by the 

Mobile Marketing Association in 2009. Laukkanen's assessment that "the small screen and limited 
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data make it exceedingly difficult to utilize the device" emphasizes the difficulty of using the 

device for money transmission (Laukkanen, 2007b).  

The technology that makes mobile banking (MB) possible has the potential to improve not only 

the quality of life of consumers but also the ability of financial institutions to compete in their 

respective marketplaces. In their article from 1985, Elwork and Gutkin analyzed the implications 

that computers will have not only for society but also for the sciences. Even if computers have 

become more sophisticated over the course of the previous three decades, there are still a great 

many technological issues that need to be investigated. These obstacles include the differences that 

exist between nations worldwide (Tavakol, 2011). 

 

2.2 Mobile Banking (MB) adoption Empirical Research 

 
Mobile banking (MB) technology has the potential to improve people's quality of life while also 

increasing the efficiency of financial organizations. Consumers may conduct financial transactions 

at any time and from any location. Consumptive behavior does not significantly affect how savings 

are managed, which implies that regardless of how much or little customers consume, their savings 

balance and management will remain unaffected. The good quality of mobile banking services 

allows consumers to manage an effective and good savings management, which has a substantial 

impact on the management of financial. 

Elizabeth Ubam, Irwandi Hipiny, Hamimah Ujir (2021), in their research seeks to carry out a 

need’s assessment for UI/UX design for Malaysian elders using a mobile banking app. Its 

discussed on the requirements of senior users must be taken into account while creating the UI/UX. 

The recommended elements must be incorporated into the final design, i.e., fast loading time, 

security, and senior friendly UI elements. 
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Maja Iskandar1, Hartoyo Hartoyo, Irman Hermadi (2019), in their findings that the behavioral 

intention is significantly positive influenced by the variables of observability, performance 

expectancy, hedonic motivation and facilitating conditions. The price value and perceive risk 

factors have a significant negative effect. It is further affirmed that makes the appearance of mobile 

banking more accommodating of user and application interactions (user interface/UI) and able to 

accommodate the experience of users who have used mobile banking applications (user 

experience/UX). The designed UI/UX has appropriate and simple design features but still focuses 

on banking transaction activities and user experience and controls the application of multimedia. 

This include by increasing the ability to access mobile banking applications that can accommodate 

bandwidth availability. Collaboration with communication service providers can be an alternative 

solution.  

Hamid, K., Iqbal, M. W., Muhammad, H. A. B., Fuzail, Z., Ghafoor, Z. T., & Ahmad, S. (2022), 

it is very important to consider user satisfaction and trust in mobile banking applications for future 

development of mobile banking apps interfaces. As many users use mobile banking apps to 

perform transactions, developers use modes concepts to improve them and their interfaces, just 

like any other application software and provide the facility of customization. 

Selamet Riyadi and Dita Ayu Pritami (2018), in a research titled the impact of financial literacy, 

consumptive behavior and mobile banking services on savings management, the findings argued 

that financial literacy does not have a significant influence on savings management, this is due to 

the fact that even though students understand financial literacy well, it cannot determine how well 

the students manage their savings. A good quality of mobile banking services allows consumers 

to manage an effective and good savings management, which has a substantial impact on the 

management of financial. 
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Trust is a key component of mobile commerce since it reduces the amount of ambiguity involved 

in a transaction. Furthermore, trust and confidence level are crucial in every economic partnership. 

Similarly, it is critical for providers of mobile banking services to gain clients' first trust. There are 

several factors that lead to MB's consumers' lack of trust and confidence in the institution. Some 

of the criteria are personal ingenuity, the type of the task being done, social influence, and how 

one views risk. This is one of the aspects influencing customer trust. Their empirical data 

corroborate this idea (Swedbank, 2015).  

The similar logic might be utilized to MB: in direction to gain customers' trust and convince them 

to adopt this technology, banking must present persuasive explanations. As a result, the 

atmosphere in which individuals live has the capacity to alter the relationship between mobile 

banking assurance and the previously outlined factors by the research. The urge to analyze this 

issue by respondents inspired the development of this research. Mobile banking is beneficial to 

banks since it fosters greater effectiveness and facility excellence. Customers benefit from mobile 

banking as well since it maximizes the efficacy of their time, provides rapid information, improves 

connectivity, provides a great lot of convenience, and increases engagement. 

Trust and confidence level are an important component of mobile banking since it reduces the 

overall amount of uncertainty connected with a transaction. Furthermore, trust is an essential 

component of every successful commercial relationship. Similarly, firms that provide mobile 

banking services must first gain the trust of their target audience, which in this case is the customer. 

A wide range of factors contribute to mobile banking clients' lack of confidence in a certain 

banking app, resulting in significant differentiation. Some of the concerns are the person's 

imagination, the sort of task being performed, the impact on society, and how one perceives the 

level of risk. As a result, the environment in which individuals live has the ability to alter the 
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relationship that exists between confidence in mobile banking and the factors that were previously 

stated by the study. 

According to Dr. Shamsher Singh (2014), in a research study aims to explore the customer 

perception on the different dimensions of mobile banking based on respondents’ perception on 

various mobile banking applications. Amongst others, variables discussed was “Security/Privacy, 

Reliability, Efficiency, and Responsiveness” where the main problem is today more than half the 

population in another country has a mobile phone. However, less than 1% of that uses mobile 

phone as a medium for banking. The findings relatively indicate that higher education level in 

Delhi NCR provides the opportunity to the banks to create awareness and promote the use of 

mobile banking. Study population comprised the residents of NCR Delhi using mobile banking 

services. Majority of the respondents were either graduate (54.5%) or post graduate (35.5%). 

According to the respondents' profiles, graduates are young, educated, and reasonably employed 

characteristics of the new generation, which is also tech-savvy and demands services at single 

click. The method in which this generation lives with technology presents a tremendous potential 

for the banking industry to improve services through the use of mobile, the internet, or other 

technical applications.  

Four aspects of mobile banking services have been identified in this study and several other 

investigations. These factors may be used by managers and banking professionals to gauge how 

effectively banking players are serving customers. The information may be utilized to manage 

organizational resources and give clients better services. This will minimize the cost of gaining 

new customers and result in client retention. 
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2.3 Conceptual Model 

 

The study's ultimate purpose is to examine the various way via which consumers make decisions 

to utilize and continuous utilization to adopt mobile technologies in connection to the mobile 

banking system, and the secondary objective is to propose the optimal mediator of app features 

grounded on the conclusions of this investigation. This section emphases on the hypotheses 

developed for each variable. These hypotheses will be dissected into their component elements 

and analyzed in depth. The conceptual model is represented by the framework proposed in this 

study, which is composed of independent variables, a mediator, and a dependent variable.  

By incorporating a wide range of concepts and theories, this framework will help in evaluating the 

issue at hand. It outlines the expected outcomes of the study and describes the important variables 

so that interrelationships could be mapped out. It is constructed before to data gathering and is 

portrayed visually. 

 

 

 

 
Figure 3:  Conceptual Model 
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2.4 Hypothesis Development 

PART 1 - SATISFACTORY FACTOR 

2.4.1 Emotional Connection (EC) 

Emotion, loyalty, and interdependence are the foundations of a partner's affective responsibilities 

to another in business; its a manifestation of one party's psychological dependence on the other. In 

this instance, the presence of a psychological connection indicates a strong bond. The rationale for 

differences in particular data between new and returning clients. Despite having distinct 

expectations, both new and returning clients respond in the same way (Zhou, 2010). 

Hypothesis One (H1) : Customer engagement leads to the creation of a favorable link between an 

individual's emotional connection and an interaction-focused bank. 

2.4.2 Transaction Pleasure (TP) 

Transaction conducive refers to the ease and speed with which the transaction may be executed. 

The main factor that renders transactions conducive is the ability to obtain the transactional service 

in a short period of time. Transactions without interruption, notification of completed transactions, 

straightforward logout procedures, and inconsistent pricing are additional features that enhance 

transaction convenience. Mobile banking allows users to do a transaction with a few clicks, 

regardless of their location, and to conduct multiple transactions simultaneously. Those who 

choose to use conventional banking methods are often forced to wait in long lines to perform 

financial transactions (Statista, 2014). Consequently, the ease of making transactions is a driving 

force behind the widespread adoption of mobile banking. 

Hypothesis Two (H2): The pleasure of the transaction made is positively correlated with mobile 

banking usage, supporting the theory. 
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2.4.3 Ease of Use (EU) 

An increase of effort needed to obtain a position as a result of new technology is assessed 

individually using a concept known as perceived ease of usage (Ease of Use). Concerning the 

requirement of effort, the usability of mobile technologies is crucial for enabling consumer 

participation in the joint creation of valuable experiences. It has been amply shown that mobile 

technology may boost benefits for bank customers, and user friendliness is a crucial element in 

ensuring consumer acceptability.  

Numerous studies have demonstrated a correlation between Perceived Ease of Use (PEU) and the 

accelerated adoption of new technology in the banking industry. However, the introduction was 

difficult, and it has been suggested that the tendency of consumers to utilize mobile banking 

services is not automatically linked to employment chances (Alsheikh, 2012). This shows that 

studies into PEU and its effect on consumer attitudes, as well as the interactive technique, are both 

deserving of further investigation. 

Hypothesis Three (H3): Customers' positive sentiments toward the ease of use of mobile banking 

to improve the accessibility of financial services are correlated with mobile banking's ease of use 

(EU). 

2.4.4 Trustworthiness (T) 

The maximum bound of the technology's perceived dependability is the level to which a person 

has independently determined that the platform technology is a reliable one. It is crucial to make 

sure that the system is trustworthy in order to deliver a dependable technical service, which in turn 

enables the user to achieve their desired goal. Utilizing unreliable technology demonstrates a lack 

of faith in oneself; as a result, its usage should and will be restricted. 
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The seeming reliability of a technology has a substantial effect on consumer happiness, perceived 

value, and perceived quality, according to research on mobile technology and information systems. 

Furthermore, the level of legitimate trust that consumers have in a corporation is seen as a crucial 

precondition for trusting that organization when conducting mobile commerce (Alsheikh, 2012). 

Even though mobile is a wireless technology, it is highly prone to breaches and attacks. 

Customers are frequently prompted to provide personal information concerning themselves when 

using mobile technology and make purchases for products and services, including their personal 

details, and the essentials of their debit and credit cards. To provide customers more assurance that 

the confidentiality of their personal information, it is crucial to improve the dependability of 

mobile technologies. It is stated that the following theories is proposed: 

Hypothesis Four (H4): The perception of mobile banking's dependability enhances both customer 

confidence and trustworthiness in the ease of financial services and mobile banking. 

2.4.5 Banking Reliance (BR) 

This theory defines trust as an individual's belief in another group's competency, honesty, skill, 

and friendliness toward persons or consumers. Confidence has emerged as a vital factor in 

minimizing risk, but the inherent dangers of conducting business online are viewed as inhibiting 

its mitigation. (BankID, 2014). Furthermore, it is stated that confidence in the banking sector is 

always associated around reliability and level of privacy that is considered high and safe. The first 

interaction between a customer and a financial institution will typically have a substantial influence 

on the customer's degree of confidence level in the financier. 

Hypothesis Five (H5): A consumer's increased use of mobile technologies and positive attitude on 

utilizing the services directly correlate with an increase in confidence and reliance in mobile 

banking. 
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2.4.6 Service, System, and Information Quality (SSIQ) 

The overall efficiency of the mobile banking system in terms of the privacy of the service providers 

is the primary metric used to evaluate system reliability and quality. The reliability of a mobile 

banking system is mostly determined by how easy it is to use, how appealing the app is on user 

interface and user experience (UIUX), how trustworthy the user is, and other similar variables. If 

the user is confident in the system's dependability, customers will most likely keep using it for 

their future business needs. The effectiveness of the service in terms of personalization, reliability, 

latency, and other characteristics are evaluated to determine the quality of the service, which is 

mostly dependent on the mobile banking system. Improving service quality is crucial to the quality 

of m-banking, as poor service may result in low customer trust and dissatisfaction. This is because 

poor service quality is essential to its improvement. (index., 2014). The phrase "information 

quality" typically relates to how reliable, complete, precise, and relevant the information being 

sought is, as well as how conveniently it may be obtained. Customers' frequency of usage, 

confidence in, and overall satisfaction with the m-banking system are all impacted by the accuracy 

and reliability of the information provided by the system. 

Hypothesis Sixth (H6) : The level of service, system, the data and information all strengthened, 

resulting in a rise in the quality of mobile banking and user satisfaction level. 
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PART 2 – MEDIATOR  

2.4.7  Enhance App Features (Mediator) 

 

In order to gauge better engagement and experiment, a mediator is added to understand the 

acceptance and satisfaction level improvement by providing the best app features to be developed 

in addition to the existing services to improve the service level and ultimately will help end user 

to have a better sensation toward mobile banking app and continue adopting upon recognizing the 

improvement of app features suit their needs. 

The propose app features to be enhanced are to be measure based on the rating of five points Likert 

scale, users may express their preferences and selection based on their need on different features 

in a mobile banking application  1= Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly 

Disagree. The customer's choice to buy a product is heavily influenced by product information that 

includes appealing pictures and a succinct description of the product. Even though it is regarded 

an additional feature, its importance is not less than that of other main features, particularly in an 

app designed for the banking industry. And the propose new enhanced app features examples are; 

Total Spend/Expenses Analytics and Automatic Savings features which allows customers to save 

and hide the amount separately within the same app and few others more which will be part of the 

opinion in the survey.   

(H7) : Enhance App Features 

Enhance App Features is an important mediator to define the relationship between customer 

satisfaction and continuous customer utilization and loyalty.    
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2.5 Summary of Chapter Two 

 
This section describes a general introduction to mobile and online banking including a summary 

of its component development growth in Malaysia. Furthermore, this chapter examines the 

literature associated with internet banking in Malaysia. Several authors have emphasized the 

significance of using online banking in previous studies. There has been a notable growth in the 

volume of Malaysian customers who are comfortable consuming online banking. The theoretical 

foundation is also completed proposed, which entails a comprehensive review of the literature on 

the topic of online banking. From this review, the conceptual framework is constructed. 

Additionally, the study's conceptual framework is provided, detailing how the independent 

variables, mediator and dependent variables are interconnected. At the final chapter, developed a 

working hypothesis based on the relationship between the independent, mediator and dependent 

variables, as well as nine proposed hypotheses based on those correlations. A mediator is aimed to 

have a better understanding on the proposed app feature improvement based on Malaysian public 

sampling.  
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CHAPTER 3  

RESEARCH METHODOLOGY 

 
 
3.0  Introduction  

 
This chapter will enlighten to justify the choices made regarding the methodologies used 

throughout the suggested area of investigation. The structure will be segmented based on the 

following parameters to promote efficiency: research technique, study methodology, research 

validity and reliability, data analysis, as well as the generalization. 

Despite the fact that few fundamentals of this segment will be presented prior to the collection of 

empirical data, it is expected that some components will be elaborated on as the study progresses. 

As a result, the overall image of the processes employed is appropriately portrayed. 

 

3.1 Research Design 

 
The technique of research is the deductive method, which entails applying theory to examine and 

provide evidence in order to response the supplied research questions. According to Sunil and Bell 

(2014), when deductive method implements in a research, researchers are concerned with 

developing hypotheses that are based on prior hypotheses and must then be subjected to empirical 

scrutiny (BankID, 2014). Across this research, the arguments will be produced by way of studies 

and fundamental inquiries, allowing for a logical progression throughout the project. In order to 

affirm the outcome as an evidence of this study, quantitative methodology is utilized by numerical 

data collection from a google form survey of straightforward questionnaires. The data collection 

will start with the review and distribution of 46 questionnaires through communications channels 
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such as WhatsApp and email via google form. This followed by testing and validating the 

reliability, regression, correlation and analyzing the database to support the findings. 

The procedure will be as follows: theory, questions, data collection, outcomes, responding to 

research questions, and further altering theory. 

Because the financial institution placed a great importance on the safety of customer information 

and privacy, the research may begin by assembling secondary data in the form of previous 

knowledge and expectations concerning the matter that is the investigation's topic of inquiry. After 

that, it was time to start gathering the core empirical data that would be used to evaluate how nearly 

or how differently the forecast matched reality. 

The deductive theory is a superior option for the research because it is practical and a perfect focus 

to this research study. The aim of this investigation is to acquire additional knowledge on mobile 

banking, a subject that is gaining popularity amongst Malaysia market. Another name for the 

technique used in quantitative research methodologies is deductive reasoning. Although the 

deductive method is more well-suited to the issue at hand, that the current project provides, it is 

essential to remain cognizant of the risks and downsides that are associated with the adoption of 

this strategy. It's possible that once the data have been collected, the best viable theory will emerge 

or that the findings won't be pertinent to the study's goals (Alsheikh, 2012). 

The design of the quantitative approaches that employed will also receive significant attention in 

addition to the research project. This will guarantee that such unforeseen results are prevented. It's 

feasible that further theories will be developed, whether or not there is still a lack of explanation 

in light of the results there is still a lack of theory, it is possible that more ideas may be invented.  
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3.2 Study Population and Sampling Procedures 

There is a very large number of different alternatives when comes to sampling that are worth 

considering. The main purpose of the research should always serve as the principal focus of the 

investigation in order to identify the numerous advantages and limitations of the process, in 

addition to the applicability of various sampling strategies. A sample is considered to be 

representative of the population as a whole if findings from it may be extrapolated to the whole 

population. When a study's results can be extended to the entire population, it is representative of 

the population. Malaysian public will make up the sample population in this study. Randomized 

sampling gives each unit in a sample frame an equal opportunity to be chosen as reported by Sunil 

and Bell (2014). After careful design, this kind of sample appears to be the most appropriate, 

providing results that are just as reliable as if the entire population had already been surveyed.  

To reach a large audience in the mentioned range, almost 500 survey was blasted via own contacts 

through communication channels consist of work colleague, vendors, classmate, childhood circle 

as well as business circle. WhatsApp and email channel distribution are inclusive, around social 

network such as UniRazak Postgraduate student and other circle such as external motivation 

seminar was blasted via individual email too. This type of sample appears to be the most 

appropriate and easy to access after detailed planning, delivering results that are just as trustworthy 

as if the full population will be in reflection. And this is due to both, our time and resources are 

subject to certain limitations and restrictions.  

Sample size determination comprises of the aims and the dimensions of the population under study, 

the likelihood of making an error during the study and the extent to which this study allows the 

error when selecting samples. It also consists of the standards of a sample size that are determined 

through the degree of sample correctness, the confidence level employed, and the extent of 
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unpredictability of the features being studied (Israel, 2013). According to ministry of economy 

department of statistics Malaysia official portal, Malaysian citizen consist of 29.8 million as of 

Feb, 2022 hence, it is recommended to have number of samples as per Raosoft as per below figure 

4.The information the calculator analyzes is derived from the amount of error acceptance, the size 

of uncertainty, the number of the sample, and the distribution of the given responses (Raosoft, 

2013). Based on the survey distribution, the feedback received is 228 which parallel to the 

calculated sample size of 196 sampling is minimally essential with 7% margin of errors is accepted. 

 

Figure 4 : Sample Size Calculator by Raosoft 

3.3 Data Collection Method 

In order to gather information, there will be a questionnaire to complete the research. It is essential 

to develop a research instrument before beginning a quantitative study. This instrument most 

frequently takes the form of a questionnaire, along with the responses to that questionnaire. The 

questionnaire distributed through an online survey that developed straightforward questions 

reflected into three section, namely demographic, satisfactory factor and enhance app features 

which analyze using both excel and SPSS. On the other hand, both the research-related rules and 

the instructions for filling out the questionnaire to be presented in English. Each question on the 
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survey will be a closed-ended one, given in a manner similar to a tick box or dropdown. As detailed 

by Sunil and Bell (2014), “when presented a closed question, respondents are given a limited set 

of predetermined answers from which to select the best response”.  

Questions will use a Likert scale with a range from 1 to 5, with 1 indicating strongly agree and 5 

indicating strongly disagree, as this is the most prevalent way of survey gathering and is therefore 

simple to comprehend. While replies may be measured and susceptible to quantitative analysis, 

respondents are not obligated to take a stance on any issue (Bloch, 2009). 

In order to better reflect the nature of the investigation at hand, the questionnaire that will be used 

will take quantitative approach.  

 

3.4 Operationalization and Measurement  

 

3.4.1 Independent Variables  

 

Propose independent variables for satisfactory factor are as follows; 

 

1. Emotional Connection (EC) 

2. Transaction Pleasure (TP) 

3. Trustworthiness (T) 

4. Banking Reliance (BR) 

5. Ease of Use (EU) 

6. Service, System, and Information Quality (SSIQ) 
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Questions that associated to each of the IV/DV is to be measured based on customers direct 

answer from the option provided or will be based on scaling of Likert scale:  

 (1) Strongly Agree ; (2) Agree; (3) Neither Agree nor Disagree ; (4) Disagree; (5) 

Strongly Disagree 

 Yes / No 

 

3.4.2 Mediating Variables 

 

Enhanced App Features 

Customer satisfaction can be measured by collecting quantitative data on how satisfied consumers 

are with a product or service after adopting it. Customers who are pleased with their purchases are 

more inclined to make more purchases. Multiple researchers have been active in this field since 

that time (index., 2014). One of the most important things that makes for a great customer service 

experience is how well customers' needs and wants are met while customers  are using the products 

or services that the business offers. This component can range from very little to a great deal. In 

addition, customer happiness is a reflection of the degree to which expectations are fulfilled while 

also catering to the consumers' actual interests.  

Utilizing one's own personal expectations in conjunction with one's own personal assessment has 

the potential to have a sizeable effect on the amount of satisfaction attained by a customer. To put 

it in a different context, this indicates that the mediator variable has been presumptively presumed 

to have an impact on the outcome of the variable. Mediation happens when the mediating variable 

is only responsible for a part of the relationship between independent & dependent variables. If 

the mediating variable is eliminated, there will still be a relationship between the independent and 

dependent variables; it just will not be as strong as with mediator existence. 
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It is proposed, on the basis of the most recent features of the mobile banking app, to have another 

set of questionnaires to determine which app features would be most beneficial to be improved for 

a better engagement and to be enhanced to the existing mobile banking app. The features that are 

being considered for improvement, in addition to those that have already been mentioned.  

This mediator to be measured based on the rating on customers using the choice of one preferred 

answer for the significance of certain elements in a mobile banking application. The customer's 

choice to buy a product probably influenced by product information that includes appealing 

simplified pictures, functionality and a succinct description of the product. 

 

3.4.3 Dependent Variable 

Dependent variable of the research includes;  

Continuous Customers Utilization and Loyalty  

Continuous Customer Utilization and Loyalty refers to the amount to which customers engage 

with a specific product or service on a regular basis while also having a good attitude towards it. 

This can be measured in the context of mobile banking apps by the frequency with which the app 

is used, the number of transactions done through it, and the general pleasure of the user (BankID, 

2014). A high level of consumer utilization and loyalty to a mobile banking app indicates that the 

app has been successful in providing features and services that fulfil the user's financial 

management demands. Such devotion can lead to long-term customer relationships, which can 

result in higher income and profitability for the financial institution.  Therefore, understanding the 

factors that contribute to continuous customer utilization and loyalty in mobile banking apps is 

crucial for financial institutions to improve their services and maintain a competitive advantage in 

the market. Measurement is the same per independent variables using a five-point Likert scale.  
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3.5 Data Analysis Techniques 

 

In order to measure what is offered in the proposed investigation, the analysis will be enhanced 

such as the one indicated above, the population of Malaysian public. This will be done in order to 

measure what is presented. The research will take into account the public that identified around 

own circle randomly in an attempt to produce a comprehensive grasp of the setting of the study 

and to narrow in on its most important characteristics. In order to "look for correlations between 

multiple sets of data," statistical tools will be applied to the data obtained from the questionnaire 

once it has been completed. In light of the theory that has been presented, the objective here is to 

assess the various approaches that have been taken. In order to communicate the findings of this 

research, descriptive statistics, which place more of an emphasis on describing the data rather than 

developing hypotheses based on it. These statistics utilized in the process of creating visual 

representations of the data obtained from the questionnaires and surveys. 

Furthermore, the findings of the research will point to a range of factors; hence, the bivariate 

analysis is the method that is best suited for this competition. The objective of a bivariate analysis 

is not to establish a cause-and-effect relationship between two variables; rather, this type of 

analysis only illustrates how the variables are connected to one another. This is due to the fact that 

bivariate analysis places an exclusive emphasis on describing the ways in which the variables are 

connected to one another. This suggests that bivariate analysis, which is aware of the existence of 

a link amongst values, might be used to normalize the data. Bivariate analysis is aware of the fact 

that there is a relationship between values. This is because bivariate analysis is aware of the 

presence of the link. For the correlation analysis as well as the other statistical analyses, SPSS is 

utilized.  
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3.5.1 Descriptive Analysis Techniques  

 
Analyzing this kind of data typically involves making use of structural equation modelling (SEM). 

When researchers have a large enough sample size, the use of SEM to simply build up and reliably 

evaluate hypothesized correlations, not only across theoretical constructs, but also between the 

constructs and observed indicators (N). SEM also enables researchers to test relationships between 

the constructs and observed indicators. The data for the study will be collected and evaluated using 

descriptive analysis and structural equation modelling (SEM), both of which will also be utilized 

to test the hypotheses that will be developed as a result of the investigation.  

The study's data will be collated, and descriptive analysis will be performed to look at respondents' 

general descriptions and characteristics as well as the relationship between those qualities and 

factors that affect respondents' interest in mobile banking. After assessing the general description 

and traits of responses, this will be done. The acquired data will be analyzed using IBM SPSS to 

perform a structural equation modelling (SEM) analysis to test the hypothesis. This study was 

carried out in two stages: first, a measuring model was created, and then, using the data, a structural 

model was created. 

3.5.2 Inferential Analysis Techniques 

 

Inferential analysis is used simultaneously to draw conclusions on a sampling population based on 

data received from a certain portion of that overall population and to evaluate the degree that such 

findings are supported by the evidence of statistic. Both of these processes take place based on 

data obtained from a subset of the population. The conclusion about the population based on the 

data obtained from the subset of the population is the focus of the conclusion that will be made. 

This is done by drawing inferences from the data collected from the subset of the population. Since 
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inferential analyses do not sample the entire population, there is typically some degree of 

uncertainty associated with the results. 

To conduct descriptive and inferential analyses on quantitative data using social science data 

analysis software (SPSS). The descriptive analysis of the study variables included percentages, 

frequencies, means, and standard deviations (Tavakol, 2011). Inferential statistics such as multiple 

regression analysis and correlation will be utilized to examine the extent of the relationship that 

exists between the variables under consideration. For the purpose of communicating the findings 

of the investigation, various infographics, including but not limited to charts and tables, is 

exploited. 

3.6 Summary of Chapter Three 

 

In this section, detailed out the techniques that implemented throughout the research and the way 

in which will analyze the findings. Evaluation of the study's methodology comes first. This 

indicates a deductive strategy, where theory is employed to inquire into and offer information for 

the purpose of answering the research questions posed. The proposed sampling approaches and 

methods show that the population of the study consists of Malaysians public, either currently with 

mobile banking applications or otherwise on any circumstance. Surveys are to be sent out to the 

respondents intentionally and randomly to collect the intended data sampling. In the research final 

chapter, the ideas of independent variables, variables that mediate relationships between other 

variables, and dependent variables are discussed.  
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CHAPTER 4  

DATA ANALYSIS AND RESULT 

 
 
4.0  Introduction 

In this chapter, the results are presented consist of analysis of the data collected during the research 

phase. Analysis focused on examining the relationships between the variables identified in Chapter 

3, and on exploring the research questions and hypotheses formulated in Chapter 1. All of the data 

generated for this study was examined using IBM SPSS 25. 

The first section of this chapter provides a descriptive overview of the data, including relevant 

demographic information about the study participants, as well as the distribution and frequency of 

key variables. The preceding sections will be taken up by this section., which delve deeper into 

the relationships between the variables and the research questions. 

The second section of this chapter presents the results of our bivariate analysis, which examines 

the associations between pairs of variables. The graphical and numerical methods is utilized to 

visualize and summarize the relationships between the variables and interpret the findings in light 

of the relevant literature and theoretical frameworks. 

Finally, the third section of this chapter builds upon the bivariate analysis by conducting 

multivariate analyses, which allow to examine the relationships between multiple variables 

simultaneously. Regression models to explore the extent to which various independent variables 

predict the outcome variable and assess the statistical significance and strength of these 

relationships. 
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4.1 Coded variable in SPSS 

 
Variables Category Coded 

Gender 
Male 

Female 

1 

2 

Age 

18-24 years 

25-34 years 

35-44 years 

45-54 years 

55-64 years 

1 

2 

3 

4 

5 

Race 

Malay 

Chinese 

Indian 

Others 

1 

2 

3 

4 

Marital Status 
Single 

Married 

1 

2 

Education Level 

High School Graduate 

Professional degree 

Master degree 

Diploma 

Doctoral 

Bachelor degree 

1 

2 

3 

4 

5 

6 

Employment Status 

Employed full time 

Employed half time 

Self-employed 

Unemployed 

Student 

Retired 

1 

2 

3 

4 

5 

6 

 
Table 3 : Coded Variables in SPSS 

 
 

4.2 Pilot Test 

 
Before performing a larger study, a pilot test is established in a small-scale preliminary study used 

in statistics to determine whether a research design or methodology can be carried out and is 

effective.  
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A pilot test's major goals are to identify possible problems or problems that might come into the 

larger study and to improve the research methods to make sure the larger study is successful and 

reliable.  

Reliability analysis: If the Cronbach's alpha coefficient is high (i.e., > 0.7), it suggests that the 

research instrument is reliable and consistent. If the coefficient is low, it may indicate issues with 

the items in the instrument, and it may need to be revised. 

Correlations: Correlation analysis findings can be used to find links between different variables. 

While negative correlations show that the variables move in opposition to one another, positive 

correlations imply that the variables move together in the same direction. The usage of correlations 

can be used to test hypotheses and to identify any confounding variables that must be taken into 

consideration in subsequent analyses. Overall, the pilot test is an important step in the research 

process, as it helps to identify and address any potential issues before conducting the full-scale 

analysis. 

4.3 Reliability Analysis 

 
A statistical technique called reliability analysis is used to evaluate a measure or test's consistency 

and stability over time or under various conditions. One common reliability measure is Cronbach's 

alpha, which estimates the internal consistency of a test by computing the average correlation 

among its items. The test is dependable if it has a high alpha coefficient (often over 0.7 or 0.8), 

which shows that the test's items are substantially connected. 
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No Reliability Statistics No. of 

Questions 

Sample 

size 

Cronbach’s 

Alpha 

Standard 

Cronbach’s 

Alpha 

Findings 

1 Overall 46 228 0.7 0.943 Reliable 

2 Demographic 06 228 0.7 0.737 Reliable 

3 Emotional Connection 05 228 0.7 0.729 Reliable 

4 Transaction Pleasure 05 228 0.7 0.936 Reliable 

5 Trustworthiness 05 228 0.7 0.879 Reliable 

6 Banking Reliance 05 228 0.7 0.904 Reliable 

7 Ease of Use 05  228 0.7 0.903 Reliable 

8 Service, system, & 

information quality 

04 228 0.7 0.880 Reliable 

9 Enhance app features 05 228 0.7 0.895 Reliable 

10 Continuous customer 

utilization & loyalty 

06 228 0.7 0.802 Reliable 

 
Table 4 : Reliability Statistics 

 

The overall reliability statistic for our data is 0.943, which is good for analysis, as shown in Table 

4. There are 46 questionnaires in total reflected onto the survey, which were then divided into 

different groups. Sampling consists of 228 people. Almost all the results are reliable. The 

demographics portion of our questionnaire comprises 6 items and a Cronbach's Alpha score of 

0.737. The initial name for the independent variable, "emotional connection," indicates that it has 

a valid or reliable alpha value of 0.729. The second independent variable, transaction pleasure, has 

an alpha value of 0.936. Trustworthiness, the third independent variable, has an alpha value of 

0.879. Banking reliance, the fourth independent variable, has an alpha value of 0.904. 

The fifth independent variable, ease of use, has an alpha value of 0.903. The sixth independent 

variable, service, system, and information quality has an alpha value of 0.880. Enhance app 
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features, the mediator variable, has an alpha value of 0.895. The dependent variable, Continuous 

customer utilization & loyalty, also has a category variable. 

 

4.4 Demographic profile  

A demographic profile is a set of characteristics used in statistics to characterize a specific group 

of individuals or population, based on parameters such as age, gender, education, occupation 

and marital status. Demographic profiles are frequently utilized in market research, governmental 

and social policy planning, and other sectors requiring a comprehensive knowledge of human 

populations involved. This will aid the researcher's understanding and analysis of the entire dataset. 

 

4.4.1 Descriptive Analysis Techniques  

To summarize and describe data, descriptive analysis use measurements such as mean, variance, 

standard deviation, minimum, and maximum. These measures aid in identifying patterns, trends, 

and linkages in data, as well as describing the data's central tendency and distribution. 

The first stage of statistical analysis is typically descriptive analysis, which can be used to 

summarize and display data in an easy-to-understand and analyze format. It can be used to describe 

the characteristics of a population or sample and to seek for any correlations between variables. 

Overall, descriptive analysis is a useful technique for researchers and analysts to comprehend and 

express the properties of data. 
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Characteristics Categories Percentage (%) 

Gender 
Male 50.4 

Female 49.6 

Age 

18-24 years 14.1 

25-34 years 33.0 

35-44 years 31.3 

45-54 years 18.5 

55-64 years 3.0 

Race 

Malay 72.4 

Chinese 12.3 

Indian 12.7 

Others 2.6 

Marital Status 
Single 39.9 

Married 60.1 

Education Level 

High School Graduate 8.3 

Professional degree 14.9 

Master degree 25.0 

Diploma 16.7 

Doctoral  2.6 

Bachelor’s 32.5 

Employment Status 

Employed full time 53.9 

Employed part time 5.7 

Self employed 19.3 

Unemployed 2.6 

Student 16.7 

Retired 1.8 

 

Table 5: Demographic Profile 

 

According to table 5, Males make up 50.4% of the population, while females make up 49.6%. 

14.1% of respondents are under the age of 25 which reflected to be students, 33% are in the 25 to 

34 age range, 31.3% are in the 35 to 44 age range, 18.5% are in the 45 to 54 age range, and 3.0% 

are over the age of 55. Compared to 60.1% of persons who are married, 39.9% of people are single. 

Malay make up 72.4% of the population, followed by Indians (12.7%), Chinese (12.3%), and 
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others (2.6%). Among the respondents, a high school graduate by 8.3%, a professional degree by 

14.9%, a Master degree by 25.0%, a diploma holder by 16.7%, 2.6% with Doctoral degree, and a 

Bachelor degree held by 32.5%. Participants who worked full-time (53.9%), part-time (5.7%), self-

employed (19.3%), unemployed (2.6%), enrolled as a student (16.7%), and retired (1.8%) make 

up the participants. 

4.4.2 Respondent Overview Analysis  

 

 

Figure 5: Respondents Age Range 

 

As we can see from this graph, it is effective in differentiating between all of the groups. This 

graph divided by categories and colors them according to their percentage or frequency. By 

examining these percentages, it is determined which category has a higher involvement % in the 

variable. This figure shows that 14.1% of respondents are under the age of 25, 33% are in their 

25s to 34s, 31.3% are in their 35s to 44s, 18.5% are in their 45s to 54s, and 3% are over the age of 

55. This demonstrates that the Millennials, or individuals aged 25 to 34, are the largest cohort 

participated in this research which is very encouraging to have them share their preferences 

towards utilizing mobile banking.  

18 - 24 Years , 
14.1%

25 - 34 years, 
33.0%

35 - 44 years, 
31.3%

45 - 54 years , 
18.5%

55 - 64 years , 3.0%

65 or older , 14.1%



49 

 

 

Figure 6: Respondents Race 

This graph breaks down all the categories and displays in different color based on its percentage 

or frequency. As we can see which category larger participation percentage in the variable has by 

looking at these percentages. According to this data, Malay make up 72.4% of the population, 

followed by Indian (12.7%), Chinese (12.3%), and others (2.6%). This pie chart replicates the 

majority of Malay is the largest respondent participated in this   research survey. 

 

Figure 7:  Respondents Education level 

 

Malay , 72.40%

Indian , 12.70%

Chinese , 
12.30%

Others , 2.60%

8.3%

14.9%

25%

16.7%
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0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

High School Graduate

Professional Degree

Master's Degree

Diploma or equivalent

Doctoral Degree

Bachelor’s Degree
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This bar chart breaks down all the categories and displays each one in a different color based on 

its percentage or frequency. As can see which category a larger participation percentage in the 

variable has by looking at these percentages. According to this data, among the respondents, a high 

school graduate by 8.3%, a professional degree by 14.9%, a Master degree by 25.0%, a diploma 

holder by 16.7%, 2.6% has Doctoral degree, and a Bachelor degree being the most participated by 

32.5%.  

 

Figure 8:  Respondent Mobile Banking User 

 

The above chart reflected user adopted mobile banking app amongst the respondent. This graph 

breaks down all the categories and displays each one in a different color based on its percentage 

or frequency. According to this graph 96.8% equal to over 220 individuals is actively utilizing the 

mobile banking app and only 3% is not having it utilized. It is probably this type of customers 

have it not activated so far or choose to perform manual financial management with third party 

help due to very minimal activity performed throughout their daily lives.  

Yes, 96.8%

No , 3%
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Figure 9: Number of Mobile Banking App actively used by respondents 

 

 

Based on the above data, two installed mobile banking app are the most reflected in above diagram 

with 39% and actively used based on the respondents population, the interpretation could be 

respondent has the other banking mobile app as a secondary app incase the primary one goes 

offline or the other banking app is meant for other purposes such as savings and investment.  

 

 
4.5 Testing Mediation with Regression Analysis 

 

The mechanism by which an independent variable (IV) influences a dependent variable (DV) 

through a mediator, which is an intermediate variable, is examined using a statistical approach 

called mediation analysis. The mediator variable describes how the IV and DV are related, and 

mediation analysis helps to determine whether the effect of the IV on the DV is direct or indirect 

through the mediator. Regression analysis is one of the most common methods used to test 

mediation. 
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Overall, regression analysis is a powerful tool for testing mediation in social science research, and 

it can be used to investigate complex relationships between variables. However, it is important to 

ensure that the assumptions of regression analysis are met, including linearity, independence of 

errors, homoscedasticity, and normality of residuals. 

In the data, effect between emotional connection, transaction pleasure, trustworthiness, 

banking reliance, ease of use, service, system and information quality, and continuous customer 

utilization and loyalty has the probability mediated by enhance app features variable. 

𝑋1 = emotional connection  𝑋2 = transaction pleasure  

𝑋3 = ease of use              𝑋4 = trustworthiness  

𝑋5 = banking reliance   𝑋6 = service, system, & information quality 

 

Y = Continuous customer utilization & loyalty 

M = Enhance app features 

 

 

 

 



53 

 

Step 1:  

Run the regression between Emotional Connection as predictor (X) and Continuous customer 

utilization & loyalty (y).  

Y = 𝐵𝑜 + 𝐵1𝑋1+ ε 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.277 .079  28.648 .000 

EC .019 .036 .035 .525 .600 

a. Dependent Variable: CCUL 

 

Interpretation: 

Model-1: As p-value (0.600) > α Therefore, do not reject the null hypothesis. Model-1 has 

so produced insignificant results. 

 

Run the regression between Transaction pleasure as predictor (X) and Continuous customer 

utilization & loyalty (y). 

Y = 𝐵𝑜 + 𝐵2𝑋2+ ε 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

2 (Constant) 2.270 .059  38.591 .000 

TP .026 .029 .059 .887 .376 

a. Dependent Variable: CCUL 

 

 

Interpretation: 

Model-2: As p-value (0.376) > α Therefore, do not reject the null hypothesis. Model-2 has so 

produced insignificant results. 

 

Run the regression between ease of use as predictor (X) and Continuous customer utilization & 

loyalty (y). 

Y = 𝐵𝑜 + 𝐵5𝑋3+ ε 



54 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

3 (Constant) 2.203 .066  33.442 .000 

EU .061 .032 .125 1.892 .060 

a. Dependent Variable: CCUL 

 

Interpretation: 

Model-3: As p-value (0.060) > α Therefore, do not reject the null hypothesis. Model-3 has so 

produced insignificant results. 

 

 

Run the regression between trustworthiness as predictor (X) and Continuous customer 

utilization & loyalty (y). 

Y = 𝐵𝑜 + 𝐵3𝑋4+ ε 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

4 (Constant) 2.200 .075  29.275 .000 

T .058 .035 .110 1.661 .098 

a. Dependent Variable: CCUL 

 

Interpretation: 

Model-4: As p-value (0.098) > α Therefore, do not reject the null hypothesis. Model-4 has so 

produced insignificant results. 

 

Run the regression between banking reliance as predictor (X) and Continuous customer 

utilization & loyalty (y). 

Y = 𝐵𝑜 + 𝐵4𝑋5+ ε 
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Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

5 (Constant) 2.232 .070  32.031 .000 

BR .042 .032 .087 1.320 .188 

a. Dependent Variable: CCUL 

 

Interpretation: 

Model-5: As p-value (0.188) > α Therefore, do not reject the null hypothesis. Model-5 has so 

produced insignificant results. 

 

 

 

Run the regression between service, system, and information quality as predictor (X) and 

Continuous customer utilization & loyalty (y). 

Y = 𝐵𝑜 + 𝐵6𝑋6+ ε 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

6 (Constant) 2.248 .072  31.201 .000 

SSIQ .034 .033 .068 1.031 .304 

a. Dependent Variable: CCUL 

 

Interpretation: 

Model-6: As p-value (0.304) > α Therefore, do not reject the null hypothesis. Model-6 has so 

produced insignificant results. 
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Step-2:  

Direct Effect 𝑋𝑖 and M We run the regression independent variable’s and enhance app features 

as a predictor. 

M = 𝐵𝑜 + 𝐵1𝑋1 + 𝐵2𝑋2 + 𝐵3𝑋3 + 𝐵4𝑋4 + 𝐵5𝑋5 + 𝐵6𝑋6 + ε 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

7 (Constant) .182 .090  2.009 .046 

EC .173 .057 .166 3.047 .003 

TP .022 .061 .026 .365 .715 

EU .037 .082 .039 .455 .650 

T .165 .077 .160 2.137 .034 

BR .103 .060 .110 1.717 .087 

SSIQ .431 .067 .443 6.476 .000 

a. Dependent Variable: EAF 

 

Interpretation: 

Model-7 : As p-value (0.000) ≤ α Therefore, we reject the null hypothesis. Model-7 has produced 

significant results. In other words, SSIQ, T and EC have the significant effect on the variable EAF. 

 

 

Step 3: 

Run the regression between enhance app features as a predictor and Continuous 

customer utilization and loyalty as a dependent variable. 

Y = 𝐵𝑜 + 𝐵1M + ε 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

8 (Constant) 2.293 .075  30.391 .000 

EAF 3.312 .054 .023 10.339 .035 

a. Dependent Variable: CCUL 
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Interpretation: 

Model-8 has shown significant results as p-value is less than the alpha. 

 

 

 

Step-4:    Mix effect of M and 𝑿𝒊 on Y.  

Run the regression with emotional connection, transaction pleasure, trustworthiness, banking 

reliance, ease of use, service, system and information quality and enhance app features as 

predictors and Continuous customer utilization & loyalty as a dependent variable. 

 

Model 9: 

Y = 𝐵𝑜 + 𝐵1𝑋1 + 𝐵2𝑋2 + 𝐵3𝑋3 + 𝐵4𝑋4 + 𝐵5𝑋5 + 𝐵6𝑋6 +𝐵7M + ε 

 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

9 (Constant) 2.243 .088  25.531 .000 

EC -.013 .056 -.025 -.241 .810 

TP -.060 .059 -.138 -1.025 .306 

EU .132 .079 .271 1.677 .095 

T .055 .075 .104 .736 .463 

BR .009 .058 .019 .159 .874 

SSIQ .007 .070 .015 .104 .917 

EAF -4.88 .065 -.171 -1.355 .007 

a. Dependent Variable: CCUL 

 

Interpretation: 

As per above model 9, as can see that all independent variables are not significant as p-value is 

greater than alpha. But, enhance app features which is our mediator shows the significant relation. 

So, it is concluded that the complete mediation is present with the given variables. As a result, the 
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overall model has been accepted in accordance with the data. Because the p-value is below the 

level of significance, the regression coefficient is also significant. 

 

4.6 Correlation 

A statistical measure known as correlation describes the strength of an association or relationship 

between two variables. It is an evaluation of the degree to which two variables are connected to 

one another. 

A positive correlation means that the other variable tends to rise when the first one does. A negative 

correlation means that the other variable tends to decrease when the first variable rises. There is 

no association between the two variables if the correlation coefficient is 0. 

 

 CCUL EAF AC P BT PEU SSIQ 

CCUL Correlation 1       

EAF Correlation 0.358** 1      

EC Correlation 0.254** 0.530** 1     

TP Correlation 0.247** 0.593** 0.764** 1    

T Correlation 0.240** 0.521** 0.705** 0.685**    

BR Correlation 0.352** 0.525** 0.578** 0.533** 1   

EU Correlation 0.344** 0.610** 0.678** 0.702** 0.634** 1  

SSIQ Correlation 0.261** 0.588** 0.676** 0.679** 0.654** 0.707** 1 

 
Table 6 : Correlation Statistics 

Interpretation: 

As each of these variables has a significant value, are all related to one another. There are several 

variables that show weak correlation with one another. It all show a high correlation of shows and 

indicate as 0.764 between the variable’s TP and EC. In addition, there is a 0.240 weak correlation 

between T and CCUL over all subjects. All variables are positively correlated. It indicates that the 
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variables positively interacted with one another. If one variable rises, the second variable's 

correlation coefficient will rise as well. 

 

4.7 F-Test 

Models F-test Decisions 

Model 30.742*** At least one independent variable explains the 

dependent variable. 

 

Table 7 : Results of F-test 

The F-value is a test statistic in statistics that is used to compare the variances of two or more 

samples. It is sometimes referred to as the F-ratio or the F-statistic. Regression analysis and 

analysis of variance (ANOVA) frequently employ it. The F-value in an ANOVA is used to 

determine whether the means of the groups being compared are equal, which is the null hypothesis. 

The null hypothesis is rejected, and it is inferred that at least one group mean differs significantly 

from the others if the F-value is higher than the critical value for the selected level of significance. 

The F-value in regression analysis is used to evaluate the model's overall significance.  

The model is deemed significant if the F-value is larger than 1, indicating that at least one of the 

independent variables significantly affects the dependent variable. At a 5% level, the model's F-

test value of 22.742 is significant. The results show that the independent and dependent variables 

have at least one significant association that contributes to the explanation of the relationship. 
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4.8 Conclusion 

 
Mobile banking app features are becoming increasingly vital for people to use mobile banking and 

stay committed while managing their finances. Individuals can keep a closer verify on their 

finances and make smarter financial decisions by accessing financial information and making 

transactions from mobile banking app at any time and from any location. Account balance and 

transaction history, bill payments, fund transfers, budget tracking, and investment management are 

just a few of the tools available in mobile banking apps designed to help people manage their 

financial savings and spend.  Individuals can use these capabilities to monitor their financial 

behavior in real time, manage their spending, create financial objectives, and make sound financial 

decisions. Mobile banking apps also provide a high level of security and safety for users' financial 

information, giving consumers piece of mind when completing transactions and managing their 

accounts on reliable and trusted mobile banking app. One of the primary objectives of this study 

is to investigate consumers' perceptions towards mobile banking potential.  

The adoption of mobile banking by banking technology users (P) is influenced by the values of 

variables like emotional connection (EC), transaction pleasure (TP), trustworthiness (T), banking 

reliance (BR), ease of use (EU), service, system and information quality (SSIQ) by analyzing the 

hypothesis and determining the connection between these many components, the model is studied. 

According to model 9, as p-value (0.000) ≤ α so we reject hypothesis and conclude that model has 

shown significant results. As can see that all independent variables are not significant as p-value 

is greater than alpha. But, enhance app features which is the mediator shows the significant 

relation.  
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Consequently, it is concluded the complete mediation is present and with significant impact and 

exist with the given variables. As a result, the overall model has been accepted in accordance with 

the data. Model-7 has produced significant results. In other words, SSIQ, T and EC have the 

significant effect via mediator on the variable EAF.  
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CHAPTER 5  

CONCLUSION AND RECOMMENDATIONS 

 
 

5.0 Introduction 

In the previous chapters, it was discussed the growing popularity and adoption of mobile banking 

app and their impact on the banking industry. This chapter aims to explore the importance of 

specific mobile banking app features on continuous utilization and loyalty. It delves into various 

variables that influence the adoption of mobile banking app and the correlation with enhance app 

features towards continuous utilization and loyalty. In this context, the study tested using a 

questionnaire survey on mobile banking in Malaysian public. Data was collected from a survey 

and were analyzed using SPSS and further analyze in Microsoft Excel as well. This chapter 

discusses further about the results from the previous chapter. Next, recommendations for future 

research will proposed and lastly, conclusion is also further described. 

5.1 Discussion of Research Finding 

 

The study's ultimate purpose is to examine the various way via which variables consumers make 

decisions based on satisfactory factor to continue utilize and remain loyal in connection to the 

utilization of mobile banking app, and the secondary objective is how the moderating variables 

of enhance app features will affect the direction in relation between IV & DV. 

5.2 Satisfactory Factor as Independent Variable   

 
Correlation and association analysis can be used to better understand the impact of these variables 

on financial management. Positive correlations suggest that the variables interact positively with 

one another and positively influence user continuous utilization and loyalty.  
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With presence of enhance app features. In other words, if one variable grows, so does the 

correlation coefficient of the second variable. Analyzing the data reveals that all of the criteria 

indicated above have a positive link with mobile banking adoption outcome.  

Based on figure 10 below, the scatter chart depicted that H2 : Transaction Pleasure (TP) and  H3 : 

Ease of Use (EU) leading the board as this is the main criteria for a user to continue and actively 

utilize the mobile banking app. Hence, it is a worthy that the financial institution to continue 

emphasis and concentrate on enhance app features, as well as user interface and user experience 

(UIUX) to deliver the utmost minimal and excellent customer journey to offer seamless experience 

continuously and more scoring details as we can see from table 8 below of satisfactory statistic as 

well.   

 

 

Figure 10: Independent Variables Outcome 
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Score in Percentage %  1 2 3 4 5 

H1 : Emotional Connection (EC) 36 36 17 7 5 

H2 : Transaction Pleasure (TP) 49 34 9 3 5 

H3 : Ease of Use (EU)  43 37 12 6 2 

H4 : Trustworthiness (T) 33 42 17 6 2 

H5 : Banking Reliance (BR) 36 38 18 6 2 

H6 : Service, System, and Information 
Quality (SSIQ) 

33 43 17 7 2 

 

Table 8: Satisfactory Factor Statistics  

This suggests and concluded that when emotional connection, transaction pleasure, ease of use, 

trustworthiness, service, system, and information quality, and banking reliance improve, and with 

an enhance app features added as the mediator, based on positive outcome, customers are more 

likely to stick and continue to trust the same mobile banking app and actively manage their funds 

digitally. Financial institutions are then strongly advised to continue investing in app feature 

development to suit the entire mobile banking capacity while fulfilling customers' demands and 

requirements, which are changing rapidly in this contemporary period. Overall, based on below 

figure 11, the loyalty of current app utilization is highly reliable on how well the current app would 

be able to serve the current customers, while retaining the customer and prospect baseline as a 

whole.  

  

Figure 11: Loyalty Verdict on current app utilization 

Yes, 94

0 20 40 60 80 100 120

Percentage %

Based on current utilisation and pleasure, will you keep continue using 
the same mobile app
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5.3 Theoretical Implication 

This investigation demonstrated that there is a favorable association in terms of theoretical 

implications based on the previous outcome in the influence of Mobile Banking App Features on 

Continuous Utilization and Loyalty through mentioned variables. Thus, this study supported the 

existing theory in past study for independent variables and to understand the impact of these 

variables on continuous utilization and loyalty, correlation and association analysis conducted. 

Positive correlations indicate that the variables positively interact with one another and the 

mediating enhance app influence is significantly impacted the implications of the independent 

variables positively. Alternatively, when one variable increases, the correlation coefficient of the 

second variable will also increases.  

After analyzing the data, it is clear that all of the characteristics indicated above have a positive 

correlation following the adoption of mobile banking and its continued use. This suggests that 

users are more likely to use the app on a regular basis if customers have an emotionally connected, 

with transaction pleasure, feels convenience of usage, App trustworthiness, an upgraded service, 

system, with information quality and bank reliability is at the top. The significant relationships 

between the independent variables (emotional connection, transaction pleasure, ease of use, 

banking reliance, service, system, and information quality, and trustworthiness) as well as the 

dependent variables (continuous utilization and loyalty) help to explain the relationship between 

these variables.  

For example, if users find the mobile banking app to be trustworthy, customers are more likely to 

trust the bank and feel emotionally linked to it. This emotional connection increases their 

engagement with the app and has a favorable impact on their financial management and 

transactions. Individuals find it easier to make financial transactions and actively manage their 
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finances when the app provides transaction pleasure and convenience of use. Furthermore, the 

app's versatility, trustworthiness and personalized financial information increases consumers' 

encouragement to make use of mobile banking apps for their own financial management digitally.  

The overall positive correlations and statistically significant relationships between these factors 

indicate the significance of mobile banking app features for ongoing usage, which ultimately 

focuses on customer retention for the same app utilization. Understanding of these interactions and 

the relationship, will enables financial institutions and app developers to prioritize and improve 

specific app features that favorably affect users' adoption of mobile banking and their potential to 

properly manage their finances continuously.  

Moreover, it was discovered that the usage of mobile banking apps was positively correlated with 

banking reliance. Users were more inclined to adopt a mobile banking app if users depended 

extensively on it for their financial needs. This emphasizes how crucial it is to offer thorough 

banking services through the mobile app, ensuring that customers can conveniently complete a 

wide range of financial tasks.  

Additionally, it was discovered that the adoption of mobile banking apps is significantly influenced 

by service quality as well as system and information quality (SSIQ). Users who thought the app's 

SSIQ and service quality were high, felt more inclined to use it. This highlights how crucial it is 

to provide dependable and effective service as well as accurate and up-to-date information in order 

to earn people' trust and credibility. The total quality of the mobile banking app in terms of user 

experience, system responsiveness, and information availability and accuracy are referred to as 

service, system, and information quality. High SSIQ promotes better financial management and 

improves the user experience. In conclusion, reliability became an important element in the 

popularity of mobile banking apps.  
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Users were more likely to use the app if it is thought it was reliable. This emphasizes the necessity 

of effective security controls, open communication, and privacy protection to foster user trust and 

reduce concerns about data breaches or unauthorized access. Convenient transactions are a key 

feature of mobile banking apps. The simplicity and convenience of carrying out financial 

transactions at any time are major factors in this study. Transaction pleasure is increased by the 

availability of app functionalities including fund transfers, bill payments, and account management 

in a user-friendly interface and design. Customers' faith in the bank that offers the mobile banking 

app is referred to as banking reliance. Users must have confidence in the security of their financial 

information and the integrity and flexibility with which the bank conducts its business. The 

engagement and active use of the mobile banking app for personal financial management are 

positively influenced by trust in a financial institution. 

5.4 Enhance App as a mediator  

 

The study's findings have significant implications for financial institutions to enhance mobile 

banking development strategy, particularly on app features. Satisfaction factor known as the 

independent variables have strong relevance in retaining utilization, loyalty and expanding 

customer baseline to remain competitive to retail mobile banking app in banking industry and are 

considered among the most important factors for customer to continuously adopt decision and 

remain loyal to specific app. Customer satisfaction elements in this study are highly impacted for 

a decision making and retain loyal with an enhance app existence.  

In figure 12 below, the most preferred choice of enhance app features would be first, spent and 

transaction tracking and history and second would be budgeting tools and it is potential due to 

transfer money is the most used features based on the outcome in figure 13 and customer would 

prefer to have an overview what customers and users have spent so far by reflecting the entire 
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financial overview, potentially by monthly or quarterly diagram. This could potentially improve 

better financial management for not to spend on unnecessary merchandise or goods.   

 

Figure 12: Enhance App Features leader board  

 

Figure 13: Most Frequent Used App Features  
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Additionally, in highly competitive markets with an increase in the number of available mobile 

banking apps, offering customers high-quality products and excellent services tailored to their 

needs can boost the brand image and enable such product or service brands to sustain competitive 

advantage in long run and become the leading brand in the current competitive and intense market 

amongst financial institutions in Malaysia. In reference to figure 14, it is reflected that 39% of total 

respondents have been utilizing the same app for more than four years and 23% more than two 

years. This figure may be raised in connection with the consistent improvement of the app's 

features and to help prevent losing users to competitors.  

 

Figure 14:  Mobile Banking App Utilization Duration Statistic 

Additionally, this study can be a parameter in banking business to progress approaches on 

enhancing the app features to retain customer and enable them to build strong brand through 

quality of mobile banking app. By understanding customer preferences and requirements, banking 

services to focus on the ways that online banking can help customers, such as convenience and 

ease of use and the enhanced app features available and customized for each customer needs.  
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5.5 Limitations of the Research   

There are various limitations in this study that can be addressed and to provide opportunities for 

new research prospects. The sample size of this study has been restricted as a result of the time 

constraints, which is the primary drawback, the respondents are solely connected based on own 

circle via online communications channels to suit the quantitative strategy and it is recommended, 

next researcher with extended timelines to apply mixed research design to both quantitative and 

qualitative research such as interviews and survey for a better result and outcome based on targeted 

focus group or customers which may elicit a different response from other user perspectives.  

5.6 Recommendation for Future Research 

It is advised the next researchers whom carry out similar studies in the future with greater 

geographic coverage and or specific focus group customers of specific financial institution. 

Additionally, because this study relies on respondents who were chosen from the researcher circle, 

conducting an interview with an expert such as digital leader or mobile banking professional. In 

addition, by collaboration with an app UIUX design specialist and developer specialist would be 

useful to support the findings with qualitative data. Thus, the outcomes would be strengthened, 

and it would be a reliable reference for businesses or industries to practice possible strategies for 

creating and maintaining the greatest mobile banking app and gaining competitive advantage as 

an ultimate goal. Additional element that propose for future study is impact of Artificial 

Intelligence known AI, that focuses on creating intelligent machines capable of performing tasks 

that typically require human intelligence involves the development of algorithms and systems that 

can learn from data, adapt to new information, reason and make decisions, understand natural 

language, and perceive and interact with the environment as a variables. Some other 

recommendations based on the outcome of this study for development of the app features is to 
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have extra focus in transfer money journey and features by making it more enjoyable such as 

collection continuous feedback, build on gamification features to make it more enjoyable and 

enhancing the transaction pleasure by simplifying the user interface and user journey while 

customers are online performing and accessing the mobile banking app. 

5.7 Conclusion 

The finding of this study has established that there was a positive substantial relationship between 

enhance app features and user satisfaction variables positively influence customer utilization and 

loyalty towards mobile banking.  

Hence, it is important and crucial for financial institutions in Malaysia to ensure consumers are 

happy with the goods or services offered by mobile banking through continuous enhanced and 

modernized mobile app functionality and features based on individual need and wants which will 

increase satisfactory indicator element significantly in a continuous manner. When consumers are 

satisfied with the product or services, consumer will adopt, continue to trust and utilize the best 

mobile banking app that suits them well and ultimately proposed the similar app or brand to others 

around customers circle which will beneficial the specific mobile banking app. 

Indeed, this positive influence in enhance app features able to grow brand sustainability in 

competitive market especially in banking industries to improve individual financial management 

in a single click align to fast growing mobile banking market nowadays subsequently increase the 

utilization and consistency. By exploring the interplay between enhance mobile apps features, user 

satisfaction, utilization and loyalty, which provide a comprehensive understanding of how banking 

industries can leverage and grasp mobile technology to create a seamless and rewarding continuous 

improvement of financial experience for their customers. Perhaps, it is crucial for financial 
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institutions to stay updated with the latest market trends, user preferences, and technology 

advancements to continuously enhance their mobile banking app and provide a superior customer 

experience in Malaysia's competitive banking landscape by way of a continuous technology 

investment and gain profit over a specific period of time. 
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APPENDIX A: QUESTIONNAIRE 

 

 

Dear Respondent, 

 

My name Nor Aidawati Kasbani (Student No.: M201111069), final year student of master’s In 

management. Currently I am undertaking a research project as part of the fulfilment in completing 

my MIM degree. The research project titled, “Mobile Banking App Features: Its Impact on 

Continuous Utilization and Loyalty”. 

 

This survey is to examine the effect of satisfactory indicator as a variable and enhance app features 

as a mediator towards its impact on mobile banking continuous utilization and loyalty. As such, 

seeking your kind support and participation in this survey of which all information will be solely 

for academic purposes only.  

 

Thank you very much. 

 

 

 

 

 

 

 

 

 

 

 

 



79 

 

QUESTIONNAIRE / SOAL SELIDIK 
Adapted from : Teo, T. S. H., & Pok, S. H. (2003). Adoption of WAP-enabled mobile phones among 

Internet users. Omega: The International Journal of Management Science, 31(6), 483–498. 

 

SECTION A: OVERALL AND DEMOGRAPHIC QUESTIONS 
Gender  

 Male 

 Female 

Do you have Mobile Banking App ? 

 Yes 

 No 

Age 

 18-24 years 

 25-34 years 

 35-44 years 

 45-54 years 

 55-64 years 

 65 or older 

Race  

 Malay 

 Chinese 

 Indian 

 Others 

Marital status  

 Single 

 Married 

Highest Level of Education 

 High School Graduate 

 Professional Degree 

 Master's Degree 

 Diploma or equivalent 

 Doctoral degree 

 Bachelor's Degree 

Employment status 

 Employed full-time 

 Employed part-time 

 Self-employed 

 Unemployed 

 Student 

 Retired 
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Section B -  H1 : Emotional Connection (EC) 
(Choose one Answer. 1 = Strongly Agree,    2=Agree,   3=Neutral,   4= Disagree   5= Strongly Disagree) 

 

The mobile banking app features are important to me for managing my financials. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

I am NOT likely to use a mobile banking app that lack the necessary features for managing my financials. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The mobile banking app features available to me strongly influence my level of commitment to my bank. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

I feel a strong emotional attachment to my bank due to the mobile banking app features available 24/7 to me for 

managing my financials. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

I would switch to a different bank that offers better mobile banking app features. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section B - H2 : Transaction Pleasure (TP) 
(Choose one Answer. 1 = Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

 

The mobile banking app provides me with easy access to my account information. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The mobile banking app allows me to perform transactions quickly and easily. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

The mobile banking app is convenient to use for financial transactions. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

 

The mobile banking app saves my time compared to other methods of managing my finances. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The mobile banking app offers a wide range of features that make it easy to manage my finances. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

 

 

 

 

 

 

 

 

 



82 

 

Section B -  H3 : Ease of Use (EU)  
(Choose one Answer. 1 = Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

The features of mobile banking apps are easy to understand. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Using mobile banking apps to manage my personal finances is easy. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

 

It is easy for me to navigate through the mobile banking app to find the features I need. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

I find it easy to use mobile banking apps to track my expenses. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Using mobile banking apps to transfer money is easy. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section B -  H4 : Trustworthiness (T)  
(Choose one Answer. 1 = Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

The mobile banking app I use is reliable. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

The mobile banking app I use has consistent performance. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

I can depend on the mobile banking app I use for my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

The mobile banking app I use is free from errors and glitches. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

 

 

The mobile banking app I use ensures the safety of my financial transactions. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section B -  H5 : Banking Reliance (BR) 
(Choose one Answer. 1 = Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

Do you trust your bank's mobile app to keep your personal financial information secure? 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Do you trust your bank's mobile app to accurately display your account information? 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Do you trust your bank's mobile app to process your transactions correctly? 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Do you trust your bank's mobile app to provide prompt customer service if there are any issues or questions? 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

Do you Trust your bank Mobile App highly? 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section B - H6 : Service, System, and Information Quality (SSIQ) 
 (Choose one Answer. 1= Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

Mobile banking apps Service, System, and Information Quality has increased my mobile banking utilization. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The mobile banking app Service, System, and Information Quality has influenced my decision to manage financial 

online/digital fully. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The mobile banking apps Service, System, and Information Quality improve my overall financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

Based on my opinion, overall Mobile banking apps Service, System, and Information Quality has improved 

customer usage significantly as compare to the last five years. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section C: Enhance App Features 
 (Choose one Answer. 1= Strongly Agree, 2=Agree, 3=Neutral, 4= Disagree 5= Strongly Disagree) 

The availability of budgeting tools in a mobile banking app could enhances my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The ability to set up automatic savings plans in a mobile banking app could enhances my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

 

The availability of financial calculators in a mobile banking app could enhances my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The ability to access personalized financial advice and recommendations in a mobile banking app could enhances 

my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 

The ability to track my spending and view my transaction history by type of spending in a mobile banking app could 

enhances my financial management. 

Strongly Agree 

 1 

 2 

 3 

 4 

 5 

Strongly Disagree 
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Section D : Continuous Customer Utilization and Loyalty 
 (Choose one Answer) 

How many mobile banking apps do you have and actively use?  

 1      2      3     4     5 

How long have you utilized the current mobile banking app?  

 Less than one year 

 More than one year 

 More than two years 

 More than three years 

 More than Four years 

How often do you use your mobile banking app for personal financial management? 

 Multiple times per day 

 Daily 

 Several times per week 

 Once a week 

 Less than once a week 

What features do you use most frequently on your mobile banking app?  

 Account balance inquiry 

 Bill payment 

 Transfer Money 

 Loan application 

 Investment management 

 Budget tracking 

Based on current utilization and pleasure, will you keep continue using the same mobile app with the same bank?  

 Yes 

 No 
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