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ABSTRACT

Recent innovations in the telecommunication hawevgm to be a boon for the banking sector and issocners:
one of these is Mobile Banking, where customersratt with the bank via mobile phones and banksigeothem the
services like short message services, fund tragiséarcount details, issue of cheque book etc. Ritgsaimost all the
banks in the world have started providing theirtooers “Mobile Banking” services. The main issuehi$ study is to
understand the factors which contribute to userterition to use the mobile banking services. Thpgse of this review
paper is to explore the factors that influence adeption behaviour of mobile banking services bgidn consumers.
This paper also discusses the various steps thhilerimanking providers should take to increaserth®bile banking
services user’s database.
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INTRODUCTION

According to TRAI, mobile banking involves the usemobile phones for banking transactions like firrashsfer,
balance check, etc. As per the extant guidelind2Bif banks that are licensed, supervised and aaglgysical presence in
India, are permitted to offer mobile banking seegicMobile Banking policies in India aim to enahlads transfer from
an account in any bank to any other account instlwme or any other bank (interoperability) on a téak basis
irrespective of the mobile network the customer swtsscribed to (TRAI, 2013). The Mobile phone playgery important

role in the development of mobile commerce and fadirnking.
History of Mobile Phones in India

A report of the Cellular Operators Authority of lad(CAOQI), regarding the entry of cell phones intalia,
depicts that it was in the year 1992 that telecomination Sector in India liberalized to bridge thgap through
Government spending and to provide additional nesesufor the nation’s telecom target and the peivedctor was
allowed to participate. In the year 1994 India Wesnsed to provide cellular mobile services grdritg the government
of India for the Metropolitan cities of Delhi, Mural) Kolkata and Chennai. Kolkata became the firstrmto have a

cellular network in 1995.

TRAI was set up in the year 1997 for the regulattbtelecommunication sector in India. In March @9@ational
Telecom Policy (NTP) was announced. In 2003 CDM#&waek was launched. In 2004 Broadband policy wasoanced.
Mobile phone subscribers had reached 100 Millior2096. In 2008, RBI issued operative guidelinesbfanks for mobile
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banking transactions in India. By the year 2009¢l#ss subscriber base crossed 400 million. Atgmtesireless mobile

phone subscribers are 867 Million i.e. it has alndasibled in the last four years.

With the advancement in the operating systems ef rttobile phones and mobile technology like 2G, 3G,
4G has brought a significant change in the way afking of mobile banking services providers. Sitloe introduction of
2G and the subsequently 3G, the demand for mobitag has increased many folds. This can be intexpigy a rapid
increase in the number of mobile phone subscrifégare 1).
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Figure 1: All India Total Cellular and GSM Cellular Subscriber Base

There are many wireless operators in India but &hakirtel has got the maximum share of 21.7% aftex
Vodafone Essar (17.6%) see Figure 2.
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Figure 2: Market Share of Wireless Operators
Top Ten Countries in Mobile Phone Subscribers Base

Mobile phone technology has become very commot ith@ countries of the world. According to Mertiliynch
Global research report 2011, China has the maximumber of mobile phone subscribers i.e. 1112 millémd India
stands on the Second position with 865 mobile ptsuscribers. (See Figure 3)
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Figure 3: International Trend of Subscriber Base

Evolution of Mobile Commerce

Mobile Commerce in India is increasing at a verst faace. According to TRAI (2013), subscriberowatcess
the internet through wireless phones are 143.2idviillMobile commerce has emerged after the intrbdnof electronic
commerce. A simple definition of E-Commerce dessili as: the buying and selling of products and services tive
Web” (Kalakota and Robinson, 2001). E-Commerce has gamgdrtance in the last few years. E-Commerce apfitins
developed so far, assume basically fixed users witkd infrastructure such as PC Connected witkrirdgt using a
LAN (Local Area Network). Many new E-Commerce apptions are possible using wireless and mobile owisv
These applications are termed as ‘Wireless E-commherr ‘Mobile Commerce’. With the increase in theamber of
wireless internet subscribers and advancementinplerating systems of mobile phones, mobile cormenleas reached to
every nook and corner of the world.

M-Commerce is an area which is rapidly changing Wy people conduct their financial transactions.
Tiwari, Buse and Herstatt (2006) discussed th&ufea of mobile Commerce. According to the autherddmmerce is
characterized by many unique features as compavedhd conventional form of commercial transactidike:

Ubiquity, Immediacy, Localization, Instant Connetli, Proactive Functionality and Simple Authentioa Procedure.
» Ubiquity: It means users can avail the services and cartytraosactions independent of the geographical
location (‘anywhere’ feature).
 Immediacy: This feature is attractive in the way users caly the goods anytime, i.e. without a wait
(‘anytime’ feature).
e Localization: Positioning technologies i.e. GPS (Global PositigrServices) allows companies to offer goods

and services to the user as per his/her curreatitot

* Instant Connectivity: With the introduction of the GPRS (General PadRedio Service) mobile users are

constantly online. This feature brings convenietacthe users.

» Pro-Active Functionality: M-commerce brings opportunities for the compafilespush marketing, where users

can opt for ‘Opt-in advertising’ so that they anéormed about new products and services in the fdfr8MS.
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e Simple Authentication Procedure: With the help of Subscriber Identity Module (SIM)nd Personal

Identification Number (PIN) the authentication peses has become very simple.
Mobile Commerce Applications

Mobile services of similar nature can be bundlegkther as mobile applications (see Figure 4). Shisly has

been specifically focused on only one of the Mobidenmerce application i.e. Mobile Banking.

M-commerce applications
Application Examples of services offered
Mobile banking e Mobile accounting
o Mobile brokerage
e Mobile financial information
Mobile entertainment ® Mobile gaming
® Download of music and ring tones
e Download of videos and digital images
® |ocation-based entertainment services
Mobile information services ® Current affairs (financial, sport and
other news)
o Travel information
® Tracking services (persons and objects)
® Mobile search engines and directories-
Mobile office
Mobile marketing o Mobile couponing
® Direct (context-sensitive) marketing
® Organization of mobile events
e Mobile newsletters
Mobile shopping ® Mobile purchasing of goods and services
Mobile ticketing e Public transport
® Sports and cultural events
® Air and rail traffic
o Mobile parking
Telematics services ® Remote diagnosis and maintenance of
vehicles
o MNavigation services
e \/ehicle tracking and theft protection
® Emergency services

SourceTiwari, Buse and Herstatt, 2006
Figure 4: M-Commerce Applications and Services

Mobile Banking

Mobile Banking services were first offered by Keraya Philippines in the world. M-PESA — Kenya: M$Xis
the first mobile banking solution in the year 2Q8y the telecom operators Safaricom & Vodafone.al$ baptured the
majority of the market in Kenya and is very poputaemong the customers. SMART Money and G-Cash Pinigs:
Philippines launched SMART money, which is an etaut wallet and users do most of its banking taatisns through

mobile only.

There is a great scope of mobile banking in Indiah@® number of mobile users is increasing. Thizeisause of
an increase in the number of wireless internet gabscriber base in India i.e. 143.2 Million (TRARQ13). In the year
2008, 3G was launched by MTNL (Mahanagar Telephdigam Ltd.) and IMPS (Immediate Payment Service} atso
launched in 2010. After these initiatives and depeients by RBI, mobile banking services have irsrdamany folds

and RBI issued the guidelines for banks to prowdile banking services in India in the year 200i&ese are:

e Only such banks which are licensed and supervigethdia and have a physical presence in India bl

permitted to offer mobile payment services to restd of India.
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The services should be restricted to only to batdoants/ credit card accounts in India which areGftAML

compliant.
Only Indian Rupee based services should be provided

Banks may use the services of business corresptnden extending this facility, to their customers.
The guidelines with regard to use of business spordent would be as per the RBI circulars on lassin

correspondents issued from time to time.

The ‘Risks and Controls in Computers and Telecomoations’ guidelines will equally apply to mobile

payments.

The “Know Your Customer (KYC)” and “Anti Money Ladering (AML)" as prescribed by RBI from time to

time would be applicable to customers opting fobiteobased banking service.

Transaction Limits in Mobile Banking

Only Indian rupee transactions and these transactee allowed within India only.

Per day transaction cap of Rs.50000 has been remowd&BI, and every bank can change this cap depgnd

upon their risk.

Transaction without end-to-end encryption is RsBOBMS Based).

Security and Authentication

The highlights of security and authentication glifes provided by the RBI on Mobile Banking:
The M PIN or higher standard of mechanism shoulddzzl to authenticate the mobile banking customer.
End-to-end secure encryption mechanism should lwvfed in transactions.

The bank should conduct regular information seguaiidits on the mobile banking systems to ensunepéete

security.

Despite many initiatives taken in the field of mebbanking there are only 12% (17 million) userg ofi

143.2 million mobile phone internet subscribers wihaoe using banking services on their mobile phones

(Alpesh Patel, 2013). So, the main issue of rebeiarto understand the factors which contributaeder’s intention to use

the mobile banking services. The purpose of thiseme paper is to explore the factors that influerthe adoption

behaviour of mobile banking services by Indian coners.

RESEARCH METHODOLOGY

This paper reviews the literature by identifyindfelient articles, reports and research papersecklad mobile

banking. Different models are being used by mangeaechers like Technology Acceptance Model (TAM),

Theory of Panned Behaviour (TPB) and Innovationfudibn Theory (IDT) and these models are very helpf

determining the adoption of mobile banking services
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LITERATURE REVIEW

Mobile Banking, also known as M-Banking, can pamfovarious functions like mini statement, checkirffy o
account history, SMS alerts, access to card statemzlance check, mobile recharge etc. via mobpi®nes
(Vinayagamoorthy and Sankar, 2012). Banks are aatlgtupdating their technology and want to incestieir customer
base by reaching to each and every customer. Erermany advantages of using mobile banking, sagbeaple in the
rural or remote areas can also get an easy accasshliile banking whenever required. Vinayagamooghyg Sankar,
(2012) have discussed about the mobile bankingamedrding to them it is a term that is used forfqrening various

banking transactions like fund transfer, balanceckhpayments etc. via mobile phones.

First mobile banking transaction services in Indiere offered by ICICI bank in January 2008
(Mr. V. Vaidyanathan, 2008) but SMS alerts staite@005-06 (Alpesh Patel, 2013). Wireless phonesstibers in India
crossed 867.8 Million in 2013, as per TRAI (TelecBegulatory Authority of India Act, 1997) as compaito 261.07 in
March 2008. So there is approximately 4 times iaseein the number of subscribers. However, accgridirthis report,
subscribers who access the internet through wesgdenes are 143.2 Million. Almost 16.5% of wiralesobile phone
subscribers are using the Internet over their meolphones. According to a Mobile banking report bgldite
(Alpesh Patel, 2013), 17 Million Indians are usimpbile phones for banking transactions. So, apprately 2% of
wireless phone subscribers are using banking ssdn their mobile phones. Mobile banking is stilits nascent stage in
India. Therefore, identifying and understanding fametors influencing the behaviour of mobile pheubscribers is one of

the fundamental requisite for development of mobdeking services in India.

Research in the field of mobile banking is at theaductory stage in India. It started in the y2@05-2006, with
the introduction of short message services (SM3)alfile alerts for transactions. Then in the yeg#8 Reserve Bank of
India (RBI) issued the guidelines for mobile bamkintransactions. In the same year MTNL
(Mahanagar Telephone Nigam Ltd.) launched 3G inialndin 2010-2011 India launched its first IMPS
(Immediate Payment Service (IMPS) which is an imsiaterbank (similar to NEFT) transaction that demninitiated only
through mobile phones or online or through SMSthie year 2011-12, Vodafone and HDFC bank launchgzhisa and
Airtel launched Airtel Money in 5 cities in Indidn 2012-13 Airtel-Axis Bank launched a mobile barkiservice for
financial inclusion and money transfer. Accordingaoperative guidelines for banks by RBI, only thbseks which are
licensed and supervised in India and have a pHygieaence in India will be permitted to offer miebbanking services
(Chugh, 2014). According to RBI report, there aPeb@nks that are permitted by RBI to provide mob#é@king services
throughout the India (Reserve bank of India, 2CGi#i¢ompared to 21 Banks in the year 2010.

During the last four years, the numbers of bankiding mobile banking services in India have imsed four
times. But numbers of mobile banking users haveimoeased at the same pace. There are many ddleéhat Indian
banks are facing for increasing the mobile bankiisgr database like Handset operability, Securitglebility and
Reliability, Application Distribution etc. Acceptae and adoption of this innovative technology isyv@mplex and this
‘complexity’ attribute is studied by various resglzars and they have suggested that banks should theke services
easy to use by the Indian population because Indagulation is not very well versed with this updogitechnology
(Chaipoopirutana, Combs, Chatchawanwan and Vij920a0n (2010); Sahin (2006).
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To understand the adoption behaviour of users, mesgarchers have done research on the factorbehpst in
determining the acceptance and the attitude ofsusmwvards mobile banking. TAM (Technology Acceptaridodel),
TPB (Theory Planned Behaviour), IDT (Innovation fD#ion Model) (see Figure 5,6,7) have been discligseBhatti
(2007) and Sadi and Noordin (2011) and they claithed all the 13 factors i.e. Perceived Usefuln@sceived ease of
use, Personal Innovativeness, Perceived TrusteRertCost, Subjective Norm, Social Influence, $&htrol, Perceived
Behavioural Control, Facilitating condition, SelffEacy, Attitude towards use, and Intention to Wdecommerce are
statistically significant and by using exploratdagtor analysis they concluded that the mere intctidn of M-commerce
is not sufficient but focus should be laid on thprovement of attributes that effect the M-Commexdeption. Out of all
the factorsperceived usefulness is found to be the criticetidiathus, the service provider should take caa¢ ¢histomers
should perceive their services as valuable andubsekeep up with their fast paced lifestyle. Thesearch also found that
trust is also an important factor and should benakto consideration by the Service providergoifisumers do not feel
secure they will be reluctant to use the servi@€sn, Shin, and Lee 2007). It is also found thabple have less trust in
the mobile banking services and personal dispasttiotrust played a positive role in developingiatiusage in mobile
banking. To some extent the success of acceptahdéammerce transactions depends on the customexed as
vendor’s trust (Singh, Srivastava, & Srivastav, @0XKim, Shin, and Lee (2007) and AL-Majali and M2011) also
discussed that if customers believe that a molaleking firm is able to develop effective servicdivd®y strategies and
provide adequate protection from fraud and violataf privacy, then adoption (or continue-to-useleitions of the

mobile phone users will increase.

Facilitating Condition is also an important attiéwf consumer behavioural control towards intentio use;
therefore it is necessary to improve the facilitgtconditions of mobile application services lilkenoection speed, secure

systems and easy transaction method (sadi & Noo?@ifl).

Bhatti (2007), used all the three models TAM, TP&RI dDT and found out that the perceived ease of use
perceived usefulness, subjective norm, personalviasiveness and perceived behavioural control o&@ determinants
of the intention to adopt M-commerce. The study tesaled that subjective norms and perceived hetil control
impact perceived ease of use and intention to adugitiie commerce. Perceived control of users cainbeased by
offering them free use of service for a short peedtime. Rapid adoption of technology, becausisofocial influence, is
studied in terms of subjective norms and it is fbta be a significant factor as the behaviouratntibn is very much

affected by peer group influence.

Chaipoopirutana, Combs, Chatchawanwan, and Vij42@nd Lin (2010), claimed that the adoption of ite@b
banking is ‘complex’ as it has the negative relatigith intention to adopt mobile banking. In thiaper they have
discussed the Roger’'s (1995) innovation diffusiondei’s attributes: complexity, compatibility, rels advantage and
trialability and found that Relative advantage, paibility, ease of use (opposite of complexitys lmsignificant effect
on attitude to adopt mobile banking services. Thaye also suggested that complexity must be redircedtder to
increase the number of adopters in internet bankimcompatibility has a positive relation with tgoption of internet
banking. It implies that banks should start adgerg their internet banking services to the conssnse that they can
relate it to their values, beliefs and experienoethe adopters. Customers have a favourable @étitawards adopting
mobile banking services, if they have positive &fetibout the relative advantage of mobile bankRelative advantage

refers to the degree to which a technology providese benefits than its precursor (Rogers, 2003).
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S.Samudra and Phadtare (2012) used the UTUAT mgeel Figure 8) to investigate the adoption of neobil
banking services and findings suggests that mdtaif&king services should be promoted to middle levahagers whose
salaries are in the range of 1-6 lacs and the agepgis 25-30 as this is the most active age grafp8G mobile.
In UTUAT model, five factors are used to study thdoption of mobile banking: Performance expectarifjort
expectancy, Social Influence, Facilitating Condifcand Voluntariness. Facilitating conditions séendominate in this
study. As we make easy to use services the adopdikenwill increase. Creating awareness about ¢neices is also

important as discussed by many other researchafedf®a, Date, Kammani, and Hundewale, 2012; LiaQ20

Cost as an attribute has been studied by (SadNaoddin, 2011), this study found out that perceicedt is also
an important factor and has negative relation wlhih intention to adopt mobile banking servicesrdfae, this study
suggests that the creative promotional and prisingtegies, including cost reduction should be emanted to attract
more price-conscious customers. Singh, Srivastawad,Srivastav (2010), also argued that the findoist incurred has a

negative effect on the intention to use mobile liragk

Researchers have come across many different madsldelp them in determining the important factirat

affect the attitude and intention of the mobile king users. In the next section those models haea biscussed.
TRA, TAM, TPB, IDT and UTUAT Model

There are various models that help in study of &dopbehaviour of mobile banking services. Thesalai®
include various attributes that judge the intentioh the mobile banking user and his/her attitudevatals it.
These models are: 1) Theory of Reasoned Action (TRATechnology Acceptance Model (TAM) 3) TheoryRiinned
Behaviour (TPB) 4) Innovation Diffusion Theory (ID5) Unified Theory of Acceptance and Use of Tedbgy Model
(UTUAT).

Theory of Reasoned Action (TRA)

In the model proposed by Fishbein and Ajzen (19&&e Figure 5) it was suggested that person’s lactua
behaviour can be determined by the behaviourahiitie along with the belief and subjective normattthe person has
for the behaviour. Subjective norms refer“am individual’'s perception of other’'s opinion abb his/her particular
behaviour, if he should perform a particular belmwi or not” and attitude towards action is definedagserson’s positive
or negative attitude towards this performed behawid hus, TRA is a useful model that can explain thei@dehaviour
of an individual. In 1985 Davis took the same maaled extended it to the TAM and linked it to themacceptance of an

information system.

Beliefs about the outcome of
the behavior

Attitude towards
action

Evaluation of expected
outcomes

Normative beliefs
1 Subjective

Behavior

intention

—|—> Behavioral >

norms

Motivation to comply

Source: Fishbein and Ajzem, 1975

Figure 5: Theory of Reasoned Action
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Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) proposed by FBalvis in 1986 (see Figure 6). Davis (1986) defined
Perceived usefulness aBHe degree to which an individual believes thahgshe particular system would enhance his or
her performance’and Perceived ease of use is definettfas degree to which a person believes that usingagicular
system would be free of effortAccording to him attitude of the user towards #Huzeptance of new technology or

information system is determined by perceived usefis and perceived ease of use.

ATTITUDE
SourcBavis 1986, p. 24

Figure 6: Technology Acceptance Model Propped by fed Davis

PERCEIVED
USEFULNESS

EXTERNAL
Variables

- ACTUAL
USE

PERCEIVED
EASE OF USE

Theory of Planned Behaviour (TPB)

Theory of Planned Behaviour is an extension to TRAsee Figure 7) has taken into account one mhdit
construct i.e. Perceived Behavioural Control (PBEgrceived behavioural control refers to the pespderceptions of
their ability to perform a given behaviour in a tofied manner. PBC is further influenced by cohtbeliefs and
perceived Power or perceived facilitation. Conbeliefs refer to the perceived presence of thosteifa that may facilitate
or impede the performance of behaviour. Perceivedep specifies the power to have the resourcesatieatequired to use

a specific system.

(" Extomat variasios )

Demographic
variables

Attitudes

Behavioral
beliefs

Evaluations
of behavioral

Normative
beliefs

Behavior

Motivation to

towards
targets
Parsonality
traits

Other individual

Sourdsjzen, 1991
Figure 7: Theory of Planned Behaviour

Innovation Diffusion Theory (IDT)

Rogers (2003) described the innovation-diffusioacpss as “an uncertainty reduction process” (p) 288 he

proposes attributes of innovations that help toelse uncertainty about the innovation.
Attributes of innovations include five charactddstof innovations:
» Relative advantage

» Compatibility
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» Complexity
e Trialability
» Observability

Rogers (2003) stated that “individual’s perceptimfsthese characteristics predict the rate of adopof
innovations” (p. 219). Rogers (2003) defined thte raf adoption as “the relative speed with whichi@movation is
adopted by members of a social system” (p. 221gtRe advantage as “the degree to which an innowas perceived as
being better than the idea it supersedes” (p. 22Z@mpatibility is the degree to which an innovatis perceived as
consistent with the existing values, past expeaenand needs of potential adopters” (p. 15), cerilyl as “the degree to
which an innovation is perceived as relativelyidifft to understand and use” (p. 15), “trialabilisythe degree to which an
innovation may be experimented with on a limitegi§a(p. 16), observability as “the degree to whibb results of an

innovation are visible to others” (p. 16).

To summarize, Roger argued that innovations thidr cf more relative advantage, compatibility, siaipl,

trialability, and observability will be adopted mufaster as compare to others.
Unified Theory of Acceptance and Use of Technologyodel (UTUAT) Model

This model is based on the theories of individueteptance that are synthesized by Venkatesh, Morris
Davis, & Davis, (2003), include the Theory of Reast Action (TRA), Technology Acceptance Model (TAM)
Motivational Model (MM), Theory of Planned Behavio(lPB), Model Combining the Technology Acceptamtedel
and Theory of Planned Behaviour (C-TAM-TPB), ModéIPC Utilization (MPCU), Innovation Diffusion Thep(IDT),
and Social Cognitive Theory (SCT).

Venkatesh (2003), (see Figure 8) defilatformance expectancy as the degree to whichdividoal believes
that using the system will help him/her to attaming in job performance, Effort Expectancy as tlgrde of ease
associated with the use of the system, Socialénfie as the degree to which an individual percehaisimportant others
believe he or she should use the new system anlitdtaty Conditions as the degree to which anwdlial believes that

an organizational and technical infrastructuretexis support use of the system.

Performance
Expectancy

Effort
Expectancy

Behavioral » Use
Intention Behavior

¥

Social
Influence

Facilitating
Conditions

WVoluntariness|

Gender Age Experience
g p of Use

Source: Venkatesh et al. (2003)
Figure 8: Unified Theory of Acceptance and Use of @chnology Model
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DISCUSSIONS AND CONCLUSIONS

In the backdrop of above reviewed literature, it b@ seen that the adoption of mobile banking sesvin India
is just 2%. So it becomes important for the seryoeviders to increase the rate of adoption of meobanking users.

Through the literature review some important polrese been highlighted. It includes:

» Banks should create awareness about the mobileirigardervices through Advertisements, Pamphlets,
Demo Fares, Campaigning etc. so that the custoewrifformed and it may create interest among them.
S.Samudra and Phadtare (2012), claimed that thtafiscat ATM centres is likely to be very highgtlhampaigns

may be carried out at these locations to attracernostomers towards these services.

e Trust is also an important point of concern. Trhstween the customers and the service providereig v

important, without security and privacy users wit use mobile for financial transactions.

» Perceived ease of use and perceived usefulnestowmd to be important factors to influence the econer
intention to adopt mobile banking. Hence, the mattention of management should be focused on the

development of usefulness of system, trust buil@ing cost reduction.

» Perceived cost is also an important factor; theegfthis study suggests that the creative promatiand pricing

strategies, including cost reduction should be émpnted to attract more price-conscious customers.
e ltis also found that customers will adopt mobiéaking if they find it easy to use and understand.

The users who are using banking services on thebiles are highly satisfied ones, because of seveasons.
The first reason is the availability of facilitie$ balance checking, access to account and cahwsat, checking recent
transactions, ordering of cheque books, blockinfpsif cards, etc. In the earlier times customeesius stand in the long
gueue in banks for money transfer, money depositmit now mobile banking is providing facilitie$ anytime and
anywhere banking. Security in the mobile bankingrises is also enhanced by the introduction of Q7EP one time
password service in their mobile phones. Beforedbepletion of any transaction you need to enter @TP that is
generated by the bank while the user is tryingnitiaite any mobile banking transaction and it inerated for one time use

only as it expires after single use.

The above review shows that to fulfil the expeotadi of the consumers and to increase the mobilkitgusers,
mobile banking service provider needs to increhseatvareness about the mobile banking servicesksBamd the mobile

service providers need to come together to briregyalution in the field of mobile banking.
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APPENDICES
Table 1: Comparison of Models

Models and Theories Constructs
Theory of Reasoned Action (TRA) by Fishbein ande&j£1975) derives from Attitude
psychology to measure behavioural intention anfbpmance. Subjective norm
Technology Acceptance Model (TAM) by Davis (1988ydlops new scale | Perceived Usefulness
with two specific variables to determine user ataege of technology. Perceived Ease of Use

Attitude

Theory of Planned Behaviour (TPB) by Ajzen (1994feads TRA by

including one more variable to determine intentimidl behaviour. Subjective norm

Perceived Behavioural Control
Perceived Usefulness
Perceived Ease of Use
Combined TAM and TPB (C-TAM-TPB) by Taylor and To@i®95). Attitude

Subjective norm

Perceived Behavioural Control
Relative Advantage
Innovation Diffusion Theory (IDT) by Rogers (1968)adapted to information Compatibility

systems innovations by Moore and Benbasat (199%4¢. d&ttributes from Complexity
Roger’s model Observability
Trialability

Performance Expectancy

Effort Expectancy

Unified Theory of Acceptance and Use of TechnolMpdel (UTAUT) by Attitude toward Using Technology
Venkatesh et al. (2003) integrates above theoridswodels to measure user; Social Influence

intention and usage on technology Facilitating Conditions
Self-Efficacy

Anxiety

Source:Empirical Validation of Unified Theory of Acceptem and Use of Technology Model (Thanaporn Sundgrave
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