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ABSTRACT 

 

Financial institution, precisely the banking sector, is currently experiencing rapid 

technological changes compared to the previous traditional bank operation. The 

introduction of advance technology has brought worthwhile transformation in 

delivering of financial services and retail banking services, not only in modern-

developed world but also in the developing countries such as, Cambodia. 

 

However, if we look at the adoption rate of mobile-banking in Cambodia, the number 

is still relatively low comparing to the neighborhood countries even there are vivid 

statistic of the availability of technology, internet connection and application in place. 

Consequently, this study is developed to investigate factors affecting the adoption rate 

of mobile banking services, through ten main constructs such as self-efficacy, 

perceived usefulness, perceived ease of use, perceived of security, perceived of trust, 

mass media, social media, face-to-face communication, attitude towards usage & 

behavioral intention.  
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The survey of this study is distributed randomly to bank customers whom currently 

using mobile-banking and resided in the center of Phnom Penh, Cambodia. Those 

areas are chosen based on “ease of transport”, “availability of all targeted banks” and 

“resource availability”.  

 

Confirmatory Factor Analysis (CFA) and Structural Equation Model (SEM) will be 

used to measure whether the model is fit or not and there was close relationship 

between independent variables and dependent variables. Hence, 360 qualified 

returned questionnaires were gathered. 

 

The result indicates that two of technology acceptance attributes such as perceived 

usefulness and perceived ease of use, in conjunction with two attributes from 

communication channels which are mass media and social media, have positively 

relation with attitude towards usage and attitude towards usage has a very high 

relation with behavioral intention to use in the financial institution sector in Phnom 

Penh. Additionally, the result also indicated that is no significant relation of self-

efficacy, perceived of security, perceived of trust and face-to-face communication to 

attitude towards usage.  

 

In conclusion, this study suggests that Technology Acceptance Model is the most 

appropriate instrument for measuring factor affecting the adoption of mobile-banking 

in Phnom Penh, Cambodia. The results also provide several implications for instant 

business leaders and managers of Cambodia financial institutions, and academic. 
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CHAPTER 1 

 

INTRODUCTION 

 

1.1 Background of the Research  

 

The transformation of technology has enormously brought positive effects to the 

human life-being of all nations, ranging from education, health, manufacturing, 

finance, engineering and many more sectors. Though the impacts can be varying 

according to the demographic and political differences, we still can see the 

improvement and development have been made during the past three decades.  

 

One of the prominent factors that contributing to these changes is the digitization 

concept. Widely known as the way of transforming all unnecessary, inefficient, and 

long process by using technology, digitization has revolutionized the business 

performance to another level. The starting point of this implementation has been seen 

broadly in modern and developed society, namely the United States, European, Japan, 

Korea and China, where they introduced the automated machine and robots. 

Thereafter, people start using this concept into redesigning their firm operation and 

end-to-end process. For instance, the process of school enrollment, setting 

appointment with doctors, booking hotel/flight, buying groceries, paying bills, and 

transferring money, all can be made within the tip of fingers.  
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Speaking of Cambodia, when peace finally came in the late 1990s, after decades of 

war and isolation, it has achieved rapid economic progress. Self-confidence and pride 

are returning for Cambodians nationwide, giving them a vision of a prosperous future 

that includes access to decent employment and the good living standards that come 

from economic development. The government has focused its efforts on speeding up 

market-based private sector development and has achieved impressive results since 

then. Between 1998 and 2008, Cambodia’s annual gross domestic product (GDP) 

averaged above 9.3% due to high growth in the garment, construction, and tourism 

sectors (Financial Sector Development Strategy 2011-2020 by ADB, 2011). 

 

As have been written in that same report, with a rapidly growing commercial 

economy that requires a sound financial system to sustain growth, Cambodia is 

committed to a long-term development of the financial sector, channeling financial 

resources to productive investments, and managing the inherent risks to achieve 

sustainable economic growth over the long term and contribute to poverty reduction. 

Financial Sector Development Strategy 2011-2020 reflects Cambodia’s achievements 

to date, provides an assessment of current challenges and constraints to financial 

sector development, the long-term goals, and prioritized set of action plans for the 

next decade.  

 

Nevertheless, with recent released by ADB report (2017) examining about gap 

between demand and formal supply, and impact of digital application in financial 

services which focus in four countries (Indonesia, The Philippines, Cambodia, and 

Myanmar) display the gap of Digital Finance in Cambodia on the next page:  
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(ADB, 2017) 

Figure 1: Gap Between Financial Service Needs & Formal Supply in Cambodia 

 

As a result, it is crystal-clear that there is quite a huge gap that has not been met 

between customers’ need and formal FS providers yet. Within this concern, ADB also 

mentions the gap addressable by digital finance, as they believe that digital solution 

will provide the most significant positive impact on financial inclusion in five key 

areas:  

● Digital finance can enable fast, low-cost, and convenient customer 

identification and verification processes - especially when powered by unique 

national identification numbers, a real-time verification infrastructure, and 

supporting regulatory frameworks such as tiered know-your-customer (KYC) 

schemes. 

● They can meaningfully alter the economics of the supply side by addressing 

last-mile distribution and serving issues through low-cost, widespread, 

digitally-enabled points of physical access such as mobile phones and point-

of-sale (POS) devices. 

● They are prevalent throughout the payments value chain and ecosystem. 

Digital government-to-person (G2P) payments and remittance flows can create 
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the initial momentum for electronic payments, thereby supporting the 

development of viable supply-side business cases. These can be sustained and 

further developed through person-to-all (P2All) payments systems combined 

with interoperable networks and open application programming interface 

(API) platforms.  

● They can significantly enhance access to credit by using alternative sources of 

data such as payment transactions and telecoms data, as well as analytic. 

These improve customer profiling, credit risk assessment and fraud detection.  

● Savings can be mobilized digitally through alternative, lower-cost origination 

and distribution channels and more-convenient product designs, such as 

mobile wallets connected to savings accounts and intuitive goal-based savings 

products. An easy KYC and onboarding process can also contribute.  

 

1.2 Problem Statement 

 

Cambodia, one of developing countries, is also beginning to see the rise of technology 

and digital adoption in recent year, trying to catch up with the world trend. However, 

if we look at the whole nation, we can see that there is roughly about 7.16 million 

(half) of the total population are using internet, 49 percent of them access through 

mobile phone, while 46 percent and 5 percent others are using laptops & desktop and 

tablet devices accordingly. 

 



5 

 

 

(World Fact Book, 2017) 

Figure 2: Accelerating Technological Advancement & Adoption in Cambodia 

 

This result could essentially mean that there is available opportunity in the market that 

we could expand the use of mobile banking transactions. According to ADB report 

(2017) addressed that Cambodia’s GDP could increase by more than 32% if the 

financial inclusion gap were closed. This growth potential is noticeably twice higher 

comparing to the Philippines and Indonesia.  

 

They estimate that corresponding digital applications and related regulatory initiatives 

could boost GDP by about 6%, produce more than $1.7 billion in additional electronic 

payment flows, lead to more than $2.5 billion in additional credit uptake, and 

mobilize more than $500 million in savings in Cambodia.  
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Table 1: Impact of Digital Applications on GDP Growth and Target Segment Income Level 

 (ADB, 2017) 

 

As a result, the purpose of this study is to investigate which factors has significantly 

affected the adoption of mobile banking services in Phnom Penh, Cambodia. 

Correspondingly, this research has extended the TAM Model by adding more 

variables such as self-efficacy, perceived of security, perceived of trust, mass media, 

social media and face-to-face communication. 

 

1.3 Significance of the Study  

 

The availability and widespread of modern technology have made everything 

becomes possible and accessible. It works like magic; but amazingly the impact is far 

beyond our expectation, just like how one country can be transformed from the least 

development to developing and further to well-developed in just a blink of eyes.  

 

Transformation of all aspects including the community we are living in are hardily 

poured and formed with technology. As a result, it is very significant before we kick 

off any projects or implementations, we ought to begin with how we can take 

advantage of the existing and future technology to improve our business, community 

and country as a whole.  

 



7 

 

The study of influenced factors of mobile banking adoption explains how customer 

behavior can be shifted by the attributing factors that provide direct impact to them. 

Having such innovative and powerful tool in changing the rule of game in financial 

services, mobile banking service, banks has brought convenient and easy-life to their 

customers. Hence, when customers can feel the ease of use in products/services, it 

will automatically embed the loyalty spirit within themselves.  

 

Therefore, this research can provide banking institutions with significant information 

on the various aspects that need to be highlighted in their bank communications 

strategies to increase adoption rate of internet banking services. Also, it will enable 

mobile banking service providers to develop and modify their new or existing services 

to appropriately fulfill the customer needs. 

 

1.4 Research Objectives 

 

The main objective of this study is to measure and evaluate customer perspective 

towards mobile banking service by valid means, and to examine the influence factors 

that can affect the adoption rate of users. Research objectives were studied on TAM 

theory, self-efficacy theory, security & trust aspects and innovation diffusion theory. 

 

Since all mentioned theories and concepts above can play a crucial role in assessing, 

measuring, evaluating, and determining the result of this study; thus, the specific 

objectives of this study are:  
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● To investigate the influence of self-efficacy, perceived usefulness, 

perceived ease of use, perceived of security, perceived of trust, and 

communication channels (mass media, social media and face-to-face 

communication) on attitude towards usage of mobile banking 

application 

● To evaluate the effect of Cambodian’s attitude toward usages of 

mobile banking application to behavioral intention to use. 

 

1.5 Research Questions 

 

The loophole and complexity of current mobile-banking platform has been such a 

huge pain for existing and soon-to-be a user. The main issue that many of us have 

been experiencing would be the cyber-attack (ex: phishing email, scam …) which 

lead to the question of trust-issue and security level of using it.  

 

Within the process of verification that need confirmation from either email or phone 

number could be a barrier for travelers or business person whom sometimes cannot be 

access to those methods of verifying while being abroad. This can be considered as 

inconvenience to the users.  

 

Furthermore, since the emerging of mobile-banking have been introduced in 

Cambodia, there is no clear identification of which means of communications that 

portray most attractiveness to adopt the usage of this platform, which is why this is 

keen to be known and researched about.  
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Consequently, based on the objectives of this research and what have been explained 

above, two distinctive research questions are presented as below:  

 

RQ1: Would self-efficacy, perceived usefulness, perceived ease of use, perceived of 

security, perceived of trust and communication channels (mass media, social media 

and face-to-face communication) influence on attitude towards usage of mobile 

banking application? 

RQ2: Would attitude towards usage of mobile banking application influence on 

Cambodian behavioral intention to use? 

 

1.6 Scope of Study  

 

The population of this research will be targeting to mobile banking users in Phnom 

Penh, Cambodia. In this study, questionnaires will be handed to users in four major 

Commercial banks in the center of Phnom Penh, Cambodia. 

 

Area Research: this research is planned to study factors affecting the adoption of 

mobile banking services in Phnom Penh, Cambodia. This will be the extension study 

of the TAM theory with self-efficacy, perceived of security, perceived of trust, 

communication channels (mass media, social media and face-to-face communication) 

and demographic on mobile banking users. 
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1.7 Expected Benefits 

 

Being able to convince or influence the citizen of Cambodia to adopt the mobile 

banking services will not only help increasing the number of mobile banking users to 

financial institutions but also supporting the government to fulfil the gap between 

need and supply of financial instruments to customers and to boost economy activities 

in the country.  

 

Significantly important, the aim of the study is to provide useful information for the 

bank industry in designing and forming applicable strategies or tactics to build 

customer loyalty, maintain strong customer relationship, and reveal key tools to 

increase the adoption rate of mobile banking.  

 

Another expected outcome is also to discover the key findings that bank marketers 

can implement to promote mobile-banking abundantly by choosing the proper 

communication channels to spread awareness and boost the number of mobile-

banking application faster. 

 

Therefore, the study is expected to contribute the most to banking sector, particularly 

to the management level as they will be the one whom make significant decision in 

the firm. 
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1.8 Operational Definitions 

 

Mobile-banking: Through countless of studies, the term “Mobile-banking” is 

globally recognized as an application that enables customers to access bank accounts 

through mobile devices to conduct transactions such as checking account status, 

transferring money, making payment, or selling stocks (Alafeef at el., 2012; Harma 

and Dubey, 2009; Lee and Chung, 2009). 

 

Perceived usefulness (PU): For the context of internet banking, perceived usefulness 

indicate that the users will use the system if they believe the system will bring 

benefits such as reducing time spent on going to bank and improving efficiency (Rao 

et al., 2003).   

 

Perceived ease of use (PEOU): Faqih and Jaradat, (2015) defined perceived ease of 

use as the degree to which using the technology will be free of effort.  

 

Self-efficacy (SE): Self-efficacy refers to “people’s judgments of their abilities to 

organize and uphold the courses of action required to attain designed types of 

performances (Bandura, 1997). 

 

Perceived of security (PS): In term of technology using, perceived of security is 

known as the extent to which one believes that the web is secure to transmit sensitive 

information (Salisbury et al, 2001).  
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Perceived of trust (PT): trust is defined as the belief that enable individual to 

willingly become liable to the bank, the telecommunication supplier, and the mobile 

technology after having the banks the telecommunication provider’s characteristic 

attached to the technology artefact (Masrek et al., 2012). 

 

Mass media (MM): are those kind of specific methods that are used to relay 

messages such as a radio, television, newspapers, and so on, to a small or big group of 

audiences (Roger, 1983). 

 

Social media (SM): a kind of internet-based applications which developed on the 

ideological and technological foundations of Web 2.0, that enable the users to make 

content and interchange among others (Kaplan et al., 2010). 

 

Face-to-face communication (WOM): involve with personal presence 

communication or dialogue between two or more individuals (Roger, 1983).  
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CHAPTER 2 

 

LITERATURE REVIEW 

 

This chapter reviews related theories, concepts and other information that essentially 

contribute to the further study of this topic. The ultimate purpose of this chapter is to 

equip reader with resourceful insight into the topic and provide a vivid background to 

help paving the way for findings.  

 

2.1 Theory and Related Research  

 2.1.1 Technology Acceptance Model (TAM theory) 

 2.1.2 Self-efficacy Theory 

• Self-efficacy 

2.1.3 Security and Trust Aspects 

• Perceived of security 

• Perceived of trust 

2.1.4 Innovation Diffusion Theory 

• Communication channels (mass media, social media & face-to-

face communication) 

2.1.5 Demographic 

2.2 Conceptual Framework 

2.3 Research Hypotheses 
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2.1 Theory and Related Research  

2.1.1 Technology Acceptance Model (TAM theory) 

 

The technology acceptance model (TAM) was designed by Davis (1989) and Davis et 

al. (1989) to explain the acceptance of information technology for different tasks and 

it has also been profoundly used to predict online banking adoption (Pikkarainen et 

al., 2004; McKechnie et al., 2006; Wang et al., 2003). Within this concept, it 

implicates that user adoption of a new information system is conveyed by the user’s 

intention to use the system, which is in turn determine by the user’s beliefs about the 

system. Davis et al. (1989) classify two beliefs (perceived usefulness and perceived 

ease of use) as the key determining factors in information system acceptance.  

 

• Perceived usefulness 

Davis et al., (1989) explained that perceived of usefulness as “the degree to which a 

consumer believes that the use of a system will increase his or her performance”. The 

research about information system adoption recommends that “if a system does not 

assist people to perform their task effectively, it is not taken positively” (Richa Priya, 

et al., 2018).  

 

Mobile banking has been viewed as one of the most productive banking transaction 

methods due to its peculiar advantages compared to those of traditional offline 

banking services (Mortimer et al., 2015). Tingting Zhang et al., (2018) stated that 

with the use of mobile banking, clients can enjoy quicker transaction speed, 24/7 

personalized service, avoidance of wait time, convenience, higher information 

transparency and no location constraints. 



15 

 

People whom use mobile banking not only find the system useful for their 

transactions, but it also eliminates their cost and time required to visit the physical 

bank (Jeong and Yoon, 2013).  

 

• Perceived ease of use 

Perceived ease of use has been identified as the degree to which a consumer believes 

that no effort will be required to use the system, with effort being understood to 

include both physical and mental effort, and how easy it is to learn to use the system 

(Davis et al., 1989, p.320).  

 

Ramayah et al. (2003) found that initial willingness to adopt new technology in 

banking industry rely on accessibility. Essentially, Richa Priya, et al., (2018) stated 

that the details of services, its benefits and the proper guidance information which 

providing to customers, can make it easier for them to adopt mobile banking. 

 

Furthermore, a user-friendly interface with visible interface, suitable content and 

graphical layouts, help functions, clear commands, symbols and meaningful error 

messages is compulsory to attract banking customers to think of adopting mobile 

banking technology (Richa Priya, et al., 2018).  

 

It has been verified in many studies about the relationship between perceived ease of 

use and attitudes toward new technologies (Akturan and Tezcan, 2012; Lin, 2011).  

Interestingly, several research found empirical support for the impact of perceived 

ease of use on customers’ mobile banking adoption (Hanafizadeh et al., 2014; 

Mohammadi, 2015). 
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• Attitude towards usage 

Davis et al., (1989) said that the attitude of every individual toward a new information 

system that lead to a decision to adopt it is mainly depend on perceived ease of use 

and perceived usefulness. Attitude is the outcome of whether one has an optimistic or 

pessimistic opinion toward the system and willingness to use to it (Karjaluoto et al., 

2002; Davis, 1989).  

 

Particularly for mobile-banking industry, users’ attitude can adjust due to perceptions 

regarding service delivery, service portfolio, complexity or ease of use, relative 

advantage or usefulness, risk involved, security and privacy, personalization and 

visual appeal (Charles k. Ayo et al., 2016). The formation of attitude is depending on 

characteristic beliefs and how people apprehend the significant of those criteria before 

adopting any system (Adesina and Ayo, 2010).  

 

• Behavioral intention to use 

Based on Fishbein and Ajzen (1975), behavioral intention means the level of 

intensification of an individual to adopt activity or behavior. Many more dimension of 

variable such as trust, price, performance expectancy, effort expectancy, perceived 

risk and social influence have been used to evaluated behavioral intention to new 

technology adoption among many prestige researchers (Lee et al., 2004; Schierz et al., 

2010; Yang et al., 2012; Amoroso and Magnier-Watanabe, 2012). 
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(Davis, 1989) 

Figure 3: TAM Theory  

 

Table 2: Previous Studies of Extended TAM 

 

Mobile-banking 

 

Respondents TAM Variables 

F. Munoz- Leiva et 

al., (2016) 

103 online 

survey 

Perceived ease of use 

Perceived usefulness 

Attitude to use 

Social image 

Trust 

Perceived risk 

Intention to use 

Charles Makanyeza 

(2016) 

232 clients who 

visiting the 

bank (survey) 

Perceived ease of use 

 

Perceived usefulness 

Perceived of self-efficacy 

Social influence 

Facilitating conditions 

Relative advantage 

Perceived complexity 

Perceived compatibility 

Perceived trialability 

Perceived risk 

Awareness-knowledge 

Behavioral intentions 

Hanafizadeh, P et 

al., (2014) 

403 bank 

customers 

(survey) 

Perceived ease of use 

Perceived usefulness 

Trust 

Perceived cost of use 

Perceived risk 

Need for personal interaction 

Credibility 

Compatibility with lifestyle and needs 

 

E-banking Respondents TAM Variables 

Dobdinga Cletus 

Fonchamnyo (2012) 

210 customers 

of commercial 

bank (survey) 

Perceived ease of use 

Perceived usefulness 

Quality of internet connection 

Perceived trust 

Perceived security 

Perceived reliability 

Perceived accessibility 

Perceived service cost 

Perceived awareness 
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Internet-banking 

 

Respondents TAM Variables 

Thanika Devi 

Juwaheer et al., 

(2012) 

384 clients who 

visiting the 

bank (survey) 

Perceived ease of use 

Perceived usefulness 

Subjective norms 

Attitudes 

Behavioral intentions 

Security 

Trust 

Level of awareness on IB 

Demographic 

Bijith 

Marakarkandy et 

al., (2016) 

300 internet 

banking users 

(survey) 

Perceived ease of use 

Perceived usefulness 

Trust 

Perceived risk 

Internet banking self-efficacy 

Internet usage efficacy 

Subjective norm 

Government support 

Bank initiative 

Trialability 

Image 

Attitude 

Behavioral intentions to use 

Apostolos N. 

Giovanis et al., 

(2012) 

Interview with 

212 residential 

customers 

Perceived ease of use 

Perceived usefulness 

Age 

Gender 

IT experience 

Compatibility 

Security & privacy risk 

Joaquin Aldas-

Manzano et al., 

(2009) 

 

 

 

 

 

 

 

511 Spanish 

internet 

banking service 

users (survey) 

Perceived ease of use 

Perceived usefulness 

Financial services involvement 

Trust 

Perceived risk 

• Performance 

• Time loss 

• Social 

• Privacy 

Security 

Kent Erikkson et 

al., (2005) 

9,000 online 

survey for 

internet 

banking users 

Perceived ease of use 

Perceived usefulness 

Trust 

Usage 

Bussakorn 

Jaruwachirathanakul 

et al., (2005) 

600 internet 

banking users 

(survey) 

Perceived usefulness 

Attitude 

• Features of the website 

• Risk & privacy 

• Adoption 

• Personal preference 

Perceived behavioral control 

Subjective norm 

Behavioral intention 

 

 

 

 

Ajimon George 

(2018) 

 

 

 

 

 

450 internet 

banking users 

(survey) 

Perceived ease of use 

Perceived usefulness 

Service quality 

• Website attribute 

• Reliability 

• Responsiveness 

• Fulfilment 

• Efficacy 

• Privacy 

Internet banking users 

• International services 

Payment services 
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Apparel mobile 

commerce  
Respondents TAM Variables 

Ting Chi (2018) 
786 online 

survey 

Perceived ease of use 

Perceived usefulness 

Attitude 

Brand loyalty 

Brand association 

Perceived quality 

Brand image 

Information quality 

System quality 

Service quality 

Intention to purchase 

 

Online experience 

on destination 

image  

Respondents TAM Variables 

Menglong Xia et 

al., (2017) 

500 

undergraduates/ 

graduate 

students 

(survey) 

Perceived ease of use 

Perceived usefulness 

Perceived effectiveness 

Social influence 

Online experience 
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2.1.2 Self-efficacy Theory 

 

• Self-efficacy 

Bandura (1986) stated in social cognitive theory that self-efficacy is the most 

significant variable which explain that a person’s behavior, environment, and 

cognitive factors are all tremendously correlated. Also, he gave definition of self-

efficacy as a judgment of individual’s ability to perform a specific behavior pattern 

(Bandura, 1978). Wood and Bandura (1989) determined to expand this meaning by 

recommending that self-efficacy articulate the role in regulatory process through 

which a person’s incitement and performance accomplishment are being presided 

over. 

 

Self-efficacy theory by Bandura (1977) proposed that there are four essential means 

of getting information by individual when establishing self-efficacy judgement. 

Ranging from the most powerful factor is performance accomplishments, that mainly 

focusing on personal achievement (i.e., past experiences with the specific task being 
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evaluated) (D. Sandy et al 1998). Prior success increases proficiency expectations 

while reoccurring failures decrease them (Gist & Mitchell, 1992; Saks, 1995; Silver, 

Mitchell & Gist, 1995). 

 

Secondly important is vicarious experiences, that is earned by looking at others do 

activities successfully (D. Sandy et al 1998). It is usually defined as modelling since 

the observers hope that they can improve their own performance by repeat things 

from what they have seen or observed (Bandura, 1978; Gist & Mitchell, 1992). 

 

Third is social persuasion, which demonstrated as activities where individual is 

guided by convincing that they can perform concrete tasks successfully (D. Sandy et 

al 1998). Common types of social persuasion are coaching and providing performance 

assessment feedback (Bandura, 1977; Bandura & Cervone, 1986). 

 

The last source of information is physiological and emotional states. Basically, this 

can affect self-efficacy judgments owing to tasks. For instance, anxiety can lead to 

negative judgments of one's capabilities to fulfill the tasks (Bandura, 1988). 

 

(Bandura, 1986) 

Figure 4: Self-efficacy Theory  
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Also, Hill et al. (1985) found that self-efficacy predicts intentions to use a wide range 

of systematically and technologically advanced products. For example, people with 

higher levels of self-efficacy show greater liking for word processors and personal 

computers and higher intention to use them (Hill et al. 1985). Self-efficacy is 

considered as a personal judgment about the adequacy of knowledge, skill and 

willpower to fulfill an online shopping task (Celik, 2016). 

 

Ali A Alalwan (2016) mentioned that as the use of telebanking requires customer to 

fully produce banking services without any support from banking staff, customers’ 

beliefs, and assessment of their ability could largely motivate or discourage them to 

adopt telebanking. In prior literature, self-efficacy has hugely assisted and played a 

significant role in creating customers’ intention to adopt different kinds of online 

banking channels (i.e. Gu et al., 2009; Lassar et al., 2005). Also, the study of the 

adoption of mobile banking conducted by Zhou (2012), confirmed a significant 

relationship between self-efficacy and customer trust in mobile banking.  

 

Based on the theoretical implication of Syed H. Akhter, (2014), internet self-efficacy 

was found to have a huge role in influencing the frequency of online transactions 

because of the complexity of the internet technology.  

 

 

 

 

 

 

https://www.emeraldinsight.com/author/Alalwan%2C+Ali+A
https://www.emeraldinsight.com/author/Alalwan%2C+Ali+A
https://www.emeraldinsight.com/author/Akhter%2C+Syed
https://www.emeraldinsight.com/author/Akhter%2C+Syed
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2.1.3 Security and Trust Aspects 

 

• Perceived of security  

Chang and Chen (2009) stated that security as an extent to which a customer assume 

that a whole transaction, including payment methods, and instruments for storing and 

transmitting all confidential information is securely protected.  

 

Apart from that, Roca et al., (2009) referred perceived security as a threat that forms a 

case, condition or incident which could harm economic privation to data or network 

resources under destruction, exposure, alteration of data, rejection of service, and/or 

fraud, misuse and mistreatment.  

 

It is also identified by Chung and Paynter (2002) that security of internet banking is 

one the major factors for inhibiting full e-banking acceptance in New Zealand. The 

believed by Charles k. Ayo, et al (2016) that when the users feel secure and confident 

of successful transactions or appropriate response in case of any complexity, the more 

enthusiastic their attitude towards the system and the greater is their contentment.   

 

Security on the internet is a type of extension in which customers trust that an 

electronic platform is tolerably safe to protect against divulging sensitive personal and 

business information regarding any transactions (Mitra and Mitra, 2016). This 

measure indicates a personal perception involving the intuitive ability of a customer to 

assess the perceived risk (Chang and Chen 2009). 
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• Perceived of trust  

Chellappa and Pavlou (2002) has defined trust as “the subjective probability with 

which consumers assume that a specific transaction will befall in a manner consistent 

with their confident expectations”. Consequently, lack of trust is often viewed as one 

of the reasons why customers do not buy from online shops (Gefen et al., 2003; Lee 

and Turban, 2001; McKnight et al., 2002). Simply fact, consumers always want to 

decrease the uncertainty and complexity of transactions in electronic markets by 

applying mental shortcuts which is trust as they have only limited cognitive resources 

available (Grabner-Kra üter and Kaluscha, 2003). 

 

Trust has a potential role to impact on user’s willingness to engage in online 

exchanges of money and personal sensitive information (Hoffman et al., 1999; 

Friedman et al., 2000; Wang et al., 2003).  

The remaining concern of trust in internet banking continuance is still high due to the 

intricacy of the internet banking environment (Suh and Han, 2003). Also, trust is 

referred to as insurance against possible risks that involved with internet banking (Pay 

Ling Yu et al., 2015). 

 

Therefore, trust has a huge role in mobile banking adoption, alleviate customers’ 

concern of security/privacy risks and fraudulent in the mobile environment (Gu et al., 

2009; Zhou, 2011; Afshan and Sharif, 2016). 
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2.1.4 Innovation Diffusion Theory 

 

Diffusion is a specific form of communication that information is exchanged with 

respect to new ideas (Roger, 1983). Roger (1983) mentioned that as its most basic 

form, the process includes (1) an innovation, (2) an individual or other unit of 

adoption that has knowledge of, or experience with using, the innovation, (3) another 

individual or other unit that does not yet have knowledge of the innovation, and (4) a 

communication channel connecting the two units. 

 

Communication channel has been put into two main types external influences (mass 

media); and interpersonal networks (word of mouth (WOM)) by Roger (2003). These 

two specific means provide different roles at different stages of the innovation-

decision process (Nejad et al., 2014; Rogers, 2003; Yao and Zhong, 2011).  

 

Base on the study of Huong Thi Thanh Tran et al., (2016), this research will add the 

new variable of interpersonal networks as online WOM via social media, which 

seemingly the most incredible tool of spreading information in this digital era. 

 

• Mass Media 

Rogers (2003) stated that one-way of delivering messages from a few individual to 

the tremendous number of receivers or public, mass media, is the most identifiable 

way of communication channel. The powerful characteristics of it are gaining broad-

awareness from audience promptly owing to the wide spread of information, which 

also can bring swift changes and short-term fluctuations in client’s perspective and 

attitudes (Roger, 2003). 
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It is pled that mass media have a direct and stern influence on innovators, who 

regularly look for recent or latest technologies, according to the innovation diffusion 

context (Lee et al., 2002).  

 

• Social Media 

The widespread of social media is a global sensation in the twenty-first century 

(Golden, 2011). It has completely adjusted the concept of conservative media which 

mainly about the one-to-many communication platforms; it is a significant tool in 

spreading knowledge and experience within and among the peer online communities 

(Huong Thi Thanh Tran et al., 2016).  

 

Interestingly significant, Court et al. (2009) stated that the information conveyed from 

online sources and virtual communities can influence decision of customers’ 

consumption. Social media have made a communication revolution in the context of 

innovation diffusion by giving new ways to connect with prospective adopters in 

specialized and broadly-based relationships (Brown, 2008).  

 

As described by Kaplan and Haenlein (2010), social media have greater “social 

presence” based on their synchronous interaction mechanism. Consequently, it could 

deeply influence on consumer behaviors and purchasing decisions both online and 

offline, particularly for young people (Needham, 2008).  
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• Face-to-face communication 

In banking industry context, Zolait and Sulaiman (2009) stated that there are three 

influential means such as opinion leaders, close people (family, friends, colleagues, 

and peers), and bank staff who have direct interactions with customers that might 

have tremendous impact on customers’ adoption decisions.  

 

Yu (2012); and Singh et al. (2010) firmly explain that social influence of close-kit 

people such as friends and family members are a crucial mean to speed up the 

diffusion of mobile-banking, according to their huge-scale survey. 

 

Furthermore, although mobile-banking adoption is voluntary, normative pressures 

from superiors and peers or group leaders essentially influence a person’s usage 

intention (Püschel et al., 2010). Likewise, it is very useful to have recommendation 

and information from bank staff, who are specialized in banking affair, for customers 

to adopt and use the application (Huong Thi Thanh Tran et al., 2016).   

 

Ratten (2011) indicates that interpersonal channels, known as modelling, assist 

customers to create their own perspective about a new product or service. Seemingly 

similar, López-Nicolás et al. (2008) emphasize the powerful link between 

interpersonal influence and perceived usefulness of advanced mobile services. 
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(Rogers, 2003) 

Figure 5: Diffusion of Innovations-Fifth Edition  

 

2.1.5 Demographic 

 

The finding of customer adoption of tele-banking technology: the case of Saudi 

Arabia by Al‐Ashban et al. (2001) found that Saudi consumers’ income levels and 

educations play a vital role in their adoption and usage of tele-banking services. For 

individual dimensions of tele-banking, income levels, education, age are inextricably 

significant with relation to dynamism; while occupation and age influence desire for 

expansion, and income level and education are related to usage frequency (Al‐Ashban 

et al., 2001). Lee and Lee’s (2000) suggested that most of the internet banking users 

tend to be very much educated, more affluent, younger and computer-literate. 

https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
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Correspondingly, Thanika Devi Juwaheer et al. (2012) also agreed that there have 

been several studies on the customer’s demographic characteristics such as age, 

gender, income and educational level when identifying the factors affecting on the 

customer’s attitudes to use mobile banking.  

 

Wang et al. (2003) reported that age significantly impacts a customer’s choice of 

adopting mobile banking. Older people are prone to have a negative attitude towards 

the use of new technologies and they seem to be hesitated to accept innovation (Bauer 

and Heinh, 2006) as compared to younger ones who are very much enjoy and comfort 

with these changes. Alagheband (2006) also supported this view by adding that 

younger individuals are more likely to adopt mobile banking. 

 

Income is somehow the key determinant of incentives to adopt internet banking 

technology for reducing labor expenditure associated with human operations in the 

banks (Hannan and McDowell, 1984; Gourlay and Pentecost, 2005). A highly paid 

employee may reflect a higher proportion of managerial and technical compulsory 

needed for the proper functioning of internet banking (Pooja Malhotra et al., 2007). 

As a result, the expected remark for income has positive correlation to the adoption of 

mobile banking (Pooja Malhotra et al., 2007). 

 

Various studies have illustrated that there are major differences in the way male and 

female execute the different types of technology (Li et al., 1999; Burke, 2000). The 

acceptance of a new technology, its characteristics and use rely extremely on the 

gender of the individual (Gefen and Straub, 1997; Venkatesh and Morris, 2000; Sun 

and Zhang, 2006). 

https://www.emeraldinsight.com/author/Devi+Juwaheer%2C+Thanika
https://www.emeraldinsight.com/author/Devi+Juwaheer%2C+Thanika
https://www-emeraldinsight-com.ezproxy.utcc.ac.th/author/Malhotra%2C+Pooja
https://www-emeraldinsight-com.ezproxy.utcc.ac.th/author/Malhotra%2C+Pooja
https://www-emeraldinsight-com.ezproxy.utcc.ac.th/author/Malhotra%2C+Pooja
https://www-emeraldinsight-com.ezproxy.utcc.ac.th/author/Malhotra%2C+Pooja
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It has also been discovered that the level of education effect on the decision of 

adopting internet banking (Al-Somali et al., 2008). Yeung et al. (2006) justified that 

highly educated customers normally accept changes more pleasurably. Burke (2002) 

said that customers with great education profile are highly to adopt technology 

application such as internet and mobile banking.  

 

2.2 Conceptual Framework 

 

Assessing through many academic journal papers, reports, theories and related 

researches, it could be implied that there is none correct answer that fits to all kinds of 

questions. Although there might be thing that work for others, it doesn’t mean that it 

can be used in every situation.  

 

For instance, according to the research finding of Al‐Ashban, (2001) indicated that 

Saudi consumers’ income levels and education play a vital role in their adoption and 

usage of tele-banking services. Nevertheless, other studies found that once the 

customer was experienced, income could no longer influence their technological 

behaviors (Al-Somali et al., 2009).  

 

To fulfill the aim of evaluating this research, eleven facets of technology adoption 

have been identified, namely, self-efficacy, perceived usefulness, perceived ease of 

use, perceived of security, perceived of trust, communication channels (mass media, 

social media and face-to-face communication), demographic, attitude towards usage 

and behavioral intention.  

 

https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
https://www.emeraldinsight.com/author/Al-Ashban%2C+Aref+A
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Due to research objectives and questions, the conceptual framework has been 

developed as shown below.  

 

 

 

Figure 6: Proposed Conceptual Framework 

 

2.3 Research Hypotheses 

 

The hypotheses are developed according to the conceptual model framed and 

literature discussed on the next page. 

H1:  Attitude towards usage has a direct positive influence on behavioral intention 

to use  

H2: The greater the degree of self-efficacy, the higher the attitude towards usage 

H3: Perceived usefulness has a positive effect on attitude towards usage 

H4:  Perceived ease of use has a positive effect on attitude towards usage 
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H5:  The greater the degree of perceived of security, the higher the attitude towards 

usage 

H6:  The greater the degree of perceived of trust, the higher the attitude towards 

usage Mass media 

H7:  Mass media has a positive effect on attitude towards usage 

H8:  Social media has a positive effect on attitude towards usage 

H9:  Face-to-face communication has a positive effect on attitude towards usage 
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CHAPTER 3 

 

METHODOLOGY 

 

The aim of this chapter is to illustrate the methodology used in the research. Overall 

arrangement of this section will be including research design, population and sample, 

sampling strategy, data collection, tools, plan, and data analysis which are now 

described below:  

 

3.1 Research Design 

 

This study adopted survey questionnaire as a research design which evaluated eleven 

variables, ten independent variables and one dependent variable. The independent 

variables are self-efficacy (SE), perceived usefulness (PU), perceived ease of use 

(PEOU), perceived of security (PS), perceived of trust (PT), mass media (MM), social 

media (SM), face-to-face communication (WOM), demographic and attitude towards 

usage (ATT). The research is mainly to investigate on factors that affecting the 

attitude towards the use of mobile-banking services and to examine about the 

relationship between attitude towards the usage and behavioral intention to use. 

Method for conducting this research is quantitative, and other reliable tools to 

evaluate variables, and applicable survey data to determine the relationship between 

independent and dependent variables. For data analysis, findings and conclusion of 

the study will be relying hugely on the utilization of statistical data collected and 

analyzed using SPSS.  
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3.2 Population and Sample 

3.2.1 Population 

 

This case study is purposely to understand about the influencing factors of mobile 

banking adoption in Bank Institutions. As a result, the total population is the 

accumulated number among depositors of 39 Commercial Banks & 15 Specialized 

Banks, which is 3,482,277.  

 

(NBC, 2017) 

Figure 7: Banks – Numbers of Borrowers  and Depositors  

 

3.2.2 Sample Size 

 

To calculate sample size, the study used formula based on Yamane (1967) with an 

error of 5% and a confidence coefficient of 95%, the sample size is calculated as: 

𝑛 =  
𝑁

1+𝑁 𝑒2                                                          (1) 
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Where n = sample size; N = the size of population and e = the error of 5 percentage 

points. 

As a result, in this case 

𝑛 =  
3,482,277

1 + ( 3,482,277 ∗  0.052)
 

=  
3,482,277

8705.6925
 

= 400 

The sample size is n=400.  

 

3.2.3 Sampling Strategy 

 

The aim of analyzing the research problem, a total number of 400 respondents (all 

walk-in clients to the banks) were selected from four high performance banks in 

Phnom Penh which included both Cambodian local & international commercial and 

retail banks, namely among Acleda Bank, Advanced Bank of Asia, May Bank 

(Cambodia) and Canadia Bank. All respondents are chosen based on convenient 

sampling method (also known as grab sampling, accidental sampling or opportunity 

sampling) that is one type of non-probability sampling methods which sample being 

drawn from the population that is easy to access. Before the survey questionnaires are 

given, the targeted respondents are being asked to confirm whether they are a current 

user of mobile-banking or not, as we only focus on the users. The purpose of choosing 

people whom already a mobile banking user is to analyze the factors which 

influencing their attitude the most to use and continuous to use mobile banking.  
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3.3 Data Collection 

 

To collect reliable and valid data for this study, a field survey questionnaire is 

conducted in a real natural setting. Primary data was gathered by visiting roughly 8 

bank branches located at head-quarter and high-traffic branch in the central of Phnom 

Penh. Those areas are chosen based on “ease of transport”, “availability of all targeted 

banks” and “resource availability”.  

 

Research surveys are distributed to walk-in clients individually or in a small group. 

Before proceeding to the survey questionnaire, a brief introduction is given to 

illustrate the purpose of this study and the collecting procedure. All these processes 

have been explained to the branch manager/customer service manager as they will be 

the one whom provide and have direct conversation with customers (based on the 

bank policy, they can not allow outsider to disturb their customers as this could cause 

chaos inside the business operation area which is why the researcher have to keep the 

survey at the bank and request the staffs for support in distributing surveys). One 

questionnaire is provided to each client consisted of 11 main sections with 55 items. 

Questionnaires are expected to take approximately 5 -10 minutes.  

 

3.3.1 Tools 

 

A well-defined structure of survey consists of 11 sections, namely demographic, self-

efficacy (SE), perceived usefulness (PU), perceived ease of use (PEOU), perceived of 

security (PS), perceived of trust (PT), mass media (MM), social media (SM), face-to-

face communication (WOM), attitude towards usage (ATT) & behavioral intention 
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(BI). Demographic factors are measured by gender, age, education, occupation and 

monthly income.  

 

The rest of the questionnaire brought to evaluate self-efficacy, perceived usefulness, 

perceived ease of use, perceived of security, perceived of trust, mass media, social 

media, face-to-face communication and attitude towards usage based on the works of 

Lee et al., (2011); Cudjoe et al., (2015); Shambare (2013); Bankole et al. (2011); 

Zhou (2011); Koenig-Lewis et al., (2010); Riquelme and Rios (2010); Venkatesh and 

Bala (2008); Huh et al., (2009); Mcknight et al., (2002); Khalifa and Shen (2008); 

Chen and Barnes (2007); Palvia (2009); Srivastava et al., (2010); Zolait and Sulaiman 

(2009); The Enter project (2011); Ratten (2011); Lee (2009); Ramsunder (2012) 

Morosan and Jeong (2008), Davis (1989); Venkatesh and Davis (2000); Luarn and 

Lin (2005) & Cheng et al. (2006).  

 

All of constructs, except demographic, will be measured on a seven-point Likert Scale 

ranging from (1=strongly disagree; 2= disagree; 3= slightly disagree; 4 = neutral; 5= 

slightly agree; 6= agree; 7=strongly agree).  

 

3.3.2 Plan 

 

Participation in the survey is voluntary and the respondents are mobile-banking users 

whom assured that their contribution would remain confidential. The data collection 

plan is scheduled from early April 2019 – May 2019.  
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3.4 Data Measurement 

 

The variables of interests such as self-efficacy, perceived usefulness, perceived ease 

of use, perceived of security, perceived of trust, mass media, social media, face-to-

face communication and demographic will be measured in this study. 

 

Table 3: Measurements of Research Constructs 

Variables Items Notation Sources 
Self-efficacy (SE) I am confident of using mobile banking 

even if I have never experienced it before. 

SE1 

Lee et al. (2011); 

Cudjoe et al. (2015) 

& Shambare (2013) 

If I have online instructions for using 

mobile banking, I am confident to do it by 

myself. 

SE2 

Even if there is no one around to show me 

how to do it, I feel self-assurance to use 

mobile banking. 

SE3 

It is easy for me to understand how mobile 

banking works. 

SE4 

Personally, I feel comfortable using mobile 

banking. 

SE5 

Perceived 

usefulness (PU) 

Mobile banking is fast, cost-saving and 

convenient. 

PU1 

 

Bankole et al. 

(2011); Zhou (2011); 

Koenig-Lewis et al. 

(2010) & Riquelme 

and Rios (2010) 

Within mobile banking, it is very flexible 

for me to conduct banking transaction 24 hr 

per day. 

PU2 

It is capable to perform financial 

transactions of even smaller denominations. 

PU3 

Banking transactions on a mobile phone 

reduces space and time constraints. 

PU4 

Mobile banking boosts my daily activities 

and work effectiveness. 

PU5 

Perceived ease of 

use (PEOU) 

Using mobile banking does not demand a 

lot of mental effort. 

PEOU1 

Venkatesh and Bala 

(2008); Zhou (2011) 

& Huh et al. (2009) 

Instruction in mobile banking system is 

crystal-clear and understandable. 

PEOU2 

Mobile banking is equipped with user-

friendly interface. 

PEOU3 

I find it easy to use my mobile devices to 

conduct 

banking services. 

PEOU4 

It is easy for me to become skillful at 

conducting mobile banking transactions.  

PEOU5 

Perceived of 

security (PS) 

I firmly believe that my mobile banking 

transaction information will not be lost 

during an online session. 

PS1 

 

Mcknight et al. 

(2002); Khalifa and 

Shen (2008) & Chen 

and Barnes (2007) 

My mobile banking transaction information 

will only reach the target bank account that 

is what I believe. 

PS2 

The mobile device has sufficient safeguards 

to comfort me while performing banking 

operations. 

PS3 

I am comfortable in performing banking 

transactions on the mobile. 

PS4 

I believe that the privacy and confidentiality PS5 
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of my personal information is assured when 

I use mobile banking. 

Perceived of 

trust (PT) 

I trust the bank offering me secure mobile 

banking. 

PT1 

McKnight et al. 

(2002); Palvia (2009) 

& Srivastava et al. 

(2010) 

I would trust my mobile phone 

manufacturer to provide a mobile phone 

which is suitable for conducting mobile 

banking. 

PT2 

I would trust my telecommunication 

operator to provide secure data connections 

to perform mobile banking. 

PT3 

The bank allows me using mobile devices 

to conduct banking services have my best 

interests in mind. 

PT4 

I trust that the bank which allows me to use 

my mobile devices to conduct banking 

services will keep their promises and 

commitments. 

PT5 

Mass Media 

(MM) 

I read/saw news on mass media claims that 

using mobile banking is a wise method of 

managing my bank account. 

MM1 

Zolait and 

Sulaiman (2009); 

The Enter project 

(2011) & Ratten 

(2011) 

Advertisements on mass media 

recommends that people should use mobile 

banking. 

MM2 

Advertisements on mass media about 

mobile banking convince me to try mobile 

banking services.  

MM3 

Advertisements on mass media for mobile 

banking are very attractive. 

MM4 

Advertisements on mass media expose 

mobile banking as an interesting services to 

me. 

MM5 

Social Media 

(SM) 

Information from social media recommends 

using mobile banking is a wise idea. 

SM1 

The Enter 

project (2011) & 

Ramsunder (2012) 

Online messages on social media platforms 

consistently suggest using mobile banking. 

SM2 

I read/saw news on social media platform 

claims that using mobile banking is a wise 

way of managing my bank account. 

SM3 

Advertisements on social media expose 

mobile banking as an attractive services to 

me. 

SM3 

Many people on social media seem to speak 

positively about mobile banking. 

SM4 

Face-to-face 

communication 

(WOM) 

My peers/colleagues/family members 

reckon me with trying out mobile banking.  

WOM1 

Zolait and Sulaiman 

(2009); The Enter 

project (2011) & 

Ratten (2011) 

My peers/colleagues/family members 

reckon me with using mobile banking.  

WOM2 

Bank staff recommend that I should try out 

mobile banking. 

WOM3 

Bank staff recommend that I should use 

mobile banking. 

WOM4 

Opinion leaders reckon me with using 

mobile banking and I will do what leaders 

suggest I do. 

WOM5 

Attitude towards 

usage (ATT) 

I believe that using mobile banking for 

financial transactions would be a wise idea. 

ATT1 

Lee (2009) & 

Morosan and Jeong 

(2008) 

I believe that using mobile banking is 

pleasant. 

ATT2 

I enjoy using my mobile devices for 

banking services facilitation. 

ATT3 

Using mobile devices to perform banking 

transactions is very interesting. 

ATT4 

In my perspective, it is desirable to use 

mobile banking. 

ATT5 
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Behavioral 

intention to use 

(BI) 

Assuming that I get access to mobile 

banking systems, I intend to use them. 

BI1 

Davis (1989); 

Venkatesh and Davis 

(2000); Luarn and 

Lin (2005) & Cheng 

et al. (2006) 

I plan to increase my use of mobile banking 

in the future. 

BI2 

I will constantly use mobile banking in the 

future. 

BI3 

I will firmly suggest others to use mobile 

banking service. 

BI4 

I would use mobile banking for my banking 

needs. 

BI5 

 

 

3.5 Data Analysis 

 

Statistical approaches such as descriptive statistics and inferential statistics will be 

employed to test the hypotheses after transforming all the items for each constructs 

using statistical software SPSS. Therefore, descriptive statistics will be used on 

demographics such as gender, age, education, occupation and monthly income to 

examine and explain the characteristics of the data collected using frequency and 

percentage (%). Whereas for inferential statistics, we will use Partial least squares 

structural equation modeling (PLS-SEM), which is a method of estimating complex 

cause-effect relationship models with latent variables – test the internal reliability, 

convergent validity, and discriminant validity. 

• Reliability – tested by examining the loading & reliability score of each item. 

Average variance extracted (AVE) must be above the required minimum level 

of 0.50. 

• Convergent Validity – tested by examine Cronbach’s α. It must be above 0.70. 

• Discriminant Validity – tested by the square root of each construct’s AVE 

must be greater than its highest correlation with any other constructs. 
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CHAPTER 4 

  

Data Analysis 

 

The main purpose for this chapter is to analyze and interpret the data gathered through 

questionnaire, which has been developed according to the conceptual framework. 

Both descriptive and statistical tools were used to demonstrate the findings of the 

study. The descriptive statistics and Structure Equation Model (SEM) tools are 

adopted to analyze the data of 360 valid questionnaires. 

 

4.1. Demographic Characteristic  

4.2. The Analysis Level of Agreement  

4.3. Data Analysis and Findings 

 4.3.1. Correlation Analysis  

 4.3.2. Confirmatory Factor Analysis  

 4.3.3. Model Refinement 

4.3.4. Convergent Validity, Discriminant Validity, and Reliability of 

Constructs  

 4.3.5. Model Adjustment and Goodness of Fit Approach 

4.4. Hypothesis Testing of the Research Model 

4.5. Summary Hypothesis Results 

4.6. Model Modification 
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4.1. Demographic Characteristic  

 

The overall sample size in this study consisted of 400 respondents distributed in 

Phnom Penh, Cambodia. The return rate was 90%, which means only 360 

questionnaires are used for data analysis based on the conceptual framework that the 

researcher mentioned in the previous chapters. 

 

Majority of respondents are the group of age 21-25 which account for 130 

respondents and essentially about 36.10% of the total sample size. The second and 

third largest are the age group of 31-35 and 26-30 relatively, that vividly the sum of 

84 and 61 respondents whom equals to 23.30% and 16.90% for this research, while 

the last two which for the group of people who are above the age of 35 and 20 and 

below is account for 59 and 26 respondents accordingly.  

 

The sample was constituent of 153 male and 207 female which equal to 42.50% and 

57.50% subsequently. The massive group of the respondents got a bachelor’s degree 

for 265 person account for 73.6%, 64 person got a master’s degree and above account 

for 17.8%, 21 pe got associate degree to the sum of 5.8%, and 10 person got high 

school or lower which equal to 2.8%. 

 

Respondent’s occupation profile has been classified into six types such as student, 

entrepreneur, employee, government officer, freelancer and others. Vividly the result 

turns out employee has the highest number with 236 person, others (they can be a 

housewife, a retiree, a small business owner…etc) are put in the second highest with 

38 person. Student stands as the third highest with 10.30% and the fourth ranking of 

respondent is entrepreneur which has 5.30% while government officer & freelancer 

both come to the last rank with 4.20% each.  
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For the income range expose that the massive group of the respondents has income 

around $500 and below per month for 41.70% and the second largest group is $501-

$1,000 per month for 144 person or 40%. Besides that, the income between $1,001-

$1,500 per month had 30 respondents’ equals to 8.3% of all the respondents, the 

income of $2,001-$2,500 had 15 person account for 4.20% and the final one is more 

than $2,501 which account for 9 respondents equal to 2.50%. 

 

Table 4: Sample Demographic Results 

Characteristics (N=360) Frequency Percentage 

Gender Male 153 42.5 

Female 207 57.5 

Age (year old) 20 and below 26 7.2 

21 - 25 130 36.1 

26 - 30 61 16.9 

31 - 35 84 23.3 

above 35 59 16.4 

Education High School or 

lower 

10 2.8 

College diploma 21 5.8 

Bachelor 265 73.6 

Master and above 64 17.8 

Occupation Student 37 10.3 

Entrepreneur 19 5.3 

Employee 236 65.6 

Government officer 15 4.2 

Freelance 15 4.2 

Others 38 10.6 

Income $500 and below 150 41.7 

$501 - $1,000 144 40 

$1,001 - $1,500 30 8.3 

 

 

4.2. The Analysis Level of Agreement  

 

This part shows about the 360 respondents’ perspective on each dimension of factors 

affecting the adoption of mobile-banking service including self-efficacy, perceived 

usefulness, perceived ease of use, perceived of security, perceived of trust, mass 
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media, social media, face-to-face communication, attitude toward usage and 

behavioral intention to use.  

 

These were propounded to seek for their view or belief for the following statement 

about their expectations and insight through level of agreement toward all the 

dimension which were mentioned above. The data are explained based on the result 

of Mean and Standard Deviation of respondents. The mean of agreement for each 

item indicate the level of agree of that item. 

 

The score is “1” equivalent to strongly disagree (completely not support with the 

statement), and “7” equal to strongly agree (support to the maximum level of it). 

These results were analyzed by description statistics to further illustrate the details of 

respondent opinion.  

 

 

The result of level of agreement 

 

According to the table 4.5, each of the variables equally consist of 5 subscale 

items/questions which all the respondent’s answer has been calculated.  

 

Overall mean of all the five items of Self-efficacy (SE) are scored as 5.354 which 

shown the level of agreement as “Satisfaction” among respondents. The result shows 

that respondents most satisfied with SE2 “If I have online instructions for using 

mobile banking, I am confident to do it by myself.” (Mean=5.73, S.D=1.075). 

Statement with lowest mean value is SE1 “I am confident of using mobile banking 

even if I have never experienced it before.” (Mean= 5.07, S.D=1.543).  
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The respondent’s inputs on Perceived usefulness (PU) has also shown Satisfaction 

through all those five questions with the total average Mean = 5.768. The table 

indicates that respondents most agree with PU4: “Banking transactions on a mobile 

phone reduces space and time constraints.” (Mean=5.93, S.D=1.165) while the least 

score is PU3: “It is capable to perform financial transactions of even smaller 

denominations.” (Mean= 5.54, S.D=1.126). 

 

The total average mean of all the five items of Perceived ease of use (PEOU) are 

scored as 5.428 which shown the level of agreement as “Satisfaction” among 

respondents. The result shows that respondents most satisfied with PEOU4 “I find it 

easy to use my mobile devices to conduct banking services.” (Mean=5.74, 

S.D=1.066). Statement with lowest mean value is PEOU1 “Using mobile banking 

does not demand a lot of mental effort.” (Mean= 5.18, S.D=1.408).  

Respondent’s perception on Perceived of security (PS) has indicated as Satisfaction 

through all those five questions with the total average Mean = 5.326. The table 

indicates that respondents most agree with PS5: “I believe that the privacy and 

confidentiality of my personal information is assured when I use mobile banking.” 

(Mean=5.48, S.D=1.151) while the least score is PS1: “I firmly believe that my 

mobile banking transaction information will not be lost during an online session.” 

(Mean= 5.12, S.D=1.269). 

 

Overall mean of all the five items of Perceived of trust (PT) are scored as 5.444 

which implied the level of agreement as “Satisfaction” among respondents. The result 

shows that respondents most satisfied with PT1 “I trust the bank offering me secure 

mobile banking.” (Mean=5.63, S.D=1.023). Statement with lowest mean value is PT3 



45 

 

“I would trust my telecommunication operator to provide secure data connections to 

perform mobile banking.” (Mean= 5.24, S.D=1.168).  

 

The respondent’s inputs on Mass Media (MM) has also shown Satisfaction through 

all those five questions with the total average Mean = 5.424. The table indicates that 

respondents most agree with MM1: “I read/saw news on mass media claims that using 

mobile banking is a wise method of managing my bank account.” (Mean=5.50, 

S.D=1.117) while the least score is MM3: “Advertisements on mass media about 

mobile banking convince me to try mobile banking services. (Mean= 5.30, 

S.D=1.144). 

 

The total average mean of all the five items of Social Media (SM) are scored as 5.40 

which shown the level of agreement as “Satisfaction” among respondents. The result 

shows that respondents most satisfied with SM1 “Information from social media 

recommends using mobile banking is a wise idea.” (Mean=5.61, S.D=0.981). 

Statement with lowest mean value is SM5 “Many people on social media seem to 

speak positively about mobile banking.” (Mean= 5.26, S.D=1.262).  

 

Respondent’s perception on Face-to-face communication (WOM) has indicated as 

Satisfaction through all those five questions with the total average Mean = 5.326. The 

table indicates that respondents most agree with WOM4: “Bank staff recommend that 

I should use mobile banking.” (Mean=5.54, S.D=1.146) while the least score is 

WOM2: “My peers/colleagues/family members reckon me with using mobile 

banking.” (Mean= 4.92, S.D=1.425). 
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The total average mean of all the five items of Attitude towards usage (ATT) are 

scored as 5.674 which shown the level of agreement as “Satisfaction” among 

respondents. The result shows that respondents most satisfied with ATT1 “I believe 

that using mobile banking for financial transactions would be a wise idea.” 

(Mean=5.74, S.D=0.992) and ATT2 “I believe that using mobile banking is pleasant.” 

(Mean=5.74, S.D=0.962). Statement with lowest mean value is ATT5 “In my 

perspective, it is desirable to use mobile banking.” (Mean= 5.53, S.D=1.114).  

 

Respondent’s perception on Behavioral intention to use (BI) has indicated as 

Satisfaction through all those five questions with the total average Mean = 5.780. The 

table indicates that respondents most agree with BI3: “I will constantly use mobile 

banking in the future.” (Mean=5.86, S.D=1.024) while the least score is BI1: 

“Assuming that I get access to mobile banking systems, I intend to use them.” 

(Mean= 5.69, S.D=1.067). 

 

Table 5: The Level of Agreement 

Characteristics (N=360) 

  

  Mean Standard deviation Level of agreement 

Self-efficacy (SE) 

SE1 5.07 1.543 Agree 

SE2 5.73 1.075 Agree 

SE3 5.17 1.5 Agree 

SE4 5.39 1.36 Agree 

SE5 5.41 1.153 Agree 

Total Average  5.354 1.326 Satisfaction 

Perceived 

usefulness (PU) 

PU1 5.74 1.201 Agree 

PU2 5.86 1.061 Agree 

PU3 5.54 1.126 Agree 

PU4 5.93 1.165 Agree 

PU5 5.77 1.007 Agree 

Total Average  5.768 1.112 Satisfaction 

Perceived ease of 

use (PEOU) 

PEOU1 5.18 1.408 Agree 

PEOU2 5.4 1.164 Agree 
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PEOU3 5.44 1.103 Agree 

PEOU4 5.74 1.066 Agree 

PEOU5 5.38 1.185 Agree 

Total Average  5.428 1.185 Satisfaction 

Perceived of 

security (PS) 

PS1 5.12 1.269 Agree 

PS2 5.34 1.12 Agree 

PS3 5.25 1.239 Agree 

PS4 5.44 1.14 Agree 

PS5 5.48 1.151 Agree 

Total Average  5.326 1.183 Satisfaction 

Perceived of trust 

(PT) 

PT1 5.63 1.023 Agree 

PT2 5.33 1.24 Agree 

PT3 5.24 1.168 Agree 

PT4 5.52 0.99 Agree 

PT5 5.5 1.1 Agree 

Total Average  5.444 1.104 Satisfaction 

Mass Media (MM) 

MM1 5.5 1.117 Agree 

MM2 5.43 1.108 Agree 

MM3 5.3 1.144 Agree 

MM4 5.44 1.131 Agree 

MM5 5.45 1.133 Agree 

Total Average  5.424 1.126 Satisfaction 

Social Media (SM) 

SM1 5.61 0.981 Agree 

SM2 5.28 1.236 Agree 

SM3 5.46 1.099 Agree 

SM4 5.39 1.24 Agree 

SM5 5.26 1.262 Agree 

Total Average  5.4 1.163 Satisfaction 

Face-to-face 

communication 

(WOM) 

WOM1 5.09 1.362 Agree 

WOM2 4.92 1.425 Ambivalence 

WOM3 5.4 1.194 Agree 

WOM4 5.54 1.146 Agree 

WOM5 5.12 1.57 Agree 

Total Average  5.214 1.339 Satisfaction 

Attitude towards 

usage (ATT) 

ATT1 5.74 0.992 Agree 

ATT2 5.74 0.962 Agree 

ATT3 5.65 1.063 Agree 

ATT4 5.71 0.917 Agree 

ATT5 5.53 1.114 Agree 

Total Average  5.674 1.009 Satisfaction 

Behavioral 

intention to use (BI) 

BI1 5.69 1.067 Agree 

BI2 5.74 1.045 Agree 

BI3 5.86 1.024 Agree 

BI4 5.76 1.049 Agree 

BI5 5.85 1.115 Agree 

Total Average  5.78 1.06 Satisfaction 
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4.3. Data Analysis and Finding 

4.3.1. Correlation Analysis 

 

Correlation analysis were being used to analyze the correlation between the two or 

more variables. The correlation matrix of this study was summarized on the next 

page: 

 

Table 6: Correlation Matrix 

 

  SE PU PEOU PS PT MM SM WOM ATT BI 

SE 1                   

PU .598** 1                 

PEOU .645** .641** 1               

PS .575** .555** .677** 1             

PT .563** .558** .688** .754** 1           

MM .398** .465** .591** .504** .616** 1         

SM .466** .505** .619** .462** .578** .678** 1       

WOM .416** .424** .539** .482** .555** .602** .571** 1     

ATT .526** .696** .672** .601** .663** .639** .649** .550** 1   

BI .563** .707** .655** .612** .653** .619** .635** .623** .789** 1 

Note1: **. Correlation is significant at the 0.01 level (2-tailed). 

Note2: SE = Self-efficacy; PU = Perceived usefulness; PEOU = Perceived ease of use; PS = Perceived 

of security; PT = Perceived of trust ; MM = Mass media; SM = Social media; WOM= Face-to-face 

communication; ATT= Attitude towards usage; BI= Behavioral intention to use 

 

The table illustrated above displays the correlations of all the variables, such as 

independent, mediator, and dependent that used in the study. The correlation matrix 
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showed that all the variables were related at significant with each other. According to 

Cohen (1989), r ranging from 0.10 to 0.29 regarded as indicating a low degree of 

correlation, r 0.30 to 0.49 regarded as indicating a moderate degree of correlation and 

r ranging from 0.50 to 1.00 regarded as a high degree of correlation. When the 

researcher looked at the correlation of attitude toward usage, it was found that attitude 

toward usage has high correlated with Self-efficacy; Perceived usefulness; Perceived 

ease of use; Perceived of security; Perceived of trust ; Mass media; Social media; and 

Face-to-face communication as .526**  ,  .696**  ,  .672**  ,  .601**  ,  .663**  ,  

.639**  ,  .649**  and  .550** respectively. However, the correlation between Face-

to-face communication (WOM) and Self-efficacy (SE) was a bit lower as .416**. 

 

4.3.2. Confirmatory Factor Analysis 

 

The two-step approach recommended by Hair et al. (2006) and Schumacher and 

Lomax (2004) was adopted in this study. The measurement model (confirmatory 

factor analysis) was examined first and then the structural model. The confirmatory 

factor analysis model was used to test convergent and discriminant validity and the 

structural model was used to test the nomological validity. The measurement model is 

shown in Figure 7.  

 

For the measurement model shown in Figure 7, the rectangular boxes with labels are 

the observed or manifest variables also called items, and the latent variables are oval 

while double-headed arrows illustrate the covariance between the latent variables.  
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The model fit indices for the measurement model showed the goodness-of-fit index 

(GFI), comparative fit index (CFI), Tucker Lewis index (TLI), root mean square error 

of approximation (RMSEA) and standardized root mean square residual stand at 

0.625, 0.750, 0.729, 0.091 and 0.065, which indicated that the model can be refined as 

most of the goodness-of-fit measures were less than the recommended values. 

 

Table 7: Goodness of Fitness Statistics of Factor Analysis (Before Refinement) 

 

FIT Index Acceptable threshold levels Value 

   

X2 x² relative to df with Chi-square = 4.00 

 p-value (<0.05) p-value= 0.000 

   

GFI GFI is less than or equal to 1. A value of 1 

indicates a perfect fit. 

0.625 

  

   

CFI 

CFI is truncated to fall in the range from 0 to 1. 

CFI values close to 1 indicate a very good fit. 0.750 

   

TLI range for TLI lies between zero and one 0.729 

   

RMSEA Values < 0.07 0.091 

   

SRMR Values < 0.08 0.065 
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Figure 8: A Model from Confirmatory Factor Analysis (Before Refinement) 
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4.3.3.  Model Refinement 

 

Based on the figure 8, the researcher modified the model since the fitness index does 

not meet the required acceptable level. In dealing with this problem, the researcher 

has removed items and set all the correlated measurement errors of the redundant 

items as a “free parameter” and run the new measurement level.  

 

AMOS displays absolute goodness-of-fit measures: The p-value of the Chi-square 

(Degree of freedom=624) is equal to 0.000, which is less than 0.001. Hence, it 

indicates that it is statistically significant. The Standardized Root Mean Square 

Residual (SRMR) provided with 0.054 means better fit between equivalent elements 

of the sample and model-implied correlation matrices.  

 

Nevertheless, the Goodness-of-fit index (GFI) and Comparative Fit Index (CFI) stand 

at 0.824 and 0.878 respectfully, which are acceptable. The Root Mean Square Error of 

Approximation (RMSEA) is 0.077 meaning a close fit of the model in relation to the 

degrees of freedom. Additionally, the Tuker Lewis Index (TLI) is 0.847 while CFI is 

0.878, shown that the incremental fit indices and their values exceed the 

recommended level close to 1 means that it supports the acceptance of the model.  

 

Also, many prospected researchers indicate goodness-of-fit measures in the 0.80-0.89 

range as representing reasonable fit; score of 0.90 or higher are considered outcome of 

good fit (Doll et al., 1994). 
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This can be summarized that many indexes of overall goodness-of-fit for the model 

provided enough support for the results to be regard to an acceptable representation of 

the hypothesized constructs.  

 

Table 8: Goodness of Fitness Statistics of Factor Analysis (After Refinement) 

 

FIT Index Acceptable threshold levels Value 

   

X2 x² relative to df with Chi-square = 3.155 

 p-value (<0.05) p-value= 0.000 

   

GFI GFI is less than or equal to 1. A value of 1 

indicates a perfect fit. 

0.824 

  

   

CFI 

CFI is truncated to fall in the range from 0 to 1. 

CFI values close to 1 indicate a very good fit. 0.878 

   

TLI range for TLI lies between zero and one 0.847 

   

RMSEA Values < 0.07 0.077 

   

SRMR Values < 0.08 0.054 
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Figure 9: A Model from Confirmatory Factor Analysis (After Refinement) 
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4.3.4. Convergent Validity, Discriminant Validity, and Reliability of Constructs 

 

It is compulsory to prove convergent and discriminant validity in conducting 

confirmatory factor analysis (CFA) which can demonstrate the usefulness of factors to 

be instrumental in testing a causal model to be reassured. The most common 

measurement to establish validity and reliability of constructs of the developed model 

such as Composite Reliability (CR), Average Variance Extracted (AVE), Maximum 

Shared Variance (MSV), and Average Shared Variance (ASV) will be used. 

The thresholds of these values are described in the following table: 

 
 

Reliability CR > 0.7 

Convergent validity AVE > 0.5 

Discriminant validity * MSV < AVE  
* ASV < AVE  
* Inter-construct correlation< Square root of AVE 

 

Hair et al (2010) indicated that convergent validity has three ways to estimate: 

(1) Factor loadings 

(2) Construct (or) Composite Reliability (CR) 

(3) Average variance extracted (AVE) 

 

Factor loadings 

 

Convergent validity can be measured by inspecting the loading and their statistical 

significance through t-value” (Dunn et al, 1994). Through AMOS text output, critical 

ration (C.R.) represents the t-value, that is the parameter estimate divided by its 

standard error. A t-value will be significant if it’s above 1.96 or below -1.96 (Byrne, 

2001). 
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The larger the factor loading or coefficients, as compared with their standard errors, 

the stronger the proof that there is a relationship between the observed indictors to 

their respective latent factors (Koufteros, 1999).  

 

Table 9: Parameter Estimates, Standard Errors, Critical Ratio and Construct Reliability 

Item Standardized factor 

loadings 

Standard error Critical ratio Construct reliability 

(CR) 

PT1 0.708 0.08 12.074 

0.734 

PT3 0.69 0.094 11.538 

PT5 0.679 0 0 

MM1 0.64 0.072 11.166 

0.797 

MM4 0.821 0.072 14.453 

MM5 0.79 0 0 

SM1 0.844 0.098 11.984 

0.801 

SM3 0.642 0 0 

SM4 0.776 0.092 14.748 

WOM1 0.72 0.054 15.859 

0.813 

WOM2 0.801 0 0 

WOM4 0.765 0.062 12.472 

WOM5 0.591 0.086 9.45 

SE3 0.501 0.1 8.485 

0.7 

SE4 0.673 0.095 10.799 

SE5 0.772 0 0 

PU2 0.734 0.073 12.388 

0.799 

PU3 0.671 0.075 11.775 

PU5 0.853 0 0 

PEOU2 0.732 0.098 11.015 

0.793 

PEOU3 0.77 0.082 13.049 

PEOU4 0.744 0 0 

PS1 0.716 0.085 11.961 

0.759 

PS2 0.711 0.075 11.884 

PS3 0.72 0 0 

ATT1 0.811 0.06 15.14 

0.848 

ATT4 0.819 0.052 16.429 

ATT5 0.789 0 0 

BI2 0.812 0 0 

0.843 

BI3 0.823 0.048 19.171 

BI4 0.768 0.057 17.448 
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Based on the above described table, it indicates that all item exceeds the critical 

ration; which every items are above 0.7 at 0.001 level of significance. Consequently, 

it can be explained that all indicators that has been used significantly related to their 

specified constructs, validating that the relationships among the indicators and latent 

variables are cohesive and strong.  

 

Construct reliability and variance extracted measures 

 

Construct reliability is the degree to which a set of two or more indicators that partake 

the measurement of a construct. To vividly confirm whether the mentioned items 

adequately represent the constructs, it need to be conducted the estimation of the 

reliability and variance extracted measures for each construct. Also, the contract 

reliability (CR) needed to be conducted in order to measure internal consistency and 

reliability of the measured variables to represent a latent construct.  

It is identified that those indictors which are highly inter-correlated meaning they are 

all measuring the same latent construct, which also are the most eminently reliable 

constructs. The values range for reliability lie between 0 and 1. The computation of 

construct reliability shown in the factor loadings table above was all closely to 1. 

 

Average Variance Extracted (AVE) 

 

Average variance extracted (AVE) is calculated as a mean variance extracted for the 

items loading on a construct and is a summary indicator of convergence (Fornell & 

Larcker, 1981). Higher variance extracted values happen when the indicators are 

indeed representing the latent construct. 
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Table described below shows that among the AVEs of the measures, the researcher 

also found out that Average Variance Extracted (AVE) of all variables was in the 

range of 0.524 to 0.650, which was greater than 0.5. ATT has the highest value of 

0.650, indicating that 65 % of the variance in the specified indicators is accounted for 

by the construct. 

 

Table 10: Value of AVE, MSV and ASV 

 

 
CR AVE MSV ASV 

PU 0.799 0.572 0.584 0.545 

SE 0.767 0.526 0.623 0.431 

PEOU 0.793 0.561 0.663 0.454 

PS 0.759 0.512 0.856 0.401 

ATT 0.848 0.650 0.805 0.424 

BI 0.843 0.642 0.805 0.415 

SM 0.801 0.576 0.687 0.504 

WOM 0.813 0.524 0.598 0.415 

MM 0.797 0.569 0.687 0.548 

PT 0.793 0.562 0.856 0.555 

 

 

 
PU_ SE_ PEOU_ PS_ ATT_ BI_ SM_ WOM_ MM_ PT_ 

PU_ 0.756                   

SE_ 0.638 0.725                 

PEOU_ 0.681 0.789 0.749               

PS_ 0.626 0.644 0.735 0.716             

ATT_ 0.764 0.668 0.745 0.619 0.806           

BI_ 0.728 0.668 0.724 0.630 0.897 0.801         

SM_ 0.574 0.611 0.652 0.423 0.755 0.797 0.759       

WOM_ 0.568 0.486 0.583 0.590 0.647 0.773 0.641 0.724     

MM_ 0.504 0.537 0.633 0.471 0.739 0.703 0.829 0.661 0.754   

PT_ 0.670 0.709 0.814 0.925 0.789 0.753 0.693 0.707 0.739 0.750 
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4.3.5. Model Goodness of Fit Approach 

 

There are four main point to be covered in this part. Firstly, the researcher described 

about the important variables for both observed and unobserved variables. Observed 

variables are indicators of the underlying construct and they are adopted as measures 

or items to represent the construct or factor. Unobserved variables or latent variables 

are theoretical concepts which cannot be observed directly. Secondly, the researcher 

illustrated all the effects such as total effect, direct effect, and indirect effect. Thirdly, 

the researcher measured the model fit regarding SEM path analysis. For the analysis 

of this study, AMOS output text is shown “Observed, exogenous variables” as SE, 

PU, PEOU, PS, PT, MM, SM & WOM and “Observed, endogenous variable” were 

ATT & BI. All the variables in the model are presented in the following table. 

 

Table 11: List of Variables Containing in the Model 

 

 
Variables 

Observed, exogenous variables SE 

PU 

PEOU 

PS 

PT 

MM 

SM 

WOM 

Observed, endogenous variables ATT 

BI 

Unobserved, exogenous 

variables 

E1 

E2 

 

Second, the researcher indicated all the effects such as total effect, direct effect, and 

indirect effect. Direct effect is the direct associations of one variable with another in 

the specified model. In this study, “Observed, exogenous variables” as SE, PU, 
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PEOU, PS, PT, MM, SM & WOM and “Observed, endogenous variable” were ATT 

& BI were explained in the direct effect table. Also, the direct effect of observed 

exogenous variables were showed in the direct effect table.  

Table 12: Standardized Direct Effects  

 

 
SE WOM SM MM PT PS PEOU PU ATT 

ATT .020 .059 .178 .228 .105 .019 .155 .253 .000 

BI .014 .212 .144 .000 .000 .074 .088 .000 .447 

 

Besides, indirect effect is the association of one variable with another mediated 

through other variables in the model and the effect is computed as the product of 

paths linking variables. The table below showed that the indirect effect of ATT on BI 

is significant as their p-values is lower than 0.05. 

Table 13: Standardized Indirect Effects 

 

 
SE WOM SM MM PT PS PEOU PU ATT 

ATT .000 .000 .000 .000 .000 .000 .000 .000 .000 

BI .009 .027 .079 .102 .047 .009 .069 .113 .000 

 

The last part was the assessments on Goodness of Fit approach for Model fit 

regarding SEM path analysis. The results of standardized solution of SEM for the 

specified model was revealed in the figure were mentioned below. 
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Figure 10: Path Analysis of SEM 

 

AMOS text output of specified path analysis model of the conceptual framework of 

the study showed absolute goodness-of-fit measures: The p-value of the Chi-square is 

at 0.005 meaning that it is statistically significant. Moreover, the goodness-of-fit 

index (GFI) and the comparative fit index (CFI) stand at 0.990 and 0.994, which are 

acceptable. Besides, the root mean square of approximation (RMSEA) is 0.076, which 

provides evidence close fit of the model in relation to the degrees of freedom. The 

Tucker Lewis Index (TLI) is 0.956; their values are well above the recommended 

threshold level of 0.90. 
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Table 14: Goodness-of-fit Measures 

 

FIT Index Acceptable threshold levels Value 

   

X2 x² relative to df with Chi-square = 3.095 

 p-value (<0.05) p-value= 0.005 

   

GFI GFI is less than or equal to 1. A value of 1 

indicates a perfect fit. 

0.990 

  

   

CFI 

CFI is truncated to fall in the range from 0 to 1. 

CFI values close to 1 indicate a very good fit. 0.994 

   

TLI range for TLI lies between zero and one 0.956 

   

RMSEA Values < 0.07 0.076 

   

SRMR Values < 0.08 0.019 
 

 

4.4. Hypothesis Testing 

 

In this study, there were 9 hypotheses as below: 

H1:  Attitude towards usage has a direct positive influence on behavioral intention 

to use  

H2: The greater the degree of self-efficacy, the higher the attitude towards usage 

H3: Perceived usefulness has a positive effect on attitude towards usage 

H4:  Perceived ease of use has a positive effect on attitude towards usage 

H5:  The greater the degree of perceived of security, the higher the attitude towards 

usage 

H6:  The greater the degree of perceived of trust, the higher the attitude towards 

usage Mass media 

H7:  Mass media has a positive effect on attitude towards usage 
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H8:  Social media has a positive effect on attitude towards usage 

H9:  Face-to-face communication has a positive effect on attitude towards usage 

 

Table 15: Standardized Regression Weight 

 

Standardized Regression 

Weight 

β S.E. C.R. P 

ATT <--- PU 0.253 0.041 6.02 *** 

ATT <--- PEOU 0.155 0.044 3.289 0.001 

ATT <--- PS 0.019 0.041 0.405 0.685 

ATT <--- PT 0.105 0.053 1.955 0.051 

ATT <--- MM 0.228 0.045 4.826 *** 

ATT <--- SM 0.178 0.044 3.728 *** 

ATT <--- WOM 0.059 0.033 1.414 0.157 

ATT <--- SE 0.02 0.032 0.477 0.634 

BI <--- ATT 0.515 0.046 11.849 *** 

BI <--- SM 0.164 0.043 3.735 *** 

BI <--- WOM 0.242 0.033 6.116 *** 

 

*** is significant at the 0.01 level (2-tailed) 

Note: S.E = standard error; C.R =β / S.E.; P = Significant 

 

 

According to the table above, it showed that perceived of usefulness has a positive 

effect on attitude toward usages as β = 0.253 (S.E. = 0.041; C.R. = 6.02) which 

meant that service quality has influenced by perceived of usefulness. Beside this, it 

also showed that perceived ease of use has a positive effect on attitude toward 

usages as β =0.155 (S.E. = 0.044; C.R. = 3.289) as well as mass media as β = 0.228 

(S.E. = 0.045; C.R. = 4.826) and social media as β = 0.178 (S.E. = 0.044; C.R. = 

0.477) which meant that attitude toward usages has influenced by perceived ease of 

use, mass media and social media. Moreover, attitude toward usages also has a 
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positive effect on behavioral intention to use as β = 0.515 (S.E. = 0.046; C.R. = 

11.849). 

 

❖ Test of hypothesis 1:  Attitude towards usage has a direct positive 

influence on behavioral intention to use 

H01.0. Attitude towards usage has no direct positive influence on behavioral 

intention to use 

H01.1. Attitude towards usage has a direct positive influence on behavioral intention 

to use  

 

The table above showed that attitude towards usage has a significant positive effect 

on behavioral intention to use as β = 0.515 (S.E. = 0.046; C.R. = 11.849), in which 

mean that behavioral intention to use could be influenced by attitude towards usage. 

Therefore, H01.1 is supported, in which is proved that attitude towards usage has a 

direct positive influence on behavioral intention to use and rejected H01.0. 

 

❖ Test of hypothesis 2: The greater the degree of self-efficacy, the higher 

the attitude towards usage 

H02.0. Self-efficacy has no direct positive influence on attitude towards usage 

H02.1. The greater the degree of self-efficacy, the higher the attitude towards usage 

 

According to the standardized regression weight table, it showed that self-efficacy 

has no positive significant on attitude towards usage (0.634) which is more than the 
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significant level 0.01. It also showed that β =0.02 (S.E. = 0.032; C.R. = 0.477), in 

which mean that attitude towards usage could not be influenced by self-efficacy. 

Hence, H02.0 is supported, in which is proved that self-efficacy has no direct 

positive influence on attitude towards usage and H02.1 was rejected. 

 

❖ Test of hypothesis 3:  Perceived usefulness has a positive effect on 

attitude towards usage 

H03.0. Perceived usefulness has no positive effect on attitude towards usage 

H03.1. Perceived usefulness has a positive effect on attitude towards usage 

 

The table above showed that perceived usefulness has a significant positive effect on 

attitude towards usage as β = 0.253 (S.E. = 0.041; C.R. = 6.02), in which mean that 

attitude towards usage could be influenced by perceived usefulness. Therefore, 

H03.1 is supported, in which is proved that perceived usefulness has a positive 

effect on attitude towards usage and rejected H03.0. 

 

❖ Test of hypothesis 4:  Perceived ease of use has a positive effect on 

attitude towards usage 

H04.0. Perceived ease of use has no positive effect on attitude towards usage 

H04.1. Perceived ease of use has a positive effect on attitude towards usage 

 

The table above showed that perceived ease of use has a positive effect on attitude 

towards usage as β =0.155 (S.E. = 0.044; C.R. = 3.289), in which mean that attitude 
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towards usage could be influenced by perceived ease of use. Therefore, H04.1 is 

supported, in which is proved that perceived ease of use has a positive effect on 

attitude towards usage and rejected H04.0.  

 

❖ Test of hypothesis 5: The greater the degree of perceived of security, the 

higher the attitude towards usage 

H05.0. Perceived of security has no direct positive influence on attitude towards usage 

H05.1. The greater the degree of perceived of security, the higher the attitude 

towards usage 

 

According to the standardized regression weight table, it showed that self-efficacy 

has no positive significant on attitude towards usage (0.685) which is more than the 

significant level 0.01. It also showed that β =0.019 (S.E. = 0.041; C.R. = 0.405), in 

which mean that attitude towards usage could not be influenced by perceived of 

security. Hence, H05.0 is supported, in which is proved that perceived of security 

has no direct positive influence on attitude towards usage and H05.1 was rejected.  

 

❖ Test of hypothesis 6: The greater the degree of perceived of trust, the 

higher the attitude towards usage Mass media 

H06.0. Perceived of trust has no direct positive influence on attitude towards usage 

H06.1. The greater the degree of perceived of trust, the higher the attitude towards 

usage Mass media 
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According to the standardized regression weight table, it showed that perceived of 

trust has no positive significant on attitude towards usage (0.051) which is more 

than the significant level 0.01. It also showed that β =0.105 (S.E. = 0.053; C.R. = 

1.955), in which mean that attitude towards usage could not be influenced by 

perceived of trust. Hence, H06.0 is supported, in which is proved that perceived of 

trust has no direct positive influence on attitude towards usage and H06.1 was 

rejected.  

 

❖ Test of hypothesis 7:  Mass media has a positive effect on attitude 

towards usage 

H07.0. Mass media has no positive effect on attitude towards usage 

H07.1. Mass media has a positive effect on attitude towards usage 

The table above showed that mass media has a positive effect on attitude towards 

usage as β = 0.228 (S.E. = 0.045; C.R. = 4.826), in which mean that attitude towards 

usage could be influenced by mass media. Therefore, H07.1 is supported, in which 

is proved that mass media has a positive effect on attitude towards usage and 

rejected H07.0.  

 

❖ Test of hypothesis 8:  Social media has a positive effect on attitude 

towards usage 

H08.0. Social media has no positive effect on attitude towards usage 

H08.1. Social media has a positive effect on attitude towards usage 
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The table above showed that mass media has a positive effect on attitude towards 

usage as β = 0.178 (S.E. = 0.044; C.R. = 0.477), in which mean that attitude towards 

usage could be influenced by social media. Therefore, H08.1 is supported, in which 

is proved that social media has a positive effect on attitude towards usage and 

rejected H08.0.  

 

❖ Test of hypothesis 9:  Face-to-face communication has a positive effect 

on attitude towards usage 

H09.0. Face-to-face communication has not positive effect on attitude towards usage 

H09.1. Face-to-face communication has a positive effect on attitude towards usage 

 

According to the standardized regression weight table, it showed that face-to-face 

communication has no positive significant on attitude towards usage (0.157) which 

is more than the significant level 0.01. It also showed that β =0.059 (S.E. = 0.033; 

C.R. = 1.414), in which mean that attitude towards usage could not be influenced by 

perceived of trust. Hence, H09.0 is supported, in which is proved that face-to-face 

communication has no direct positive influence on attitude towards usage and H09.1 

was rejected.  
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4.5. Summary Hypothesis Results 

 

In summary, the result of hypothesis testing is shown that perceived usefulness, 

perceived ease of use, mass media, social media have a positive effect on attitude 

toward usage. In addition to this, the research found that attitude toward usage has a 

positive effect on behavioral intention to use. Moreover, according to the analysis 

there is no significant effect of perceived security, perceived of trust, self-efficacy 

and face-to-face communication on attitude toward usage.  

 

Table 16: Summary of Hypothesis Testing Result 

 

Hypothesis Description of hypothesis Result 

H01.0 Attitude towards usage has no direct positive influence on behavioral 

intention to use 

Rejected 

H01.1 Attitude towards usage has a direct positive influence on behavioral 

intention to use  

Accepted 

H02.0 Self-efficacy has no direct positive influence on attitude towards usage Accepted 

H02.1 The greater the degree of self-efficacy, the higher the attitude towards 

usage 

Rejected 

H03.0 Perceived usefulness has no positive effect on attitude towards usage Rejected 

H03.1 Perceived usefulness has a positive effect on attitude towards usage Accepted 

H04.0 Perceived ease of use has no positive effect on attitude towards usage Rejected 

H04.1 Perceived ease of use has a positive effect on attitude towards usage Accepted 

H05.0 Perceived of security has no direct positive influence on attitude towards 

usage 

Accepted 

H05.1 The greater the degree of perceived of security, the higher the attitude 

towards usage 

Rejected 

H06.0 Perceived of trust has no direct positive influence on attitude towards usage Accepted 

H06.1 The greater the degree of perceived of trust, the higher the attitude towards 

usage Mass media 

Rejected 

H07.0 Mass media has no positive effect on attitude towards usage Rejected 

H07.1 Mass media has a positive effect on attitude towards usage Accepted 

H08.0 Social media has no positive effect on attitude towards usage Rejected 

H08.1 Social media has a positive effect on attitude towards usage Accepted 

H09.0 Face-to-face communication has not positive effect on attitude towards 

usage 

Accepted 

H09.1 Face-to-face communication has a positive effect on attitude towards usage Rejected 
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4.6. Model Modification 

 

Based on the result of the hypotheses, the researcher formed the final conceptual 

framework which were proved both theoretical and statistical as significant to the 

research on this area. The new model consists of five independent variables 

(including perceived usefulness (PU), perceived ease of use (PEOU), mass media 

(MM), social media (SM) and word of mouth (WOM)), one mediator is attitude 

towards usage (ATT) and one dependent variable is behavior intention to use (BI). 

 

The most outstanding part which needed to consider for this research is that social 

media not only have an impact on attitude towards usage but it also can have a direct 

affect to the behavioral intentional to use as it was proved by the regression weight 

result that its β = 0.164 (S.E. = 0.043; C.R. = 3.735) which mean that behavioral 

intentional to use could be influenced by social media. Another interesting outcome 

was that even though face-to-face communication was not significant to the 

mediator (attitude towards usage) but it was confirmed to have a direct affect to the 

behavioral intentional to use as its β = 0.242 (S.E. = 0.033; C.R. = 6.116). 
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Figure 11: Model Modification 
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CHAPTER 5 

  

Conclusions, Discussions and Recommendation 

 

  

 

The outcomes report in the data analysis is further discussed in this chapter. The 

objectives of this chapter were to presents the summary of findings, discussions of the 

findings, implication of the study, limitation of study, and recommendation in future 

research. The main objectives were to study the relationship among perceived self-

efficacy, perceived usefulness, perceived ease of use, perceived of security, perceived 

of trust, mass media, social media, face-to-face communication, attitude towards 

usage and behavioral intention to use. The following points below had been 

discussed: 

 

5.1. Summary of Finding 

5.2. Discussions 

5.3. Implication of the Study 

5.4. Limitation of the Study 

5.5. Recommendation for the Future Research 
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5.1. Summary of Finding 

 

The purpose of the study is to explore the relationship among perceived self-efficacy, 

perceived usefulness, perceived ease of use, perceived of security, perceived of trust, 

mass media, social media, face-to-face communication, attitude towards usage and 

behavioral intention to use in financial institutions in Phnom Penh, Cambodia. 390 

qualified & completed survey questionnaire was returned back. The method used for 

data analysis among the relationship of each variables is Structural Equation Model 

(SEM). 

 

Based on the research conducted in this study, the research conclusions and findings 

were as following: 

 

The outcome illustrate that the highest response of each demographic characteristic 

was as follows: for 390 respondents, majority of the study samples were female 

57.5% which was somewhat more than male that covered 42.5%. For age, most of the 

respondents aged from 21-25 years and 31-35 years which covered 36.10% and 

23.30% respectively.  

 

In term of education, the highest education level was bachelor’s degree and master 

and above took over 73.6% and 17.8% among all the respondents. For income level, 

the most range between $500 and below per month; the second one was $501 -$1,000 

monthly. 
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The finding of mean and standard deviation for each variable result as Self-efficacy 

(Mean=5.354, S.D =1.326), Perceived usefulness (Mean=5.768, S.D =1.112), Perceived 

ease of use (Mean=5.428, S.D =1.185), Perceived of security (Mean=5.326, S.D 

=1.183), Perceived of trust (Mean=5.444, S.D =1.104), Mass media (Mean=5.424, S.D 

=1.339), Social media (Mean=5.40, S.D =1.104), Face-to-face communication 

(Mean=5.214, S.D =1.339), Attitude toward usages (Mean=5.674, S.D =1.009) and 

Behavioral intention to use (Mean=5.780, S.D =1.060) which all considered in the 

agree level of agreement.   

 

The correlation matrix indicated that all the variables were related at moderate level 

with each other. It was found that attitude toward usage has moderate correlated with 

Self-efficacy; Perceived usefulness; Perceived ease of use; Perceived of security; 

Perceived of trust; Mass media; Social media; and Face-to-face communication as 

.526**,  .696**,  .672**,  .601**,  .663**,  .639**,  .649** and  .550** respectively. 

However, the correlation between Face-to-face communication (WOM) and Self-

efficacy (SE) was a bit lower as .416**. 

 

According to the convergent validity, discriminant validity and reliability of construct 

results, the researcher found out that all Construct Reliability (CR) was closely to 1 

(significant) as well as Average Variance Extracted (AVE) of all variables was in the 

range of 0.512 – 0.650, which was greater than 0.5. Additionally, Average Shared 

Variance (ASV) was less than Average Variance Extracted (AVE). In summary, the 
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results of the goodness-of-fit of the model and the assessment of the measurement 

provide substantial support to confirm the proposed model of the study.  

 

The model goodness of fit approach showed that the p-value of the Chi-square is at 

0.005 meaning that it is statistically significant. Furthermore, the goodness-of-fit 

index (GFI) and the comparative fit index (CFI) stand at 0.990 and 0.994, which are 

significant.  

 

In addition to that, the root mean square of approximation (RMSEA) is 0.07, which 

provides evidence of fit of the model in relation to the degrees of freedom. The 

Tucker Lewis Index (TLI) is 0.956; their values are well above the recommended 

threshold level of 0.90. Overall, this model is significant or fitted well. 

 

The study was proved that five of the nine hypotheses were accepted, in which were 

H1. Attitude towards usage has a direct positive influence on behavioral intention to 

use as β = 0.515 (S.E. = 0.046; C.R. = 11.849), H3. Perceived usefulness has a 

positive effect on attitude towards usage as β = 0.253 (S.E. = 0.041; C.R. = 6.02), 

H4. Perceived ease of use has a positive effect on attitude towards usage as β =0.155 

(S.E. = 0.044; C.R. = 3.289), H7. Mass media has a positive effect on attitude 

towards usage as β = 0.228 (S.E. = 0.045; C.R. = 4.826) and H8. Social media has a 

positive effect on attitude towards usage as β = 0.178 (S.E. = 0.044; C.R. = 0.477). 
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However, four hypothesis was rejected, which are H2. The greater the degree of 

self-efficacy, the higher the attitude towards usage as β =0.02 (S.E. = 0.032; C.R. = 

0.477), H5. The greater the degree of perceived of security, the higher the attitude 

towards usage as β =0.019 (S.E. = 0.041; C.R. = 0.405), H6. The greater the degree 

of perceived of trust, the higher the attitude towards usage Mass media as β =0.105 

(S.E. = 0.053; C.R. = 1.955) and H9. Face-to-face communication has a positive 

effect on attitude towards usage as β =0.059 (S.E. = 0.033; C.R. = 1.414). 

 

Lastly, the study was proved that attitude towards usage has a direct positive influence 

on behavioral intention to use as 0.515. Besides, the indirect (mediated) effect of 

perceived usefulness, perceived ease of us, mass media and social media on attitude 

toward usages are 0.253, 0.155, 0.228 and 0.178 respectively.  

 

 

5.2. Discussions 

 
 

For this section, the outputs of the research were introduced in relation to the 

objectives of the study. Importantly, the research outcomes showed that the proposed 

model had a sufficient fit to the data and inclusion among factors. Based on the 

literature review, finding indicated as below:  

 

The results indicate a huge support on a mediation model, whereby attitude transfers 

the impact of the consumers' perspective to their intention to use mobile-banking. 

Many well-developed literatures by Dabholkar and Bagozzi, 2002; Luarn and Lin, 

2005; Rao and Troshani, 2007 in pertaining to the adoption of self-services 
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technology such as mobile-banking were also approved on this. In line with previous 

empirical research, this study clearly shown that attitude toward usage has the highest 

coefficient, which is 0.515. Therefore, it can be concluded that attitude toward usages 

is an important factor to explain about mobile banking adoption. To simply put, the 

more positive attitude consumers have toward mobile shopping, the greater the 

possibility consumers will adopt it. Various studies have also claimed that the role of 

attitude toward consumer behavior is vivid across the electronic commerce domain, 

including e-business, traditional eletronic commerce, mobile commerce or even social 

commerce (Ovejak et al., 2015; Sanakulov and Karjaluoto, 2015; Zhang et al., 2012). 

Consequently, a key success of mobile banking app should be the result of building a 

positive attitude among the users.  

 

The higher the level of education a person possess could lead to a greater 

understanding and capability regarding of self-service technologies and lower 

perceptions on complexity of innovations (Laukkanen and Cruz, 2012). Additionally, 

individuals with high self-efficacy will be more adaptable to change which is why 

Iranian users do not feel any resistance toward intention to use mobile-banking (Nasri 

and Charfeddine, 2012). In contrast to those studies, for Cambodian context, self-

efficacy presented quite a very low coefficient with the attitude toward usages. As a 

result, it showed self-efficacy do not have a direct impact on the attitude to adopt the 

mobile-banking app. However, this could be a humble gesture to say that they would 

not have confident to use the mobile-banking app if they had not learnt about it 

before, when basically they are already a mobile-banking application user.  
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Additionally, the second most important determinant of customers’ future intentions 

regarding mobile-banking adoption is perceived usefulness, which has β = 0.253 in 

the proposed model. In term of theoretical, this result also parallel with prior studies 

of Mobile-banking that have tested and confirmed that perceived of usefulness as a 

crucial factor in determining the customers’ intention (i.e. Akturan and Tezcan, 2012; 

Gu et al., 2009; Hanafizadeh et al., 2014; Luarn and Lin, 2005) and actual adoption of 

mobile-banking (i.e. Al-Qeisi and Abdallah, 2013; Zhou et al., 2010). Thus, financial 

institutions in Phnom Penh should find the way to educate their users about the 

benefits of mobile-banking application as compared to physical banks. Furthermore, 

financial institutions should further examine more strategic key features which can 

motivate to keep on using it. 

 

Another interesting finding of this research is that perceived ease of use has a 

significant positive impact on customer’s attitude toward usage of mobile-banking 

application. Within this result of perceived ease of use extracted in the proposed study 

are in line with existing literature in mobile-banking as well (Gu et al., 2009; 

Hanafizadeh et al., 2014; Luarn and Lin, 2005). Numerous researchers have also 

proved that perceived ease of use is an important determinant in the internet banking 

adoption (Yiu et al.,2007; Celik, 2008; Gounaris and Koritos, 2008; Lee, 2009; Chau 

and Ngai, 2010; Giovanis et al., 2012).  

 

Security was result as a major influence on the adoption of mobile banking by Sindhu 

Singh, R.K. Srivastava (2018). In contrast to that statement, perceived of security was 

found to not have any effect on attitude toward usage of mobile-banking service in 

Phnom Penh. This could be the result of many negative news about financial services 
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itself, which somehow not directly related to the use of mobile-banking. For instance, 

the hacking of banking account and the illegal currency from ATM Machine which 

currently occurred in Phnom Penh. However, this could be implied that even though 

the users do not confident or feel safe about the use of mobile-banking application, 

they still continue using it (because all respondents are the current user of mobile-

banking application). Similarity, some studies have argued that security issues are not 

an important determinant in banking transactions (Laukkanen, 2007; Laukkanen and 

Lauronen, 2005). 

 

Perceived of trust had no positive direct effect on attitude toward usages for this 

study. One major trouble in measuring trust is the multidimensional nature of the 

construct, and the problem of ambiguity about whether respondents are pinpointing 

their trust in the physical financial institutions, trust in the telephone carriers, or trust 

in any other third party involved in providing a web-based service (Nicole Koenig‐

Lewis et al, 2010). For Cambodian context, trust was not considered the top priority 

when it comes to the new adoption as far as it has some convincing benefits.  

 

Mass media and social media are two among the three communication channels which 

were found to have a vivid significant in the structural model that support the 

conclusion of many empirical studies in the mobile-banking sector. Previous research 

has stated the critical roles of communication channels in the diffusion process of new 

financial services (e.g. Amin, 2009; Rogers, 2003; Zolait and Sulaiman, 2009). The 

main part about mobile-banking process involves in disseminating useful information 

about the banking innovations through various channels to target users.  To create 

customers perceptions of the functional usability, values, credibility, and positive 
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image of the innovation like mobile-banking, the only way to find effective 

communication channel like spreading the useful information about Mobile-banking 

services through different media (Laukkanen and Kiviniemi, 2010). It is found that 

high pressure from social media channels on new adopters pushes the adoption of 

Mobile-banking services to move beyond first-movers in the social system (Lee et al., 

2002).  

 

There could be one possible explanation for the outcomes that face-to-face 

communication does not have positive direct effect to attitude toward using mobile-

banking is that even under high interpersonal influence, some users still have 

psychological resistance to try Mobile-banking services as they assume that mobile 

technology is too difficult to handle (Laukkanen and Kiviniemi, 2010).  

 

Importantly, the study discovered interesting correlation between social media and 

behavioral intentional to use, face-to-face communication and behavioral intention to 

use, which is not yet to be found by many researchers yet.  

 

5.3. Implication of the Study 
 

 

This research investigates the relationship among self-efficacy, perceived usefulness, 

perceived ease of use, perceived of security, perceived of trust, mass media, social 

media, face-to-face communication, attitude toward usages and behavioral intention 

to use in financial institution, which is conducted in Phnom Penh, Cambodia. The 

outcomes of this research offer several implications for instant business leaders and 

managers of Cambodia financial institutions and academic. 
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Implication to Business Leaders and Managers of Cambodia Financial 

Institutions 

 

This research has some significant messages for business leaders and managers of 

Cambodia financial institutions. Living in this digital era, one must adopt the 

innovative tools to help them stay in business or survive in this competitive world. 

Likewise, for financial institutions industry in Cambodia, the emerging of mobile-

banking application has started to gain popularity due to its accessibility, convenience 

and functional tools.  

 

However, one of the questionable statement is that with the technology in place, why 

the number of users is still relatively low compare to the total number of people 

whom already have bank accounts. Thus, the challenging task for the managers and 

leaders of the banks is to increase the adoption of mobile-banking app to the bank 

customers through carefully choosing communication channel like mass media and 

social media, also with clearly explanation of how usefulness and ease of use of the 

mobile-banking application.  

 

As suggested by this research model, the behavioral intention to use mobile-banking 

application will increase if the formation of perceived usefulness, perceived ease of 

use, mass media, social media and attitude toward usages are well managed. 

Consequently, financial institutions might gain more attention and adoption of the app 

through focusing on these variables. It is necessary for business leaders and managers 

of Cambodia banks to have practical tools to increase the behavioral intention to use 

the application.   
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The financial institutions must be concerned about the perceived ease of the use of the 

mobile-banking application as it is showed the highest coefficient among all. 

Likewise, the user-friendly application should be the top priority when developing the 

application. This should be gone without saying because the more complication of the 

application, the more people lose interest and intention on continue using it. The 

leaders should always consider the perspective and mindset of the targeted users 

whom will eventually adopt it. For instance, there should be multiple languages 

choices with the right interpretation and small, medium and large alphabet letter 

which base on the preference of the age group. Specifically, the focus for this part is 

to balance between User Experience (UX) Design and User Interface (UI) Design. 

 

Additionally, perceived usefulness is also one of the factors that financial institutions 

must consider when developing their mobile-banking application. To motivate more 

people to use the application, there should be some practical & convincing strategy to 

prove that mobile-banking can be used more just a normal transaction like deposit, 

money transfer or bill payments. Likewise, since they already have a collaboration 

payment with other parties like school, stores, hospital, insurance company…etc, 

there should be other features which could provide latest promotion or discount to that 

places, which can a win-win strategy to both sides. The proposal for future 

development would be the integration feature of investment report (stock, 

bonds…etc.) and payment partnership with the investment company on mobile-

banking application so that it will be easier for users to convert their money into the 

capital market. 
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Equally significant, knowing the right tools to disseminate information or create 

effective communications is also important when we want to introduce innovative 

technology application. Based on the result of this study, it showed that choosing 

mass media and social media as a communication tool for promoting the use of 

mobile-banking app is very powerful. Thus, the leaders and managers should 

strengthen and continue to create more intriguing messages in term of short video 

clips, catching poster or phrases and particularly arrange a proper schedule for 

engagement in those platform so that it can effectively reach to the main target group. 

Financial institutions managers can use these information to better serve their current 

and future customers to raise the adoption rate. The link between perceived 

usefulness, perceived ease of use, mass media, social media on attitude toward usage 

and behavioral intention to use is visible in the study outcomes, so financial 

institutions should find applicable ways to sufficiently measure and manage these 

items to be more appropriate.  

 

Implication of the academician and researcher 

 

 

 

The empirical of this research confirm that self-efficacy, perceived usefulness, 

perceived ease of use, perceived of security, perceived of trust, mass media, social 

media, face-to-face communication, attitude toward usages and behavioral intention 

to use are fitted for testing the relationship. The model can be well used in context 

across variety of financial institutions. This research suggests that there is no 

significant relationship of self-efficacy, perceived of security, perceived of trust and 
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face-to-face communication on attitude toward usage in the financial institutions in 

Phnom Penh, Cambodia because its standardized regression weight was very low. 

 

5.4. Limitation of the Study 

 

 

It is very crucial for researcher to evaluate the outcomes of the study, despite how 

prolific it was, there were still some limitations or loopholes. Nevertheless, some of 

these limitations can also be considered as special opportunities for future research 

under the same theme.  

❖ One limitation of the study involves constraints of time in this study which is 

one important factors for research. The study was only focusing in Phnom 

Penh area among the top four commercial banks from April 08th ,2019 to May 

20th, 2019. 

❖ The sampling group was choosing based on convenient sampling method, 

which result of various background, that could have effect toward the answer 

of the questionnaire. Some people can clearly understand the questionnaire, 

and some need more explanations. All these factors might have had an impact 

on the accuracy of the answer given. 

❖ The questionnaire was quite time-consuming as it composed of 55 items 

among the nine variable and demographic questionnaire. Sometimes, if the 

respondent was in a rush, the answers might not fully correspond with their 

mind and feelings. 
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❖ Also, the questionnaire has two version: English and Khmer. The English 

language version which was first formed in the survey somehow cannot find 

the perfect match in Khmer language, which might lead to misunderstanding 

or not understanding. This might also influence the respondents answer to the 

questionnaire.  

 

5.5. Recommendation for the future research 

 

 

According to the literature review and the result of the study, there were some 

extensive directions for future research. 

❖ The results of this study only provide outcomes of the relationship among 

perceived usefulness, perceived ease of use, mass media, social media, attitude 

towards usage and behavioral intention to use in financial institutions in 

Phnom Penh. Future research can consider broaden it with other areas in 

Cambodia or other countries. 

❖ The study only concentrates on relationship of perceived usefulness, perceived 

ease of use, mass media, social media, attitude towards usage, but it did not 

relate to the strategic plan involving in competitive advantages or profitability 

growth. Hence, future research can address the raising of mobile-banking app 

adoption from the branding strategy or service quality.  

❖ It is critically significant to broaden this research to multiple bank or 

microfinance users in order to have an extensive perspective among all 

respondents who use financial services in more than one institution.  
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❖ The future research could adopt more variables or dimensions to appropriately 

measure the communication channel and technology acceptance. Thus, it will 

make the content broader and make the results more fruitful and significant.  

❖ Additionally, future research could extend the number of respondents, which 

can make the outcomes of the research more sufficient and appropriate. The 

research could investigate the differences in response towards the variables 

among diverse groups of people with various backgrounds and demographics. 

Essentially important, the new researcher could study the effect of gender or 

demographic on the attitude toward usages.   
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Appendix 

 

  

Mobile-banking Survey: Factors Affecting the 

 Adoption of Mobile-banking Services in 

 Phnom Penh, Cambodia 

  
Warmly welcome everyone! My name is Rothtanakraksmey Dara, a Global MBA Student at 

University of the Thai Chamber of Commerce, in Bangkok Thailand. As part of the academic 

requirement, I have developed a research topic which the purpose of this study is to investigate 

which factors has significantly affect the adoption of mobile-banking services in Phnom Penh, 

Cambodia. Therefore, I would like to request for your kindly cooperation for fulfilling the 

questionnaires; it should only take 5-10 minutes. 

 

Your answer will be treated with complete confidentiality and anonymous. If you have any 

inquiries related to the questionnaire, please feel free to contact me directly or at 

raksmeyr.dara@gmail.com. Thank you for taking your valuable time to complete this 

questionnaire. I wish you have the best day and good lucks through all your journey. 

  
Sector 1: Demographic Background                

Please choose only one answer by circling the alphabet (a-f) 

1.1 What is your gender? 

a. Male b. Female 

c. Other 
 

1.2 How old are you? 

a. 20 and below b. 21 - 25 

c. 26 -30 d. 31 - 35 

e. above 35 
 

1.3 What is your highest education received? 

a. High school or lower b. College diploma 

c. Bachelor  
d. Master and 

above 
 

1.4 What is your occupation?  

a. Student b. Entrepreneur  

c. Employee 
d. Government 

officer 

e. Freelance f. Other 
 

1.5 What is your income range (US Dollar)?  

a. $500 and below b. $501 - $1,000 

c. $1,001 - $1,500 d. $1,501 - $2,000 

e. $2,001 - $2,500 
f. More than 

$2,501 
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Section 2: Self-efficacy  

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

2.1 
I am confident of using mobile banking even if I 

have never experienced it before. 
          

    

2.2 
If I have online instructions for using mobile 

banking, I am confident to do it by myself. 
          

    

2.3 Even if there is no one around to show me how to 

do it, I feel self-assurance to use mobile banking. 
          

    

2.4 
It is easy for me to understand how mobile 

banking works. 
          

    

2.5 
Personally, I feel comfortable using mobile 

banking. 
          

    

Section 3: Perceived usefulness 

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

3.1 
Mobile banking is fast, cost-saving and 

convenient. 
              

3.2 
Within mobile banking, it is very flexible for me 

to conduct banking transaction 24 hr per day. 
              

3.2 
It is capable to perform financial transactions of 

even smaller denominations. 
              

3.4 
Banking transactions on a mobile phone reduces 

space and time constraints. 
              

3.5 
Mobile banking boosts my daily activities and 

work effectiveness. 
              

Section 4: Perceived ease of use 

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

4.1 
Using mobile banking does not demand a lot of 

mental effort. 
          

    

4.2 
Instruction in mobile banking system is crystal-

clear and understandable. 
          

    

4.3 
Mobile banking is equipped with user-friendly 

interface. 
          

    

4.4 
I find it easy to use my mobile devices to conduct 

banking services. 
          

    

4.5 
It is easy for me to become skillful at conducting 

mobile banking transactions.  
          

    

Section 5: Perceived of security   

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 
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Statement 1 2 3 4 5 6 7 

5.1 
I firmly believe that my mobile banking 

transaction information will not be lost during an 

online session. 

          
    

5.2 
My mobile banking transaction information will 

only reach the target bank account that is what I 

believe. 

          
    

5.3 
The mobile device has sufficient safeguards to 

comfort me while performing banking operations. 
          

    

5.4 
I am comfortable in performing banking 

transactions on the mobile. 
          

    

5.5 
I believe that the privacy and confidentiality of 

my personal information is assured when I use 

mobile banking. 

          
    

Section 6: Perceived of trust 

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

6.1 
I trust the bank offering me secure mobile 

banking. 
          

    

6.2 
I would trust my mobile phone manufacturer to 

provide a mobile phone which is suitable for 

conducting mobile banking. 

          
    

6.3 
I would trust my telecommunication operator to 

provide secure data connections to perform 

mobile banking. 

          
    

6.4 
The bank allows me using mobile devices to 

conduct banking services have my best interests 

in mind. 

          
    

6.5 
I trust that the bank which allows me to use my 

mobile devices to conduct banking services will 

keep their promises and commitments. 

          

    

Section 7: Mass Media 

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

7.1 
I read/saw news on mass media claims that using 

mobile banking is a wise method of managing my 

bank account. 

              

7.2 
Advertisements on mass media recommends that 

people should use mobile banking. 
              

7.3 
Advertisements on mass media about mobile 

banking convince me to try mobile banking 

services.  

              

7.4 
Advertisements on mass media for mobile 

banking are very attractive. 
              

7.5 
Advertisements on mass media expose mobile 

banking as an interesting services to me. 
              

Section 8: Social Media  
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Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

8.1 
Information from social media recommends using 

mobile banking is a wise idea. 
              

8.2 
Online messages on social media platforms 

consistently suggest using mobile banking. 
              

8.3 
I read/saw news on social media platform claims 

that using mobile banking is a wise way of 

managing my bank account. 

              

8.4 
Advertisements on social media expose mobile 

banking as an attractive services to me. 
              

8.5 
Many people on social media seem to speak 

positively about mobile banking. 
          

    

Section 9: Face-to-face communication 

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

9.1 
My peers/colleagues/family members reckon me 

with trying out mobile banking.  
          

    

9.2 
My peers/colleagues/family members reckon me 

with using mobile banking.  
          

    

9.3 
Bank staff recommend that I should try out 

mobile banking. 
          

    

9.4 
Bank staff recommend that I should use mobile 

banking. 
          

    

9.5 
Opinion leaders reckon me with using mobile 

banking and I will do what leaders suggest I do. 
          

    

Section 10: Attitude towards usage  

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 

10.1 
I believe that using mobile banking for financial 

transactions would be a wise idea. 
              

10.2 I believe that using mobile banking is pleasant.               

10.3 
I enjoy using my mobile devices for banking 

services facilitation. 
          

    

10.4 
Using mobile devices to perform banking 

transactions is very interesting. 
          

    

10.5 
In my perspective, it is desirable to use mobile 

banking. 
          

    

Section 11: Behavioral intention to use  

Please indicate your agreement level (1=strongly disagree; 2= disagree; 3= slightly disagree;  

4 = neutral; 5= slightly agree; 6= agree; 7=strongly agree) by marking X in the corresponded 

column. 

Statement 1 2 3 4 5 6 7 
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11.1 
Assuming that I get access to mobile banking 

systems, I intend to use them. 
              

11.2 
I plan to increase my use of mobile banking in the 

future. 
              

11.3 
I will constantly use mobile banking in the future. 

  
              

11.4 
I will firmly suggest others to use mobile banking 

service. 
          

    

11.5 
I would use mobile banking for my banking 

needs. 
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