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Consumers’ perceptions of mobile banking continuous usage in Finland and South Africa

Abstract:

This study examines continuous usage behaviour related to mobile banking (m-banking) among
consumers living in Finland (FI) and South Africa (ZA). The study investigates three post-
adoption behavioural consequences—namely, trust, satisfaction, and word of mouth. Using
purposeful sampling techniques, we found that trust plays a significant role in promoting
continuous usage of m-banking. In general, the respondents reported high levels of trust in m-
banking technology and were satisfied with the m-banking application and services. In addition,
convenience, user friendliness, and speed emerged as the main sub-topics related to satisfaction.
In most cases, the convenience of using m-banking dominated the recommendation criteria.
However, users, especially those in ZA, generally do not promote m-banking services to others.
This study shows that for the majority of users, m-banking usage is related to increased
satisfaction with the bank, implying that m-banking services should be a vital part of banks’

strategy to retain customers.

Keywords: mature market, emerging market, mobile banking, m-banking, trust, satisfaction,

word of mouth, Finland, South Africa, e-finance, electronic finance.

1. Introduction



In the past two decades, banks and microfinance institutions have developed different mobile
banking (m-banking) models and deployed them successfully through mobile network operators
in several developed, emerging, and developing countries. Among these countries, Kenya was
first to introduce a text-based m-banking service called ‘M-Pesa’. The Safaricom (Kenya’s major
mobile operator) launched the M-Pesa mobile money service in Kenya in March 2007 (Cisco,
2013). M-Pesa has quickly grown to become the most successful mobile money service in the
world. By June 2013, M-Pesa had more than 15 million customers compared with 14.9 million in
June 2012. In addition to M-Pesa, McKinsey & Co. (2014) reports that other m-banking-related
deployments have reached a sustainable scale and achieved operational profitability: some
notable examples include Easypaisa in Pakistan, MTN in Uganda, Vodacom in Tanzania, FNB in

South Africa, and GCASH and Smart Money in the Philippines.

M-banking serves mainly to expand the consumer base, improve operations, reduce costs, and
generate an additional source of revenue for financial institutions. M-banking services are
accessed through portable devices such as cell phones, smartphones, and tablets for conducting
financial (e.g., funds transfer) and non-financial transactions (e.g., balance enquiry) (Shaikh and
Karjaluoto, 2015). Both banked and under-banked consumers can use m-banking to transfer
money, make purchases, and even pay utility bills using a portable device. As a result, m-
banking has expanded the outreach of financial services, which had previously been concentrated
in urban centers, and has allowed the previously under- or un-banked population to access
affordable and ‘anytime, anywhere’ banking services. This impact is less pronounced in

developed economies but still profound (Ensor et al., 2012).



Research has identified m-banking as an e-banking channel (e.g., Adesina and Ayo, 2010), an
important information system (e.g., Luo et al., 2010), an extension of e-payment systems (e.g.,
Schierz et al., 2010), and a sub-set of e-finance (e.g., Ratten, 2012). Figure 1 provides a detailed
overview of payment systems and illustrates the two types of payment systems: retail and
wholesale. Wholesale payments are managed and settled through an innovative and specialised
funds transfer system called Real Time Gross Settlement Systems. Retail payments are standard
banking transactions that can be conducted through paper instruments (e.g., checks) or electronic
channels, products, and services (e.g., automated teller machines, point-of-sale terminals,
Internet, mobile, debit cards, credit cards). E-payment transactions can be further divided into e-
money and e-finance and transactions. E-money transactions do not necessarily require a
consumer to have a bank account, and these types of transactions are mostly prevalent in
developed countries. Conversely, an e-finance transaction is an e-banking transaction usually
conducted by bank customers using different e-channels anytime and anywhere. Policy makers,
regulators, researchers, and practitioners have all recognised the importance of m-banking in
making financial transactions more convenient and as an effective method for taking banking
services to the masses, especially the un-banked population. Consequently, m-banking has
emerged as an important e-banking channel, and considering its importance, a few countries
have begun treating m-banking as a separate e-banking channel and not merely an extension of
Internet banking (Lee and Chung, 2009; Shaikh and Karjaluoto, 2015). This recognition has led
to the growth in the study of consumer perceptions of m-banking adoption and of the
continuance usage performance actions taken by consumers living in both developed and

developing countries.



“Insert Figure 1 about here”

Although user acceptance or pre-adoption of m-banking services is a necessary condition for the
effective implementation of m-banking technology (Tan et al., 2010; Teo et al., 2012), research
has cited its continued usage (or post-adoption usage) as a pre-condition for its successful
implementation (e.g., Zhou, 2012). Despite the huge market potential in the adoption and usage
of m-banking services, little is known about the factors that influence the sustained use of mobile
financial services after adoption (Kang et al., 2012). Consequently, marketing strategy research
has long emphasised the need to investigate the m-banking continuous usage context (Chen,
2012). A broad analysis is necessary to identify the factors that determine users’ continuous
usage of m-banking services in two markets; nevertheless, a few studies have investigated the
continuous usage of m-banking services in single-country contexts, including Taiwan (Chen,
2012), Korea (Gu et al., 2009; Kang et al., 2012; Kim et al., 2009), and India (Reji Kumar and
Ravindran, 2012). These studies have provided limited understanding of the key factors driving
consumers’ continuous usage of m-banking services, an understanding that the current research
aims to expand on by reporting a comparative study. A comparative study also has the potential
to isolate important managerial implications of how m-banking services might be promoted more

efficiently in different markets.

Given the practical relevance of the topic and the dearth of prior empirical work, this research
aims to investigate continuous usage behaviour among consumers living in a mature market
(Finland [FI]) and an emerging market (South Africa [ZA]). We examine three significant post-

adoption behavioural consequences—namely, trust, satisfaction, and word of mouth (WOM).



Examination of these consequences in a dual-country assessment provides valuable insights into
the dynamics of m-banking post-adoption consequences. By explaining users’ intentions from
their own perspectives (Luarn and Lin, 2005), this research can not only help m-banking
authorities develop an m-banking system more accepted by users but also provide insight into the

best way to promote new information systems to potential users.

This research uses qualitative data acquired by conducting in-depth semi-structured interviews
with consumers who owned at least a cell phone, a smartphone, or a tablet and had used those
devices to access m-banking services. The purpose of adopting a qualitative approach was to
gain a deeper understanding of the post-adoption performance of a group of users of m-banking

services.

In the next section, we provide a brief overview of m-banking and outline the theoretical
framework of the study. Then, we present the research methodology and the results. Finally, we
discuss the study’s contributions to both theory and practice, outline its main limitations, and

recommend avenues for future research.

2. Theoretical background

M-banking has received ample attention from the industry and policy makers in providing
innovative banking services to demographically disbursed populations. Evidence (e.g., Jasperson
et al., 2005; Shaikh and Karjaluoto, 2015; Venkatesh et al., 2008) strongly suggests that
information systems, such as m-banking, are often under-utilised following implementation;

users apply a narrow band of m-banking features and operate at low levels of feature use, while
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organisations under-utilise the functional potentials of the majority of the currently developed
and installed information technology (IT) systems and applications. Consequently, understanding
post-adoption consumer intention in information systems has emerged as an important issue in

strategic marketing and information systems research in the past two decades.

2.1 M-banking

Research has suggested various definitions for m-banking that attempt to capture its scope,
nature, and design. For example, Lee et al. (2014, p. 552) define m-banking as ‘an extension of
banking and financial services onto mobile networks and devices’. Other scholars have described
it as an application of m-commerce that enables customers to access banking information
through mobile devices to conduct various transactions (e.g., Alafeef et al., 2012; Luo et al.,
2010). In addition, research has described m-banking as an innovative communication channel in
which the customer interacts with the bank via a mobile device, such as a mobile phone, personal
digital assistant (PDA), or smartphone (Zhou, 2011). Smartphones are now considered a
converged device that combines the functionalities of a PDA and a cell phone and thus have
largely taken over PDAs. Against this backdrop, m-banking in this study refers to the use of cell
phones, smartphones, and tablets to access personal bank accounts to manage banking affairs
(e.g., checking account status) and various transactions (e.g., bill payments, investments). In the
past, text message (SMS) banking was the dominant m-banking financial service technology
(Shaikh and Karjaluoto, 2015; Zhou et al., 2010). Today, m-banking involves several other more
sophisticated technologies, such as downloadable mobile applications and the use of a mobile

browser.



As Figure 2 shows, the m-banking user base is growing rapidly. In early 2013, Juniper Research
predicted that more than 1 billion mobile phone users would embrace m-banking by the end of

2017, compared with just over 590 million that year.

“Insert Figure 2 about here”

A great amount of confusion surrounds the terms ‘Internet’ and ‘mobile’ banking. Although both
are electronic banking delivery channels, Internet banking (also called ‘net-banking’ or ‘online
banking’) is a channel for conducting transactions using a computer or a laptop (Karjaluoto et al.,
2002; McKinsey & Co. 2014; Pikkarainen et al., 2006) and normally requires a regular bank
account. Conversely, m-banking refers to banking via mobile devices, including mobile phones,
smartphones, and tablets, that give consumers direct access to their banking information for
conducting various transactions, such as checking account status, transferring funds, paying bills,

and making investments (Alafeef at el., 2012).

2.2 M-banking in ZA and FI

Mobile phone subscriptions have grown exponentially in Africa (e.g., Beger and Sinha, 2012;
Crabbe et al., 2009; International Telecommunication Union, 2012). Beger and Sinha (2012)
estimated that the number of mobile subscribers in Africa increased from 90 million in 2005 to
more than 600 million in 2011, positioning Africa as ‘the second largest mobile market in the

world’. In ZA, four major banks dominate the banking industry (ABSA, FNB, Nedbank, and



Standard Bank), each of which offers m-banking services (Shambare, 2011). Similarly, the
payment of bills and bank transfers in ZA through mobile devices represents 54% of monthly
transactions on average, as opposed to 15.8% of transactions carried out at a bank branch and

11.4% at an automated teller machine (Shambare, 2011).

Finland, South Korea, and Japan are at the forefront of integrated mobile financial services (e.g.,
m-banking). M-banking services have been available in Fl since 1996, and financial service firms
other than banks can provide their services over mobile networks (Jyrkdnen and Paunonen,
2003). The PC is still the most popular channel for processing banking transactions in Fl, as 86%
of bills are paid through online banking services (Statistics Finland, 2012). However, banking
with mobile devices is growing and becoming more regular. The proportion of the overall adult
population using m-banking is currently around 10% but has doubled in just one year. According
to The Finnish Banker’s Association (2013), m-banking is growing in popularity especially

among younger people (18 to 28 years of age).

2.3 Consequences of continuance usage behaviour of m-banking

During the past decade, various studies (e.g., Chen, 2012; Chung and Kwon, 2009) have
investigated several consequences that influence consumers’ continuance intention to use m-
banking services and other information systems. In this vein, Table 1 summarises major
consequences of mobile information systems continuous usage. These consequences can be the
most significant drivers for developing consumers’ perceptions of mobile information systems

continuous usage in developed and developing countries.



“Insert Table 1 about here”

In a post-adoption scenario, an individual realises the full potential of information systems, such
as m-banking, which then becomes an integral part of his or her work system (Chen, 2012).
Despite the large market potential of the mobile commerce market and the recent technological
advancements occurring within it, little information is available on the factors that can affect the
sustained use of integrated mobile financial services after adoption (Kang et al., 2012).
Therefore, bank management needs clarification on the consequences that affect consumer

continuous usage of m-banking services rather than one-time adoption of these services.

Research on post-adoption behaviours has focused on continuance intention, defined as a user’s
intention to continue using a specific IT (Bhattacherjee, 2001a), and adopted it as a key
dependent variable (Bhattacherjee, 2001a; Lin et al., 2005). Al-Debei et al. (2013) defined post-
adoption behaviour as behaviour pertaining to the usage of a particular information system after
initial acceptance or adoption. They further argued that the decisions related to post-adoption
behaviours are independent of those related to initial acceptance or adoption. Bhattacherjee
(2001a), however, defined continuous intention as continued use of an information system by
adopters, where a continuance decision (1) follows an initial acceptance decision, (2) is
influenced by the usage experience, and (3) can potentially lead to ex post reversal of the initial
decision. With regard to various adoption models in use, such as the Technology Acceptance
Model, Unified Theory of Acceptance and Use of Technology, Information Systems Success

Model, and Innovation Diffusion Theory, one of the most widely used conceptual models on



information systems continuance intention (Bhattacherjee, 2001b) is the expectation—
confirmation model (ECM). This model proposes that expectation—confirmation relationship
affects post-adoption expectations (perceived usefulness) and satisfaction, which in turn affect
continued information systems usage. Some authors (e.g., Thong et al., 2006), however, have
used the extended ECM model and concluded that this model can provide supplementary

information relevant to the understanding of continued IT usage.

2.4 Trust, Satisfaction, and WOM

Unlike existing research conducted on the usage of m-banking services, we examine trust and
satisfaction as the main consequences of continuance usage behaviour. In addition, we assess one
important outcome of trust and satisfaction—namely, WOM—as another consequence of m-
banking continuous usage. Together, these three consequences are important outcomes of
continuance usage behaviour in general (Bhattacherjee, 2001b; Lin and Wang, 2006). For
example, Kim and Son (2009) noted that online services users’ post-adoption behaviour includes
four factors: usage intention, WOM, willingness to pay, and inattention to alternatives. Chea and
Luo (2008) measured online consumers’ post-adoption behaviour with three variables:
continuance intention, recommendation, and complaint. Some of these variables have also been
examined in the m-banking context (Chung and Kwon, 2009; Lee and Chung, 2009). However,
the studies specifically addressing m-banking have mostly examined inexperienced consumers
rather than continuance users (e.g., Hanafizadeh et al., 2014; Suoranta and Mattila, 2004). In

addition, m-banking research has been silent on how WOM relates to the delivery channel or, in
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broader terms, to the bank. Nevertheless, trust has emerged as a property of relationships

between two or more social actors.

Under relationship marketing theory, trust is identified as a key mediator that influences
company actions on consumer behaviour (Koo and Wati, 2010). Trust has also been referred to
as an individual belief that others will behave according to an individual’s expectation (Grazioli
and Jarvenpaa, 2000). In addition, the relationship between trust and intention has been widely
confirmed (e.g., Kim and Prabhakar, 2004; Wang and Benbasat, 2005). Oliver (1997, p. 7)
defines satisfaction as a pleasurable experience that arises from an actual experience in relation
to the expected experience. In m-banking context, reliable and trustworthy m-banking services
will increase the user satisfaction (Masrek et al., 2014). WOM involves the sharing of
information about a product or a service between a consumer and a friend, colleague, or other
acquaintance. Recently, WOM has attracted attention from information systems researchers
(Zhou, 2011). WOM can influence a person’s perception of a complex or difficult-to-assess
service (Kim et al., 2009). Hennig-Thurau et al. (2004) described electronic WOM as occurring
when online customers or potential customers seek information on products or companies and
share their knowledge, experiences, and opinions, in both a positive and negative manner.

The interrelationships among trust, satisfaction, and WOM are well-established. For example,
using the ECM, Susanto et al. (2012) concluded that perceived security and satisfaction are
strong determinants of consumers’ decisions to re-use m-banking services. Chen (2012) stated
that trust, along with satisfaction, has a positive effect on continuance intention (see also Lee,

2010). Chen (2012) analyzed the factors leading to the continuance intention to use blogs,
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Facebook, YouTube, Twitter, and iGoogle and found that electronic WOM played a significant

role in creating satisfaction that ultimately produced continuance intention.

3. Methodology

As m-banking is a relatively new area of research (e.g., Cruz et al., 2010), we chose a qualitative
approach using one-on-one, in-depth semi-structured interviews. In total, we conducted 36
interviews with experienced m-banking users, including professionals and students, in Jyvéskyla
and Johannesburg. Using a purposeful sampling technique, and in line with the study’s purposes
(Morse, 1991), we selected participants according to their m-banking experience (minimum six
months). Thus, this sample contributes to the theoretical understanding of the subject of the study
(Bryman and Bell, 2011, p. 500). In using interviews to provide its primary data, this research
differs from most previous research in the field of m-banking. The qualitative data method
chosen allows the respondents to structure their own accounts of the extended usage of m-

banking services.

Patton (1987, p. 122) states that good questions in qualitative interviews should, at a minimum,
be open-ended, neutral, sensitive and clear to the interviewees. Drawing on these criteria, we
began our interview process with an open question, ‘Why did you start to use m-banking
services?’ The interview protocol followed a semi-structured format that involves a series of
questions. We pilot-tested the interview protocol on a small group of volunteers to identify the

problems and refine them before collecting the data from a randomly selected sample. The usage
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of m-banking services among the samples varied from less than one year to more than four years.

Table 1 provides the detailed distribution.

Considering the nature and importance of the study, we included responses only from those who
had been using m-banking for at least for the six months before the study. This screening

procedure ensured that the selected research participants had enough experience with m-banking
services and were in the post-adoption rather than pre-adoption stage of their usage (Kang et al.,

2012).

The purpose and objective of the study were explained to the participants, and all interviews
were recorded and transcribed. Most of the interviews were completed within 20 to 30 minutes.
Responses those were similar in nature, such as ‘easy to use’, ‘easy/casiness’,
‘simple/simplicity’, ‘handy/handiness’ and ‘anytime/anywhere’, were categorised under

‘convenience/convenient’.

We read the transcripts several times before thematisation. To analyse the data, we followed a
three-step process that incorporated data reduction, data display, and verification (Miles and
Huberman, 1994, p. 10). In the first stage, we organised the transcriptions under the four themes.
In the second phase, we analysed and tabulated each theme individually. Finally, we verified the
data with all informants and three m-banking experts from large financial institutions, who
received a summary of the themes derived from this study. This step helped us improve the

credibility and reliability of the data collected.
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3.1 Sample

The sample was male dominated (64%). More than 86% of the respondents were working
professionals, while others were post-graduate students or self-employed. Just over half of those
interviewed (N=19) were between ages 25 and 32; of the remainder, 13 were between ages 33
and 39, two were between ages 40 and 46, and two were over 50. Two-thirds of the respondents
(N=24) had more than two years’ experience with m-banking services, while only six had less
than one year’s experience. Against this background, we regarded the respondents as reliable
informants with sufficient experience with m-banking services, through either smartphones or

tablets. Table 2 presents the background information on the informants.

“Insert Table 2 about here”

Smartphones were the main portable device used by the majority of respondents (N=23) to
access m-banking services, while only four respondents used tablets at the time. Nine
respondents used a combination of the two to conduct their m-banking business. In addition,
respondents used various data transmission technologies to access m-banking services;
prominent among them was SMS (in ZA) and a mobile browser and applications provided by

Finnish banks and downloaded onto portable devices.

4. Results
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At the start of the interview, respondents were asked why they used m-banking services. This
non-direct approach offered the informants an opportunity to talk about m-banking as a separate
channel. According to our data, informants used m-banking services for essentially three major
reasons: convenience, user friendliness, and immediate access to banking services. Other reasons
for using m-banking included speed, accessibility, user interface, security, usefulness, and
improved control of an account. The empirical analysis therefore offers strong evidence that m-
banking continuance usage behaviour primarily depends on the performance and usability of the
technical service (e.g., SMS, mobile applications) supporting m-banking, a finding that is equally
applicable in the mature and developing countries involved, because no significant difference

existed between the responses in Fl and ZA. As one informant explained:

When | sometimes need immediate access to my bank account, for instance to transfer money to
my children’s bank account or when I need to pay bills immediately but am not near my PC, then
| can use the application on my mobile phone or tablet. | have been using this method for more

than five years. (Mikko, male, FI)

Convenience was often highlighted as an important reason for using m-banking. As one

respondent from SA stated:

By convenience | mean, when you wake up in the morning, you use your cell phone to make [a]

payment to [a] third party anywhere in the world, you can get recharge airtime on your phone.

So it is very convenient for me personally. (Nikita, female, ZA)
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Usage of m-banking services in both countries was also dependent on situational factors, such as
visits to a bank branch, long queues, unfavorable weather (especially in FI), the law and order
situation (especially in ZA), unanticipated needs, and immediate payments. Respondents

perceived the availability of m-banking services as most advantageous in these situations.

4.1 Trust

Research has investigated the effect of trust on mobile user continuous usage in a variety of
contexts, including mobile services (Zhou and Lu, 2011), m-banking (Gu et al., 2009), mobile
shopping (Hung et al., 2012), and mobile payments (Zhou, 2013). The results indicate that trust
has significant effects on post-adoption usage (e.g., Zhou, 2013; Zhou and Lu, 2011) and

positively affects behavioural intention to use m-banking (e.g., Gu et al., 2009).

In line with these findings, the majority (N=33) of respondents also expressed trust in m-banking
technology. Only a few (N=3) expressed reservations over the security and safety of the
application and expected their banks to revisit the security parameters in m-banking technology,

applications, and services to ensure efficiency.

| feel secure but there is a little doubt because it is a new thing and there is not much experience

of this application, but it has not let me down yet. | have not been a victim of identity theft, but of

course there is a little doubt. But I trust it. (Sami, male, SA)
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All the respondents who indicated trust stated that they trusted the application and their bank and
had no qualms about continuing to use m-banking services in the near future. The factors that
contributed to developing trust among users in both Fl and ZA were quite similar. For example,
our data indicated that the level of trust, in general, came from the lack of problems experienced
to date with their m-banking services. Although some respondents did not totally trust m-
banking, they still used it. Nevertheless, trust deficit and security fears about the m-banking
applications were not uncommon among the respondents. Therefore, nurturing trust in m-
banking services and enhancing the credibility of products should help the banking industry

attract new customers, retain existing customers, and increase the volume of m-banking usage.

4.2 Satisfaction

Prior research has examined satisfaction in the context of the mobile context from the
perspective of continuous usage of mobile instant messaging (Deng et al., 2010), mobile Internet
services (Hong et al., 2006), mobile commerce (Lin and Shih, 2008), and mobile data services
(Kim, 2012). There is broad agreement that satisfaction is an important variable explaining
continuous usage. For example, Lin and Shih (2008) concluded that consumers might not use
mobile commerce service without being totally satisfied with the system. Similarly, Zhou (2013)
concluded that satisfaction, trust, and flow determine continuous intention to use mobile
payments. Consequently, the results imply that service providers need to offer quality systems,

information, and services to facilitate users’ continuous usage of mobile payments.
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The study respondents expressed their satisfaction in different ways but, in general, were
satisfied with the m-banking services offered by their respective banks. The discussion indicated
that their level of satisfaction was largely due to the quality of the m-banking services offered by

their banks, which were easy to use and had a good user interface:

| am very satisfied. It is simple and very easy to use. It has nothing useless, just the main points

about my bank account. (Heini, female, FI)

| am very satisfied. On a scale of 1-5, | would choose 4. Because it works. It is easy to add

beneficiaries and it is very secure. So | am happy about that. (Mike, male, ZA)

Nevertheless, one respondent expressed some dissatisfaction with the m-banking services he had
used, finding the information supplied to be unnecessary. The respondent also explained his

dissatisfaction with the type of information the bank provided:

My experience of using m-banking is quite annoying. It shows everything on my cell phone
screen. Wherever | pay for anything, it comes immediately on my cell phone. It is so annoying. In
the beginning it was so nice because it was showing the curves, graphs on my spending and also

updates about the bills I was supposed to pay. (Jani, male, FI)

Approximately half the respondents (N=20) stated that they were ‘very satisfied’ and ‘highly
satisfied” with the mobile banking services. However, our observations revealed no significant

difference in satisfaction of respondents living in Fl and ZA.
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4.3 WOM

Although traditional (offline) WOM can play a major role in customers’ buying decisions
(Hennig-Thurau et al., 2004), our findings revealed that use of m-banking services did not affect
respondents’ (N=22) willingness to spread positive WOM overall. Some respondents indicated

that m-banking was not an appropriate subject to discuss with others:

I don’t find it necessary to share my banking experience with my family or friends. I consider

banking as [a] very personal matter not to be shared with others. (Joy, male, ZA)

No, I don’t discuss this service. Maybe it is too common already. There is nothing new. [ can’t...
sell this to anyone by saying, “Hey, do you know this bank is offering m-banking? ” (Antti, male,

Fl)

The data reveal that m-banking WOM is less prevalent in ZA than in Fl, with nearly half the
respondents in FI (N=8), compared with one-third (N=6) in ZA, agreeing that they spread WOM
after using m-banking services. However, when asked how frequently they spoke to friends and
family about m-banking, the most common answer was ‘not often’. In most cases, it is the

convenience of using m-banking services that dominates the recommendation criteria:

A good example would be my domestic helper. She didn’t have a bank account. So I first told her

about m-banking and then opened an account for her. Now I transfer her salary from my cell
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phone to her account. She gets a notification immediately on her cell phone and she can go and

draw her money. That’s just how easy it is. (Saima, female, ZA)

Netherless, given the distinct characteristics of Internet and mobile communication channels,

WOM deserves more attention from marketing researchers and professionals.

5. Discussion

M-banking is an emerging mobile commerce application that can offer an additional revenue
source to both banks and telecom service providers (Kim et al., 2009). Building on the literature,
we identified three important post-adoption consequences related to m-banking and discussed
user perceptions of trust, satisfaction, and WOM in two countries. Table 3 presents the results

and summarises the main outcomes of the study.

“Take in Table 3 about here”

Several prior studies have investigated the significant role of trust in the successful adoption of
e-commerce and m-banking (Chung and Kwon, 2009; Kim et al., 2009; Lee and Chung, 2009;
Lin, 2011). Trust remains a primary concern in the mobile e-commerce discipline in connection
with issues such as m-banking, owing to its crucial role in mediating information exchange
(Susanto et al., 2012). The findings of this study clearly show that users trust m-banking
services. The factors contributing to the development of trust among users of m-banking in both

Fl and ZA were quite similar. Doubts about the credibility of m-banking applications reported by
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a few respondents have not deterred them from using m-banking. Rather, they wished to
continue using m-banking services in the future. In line with the literature on m-banking (Kim et
al., 2009), we confirm that trust plays a significant role in promoting continuous usage of m-

banking services in different markets.

The major reason consumers decide to repurchase products or patronise services is their level of
satisfaction (e.g., Hung et al., 2012; Pikkarainen et al., 2004; Zhou, 2013). The results show that
the majority of the respondents were satisfied with their m-banking services. The respondents
cited convenience, speed, user friendliness, and security as among the major factors increasing

their level of satisfaction.

In most cases, the convenience of using m-banking services dominates the recommendation
criteria. Existing theoretical perspectives suggest that WOM is driven by motivation (Berger and
Schwartz, 2011) and conventional wisdom, which suggests that products need to be interesting to
spur discussion (Berger and Schwartz, 2011). However, our research findings indicate that even
in the presence of helpful m-banking services, respondents might not be interested in endorsing
services to others. Some respondents emphasised that m-banking is too personal or, conversely,

too common a subject to be discussed with other people.

5.1 Managerial implications

M-banking is a rapidly emerging banking delivery channel, and prior research (Shih et al., 2010,

p. 258) has deemed it “a highly challenging task™ for banks to encourage customers to continue
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using m-banking services and attract new customers to the service. Our research contributes in
several important ways to help banks understand the m-banking consumer and unlock the vast
potential of m-banking services. First, the results show that smartphones have established
themselves as the key engagement platform and are the mobile devices most frequently used to
access m-banking services. Although the tablet was not as commonly used as the smartphone to
access bank accounts, it is gradually becoming a mainstream device in both markets. Thus, we
would encourage banks and service providers to develop their marketing and m-banking
strategies and associated applications for these two dominant devices to gain competitive
advantage. Marketing strategies should be targeted at both existing and potential customers.
Similarly, user-friendly processes for downloading and authenticating m-applications would help

drive usage and attract new consumers.

Second, the four consequences examined are relevant to marketers wanting to extend usage of
m-banking among their target audience. This research helps clarify the reasons behind m-
banking continuance usage. For example, while convenience and user friendliness were the
primary reasons cited by the majority of participants, trust deficit and security fears in the
applications and procedures behind m-banking services remained key barriers to m-banking
growth and usage. The findings indicate that the level of trust stems from whether users have
experienced any problems with their m-banking services. In the wake of growing security
breaches, we suggest that banks build awareness and educate customers on existing security

features and forms of protection.
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Although the study findings cannot offer definite conclusions on the effects of WOM on
continuous usage of m-banking services, it seems logical that given the explosive growth of
social media, banks should treat this type of communication as an opportunity. As consumers
become increasingly overwhelmed by product and service choices, positive WOM could help

stimulate the buying and usage decision-making process.

This study offers managers some insight into how m-banking post-adoption behaviour differs in
a mature and an emerging market context. We found no significant differences in the underlying
reasons for the use of m-banking services in the two contexts, though the technology in use
differs to some extent. The major differences between the two national contexts include users’
commitment to their m-banking service providers and their willingness to provide positive
WOM. We also found that m-banking users in FI were more willing to promote the service
among their social networks than their counterparts in ZA, even those who were satisfied with

the services received.

5.2 Limitations and future research directions

This study has several limitations that provide opportunities for future research. First, we
examined m-banking users in two countries and used a qualitative method. Thus, our findings
cannot be widely generalised, and cause-and-effect relationships could not be established.
Second, the consequences of continuous m-banking usage identified are not exhaustive, and thus
future research should consider additional outcomes of m-banking continuous usage, such as

self-image, engagement, and value-in-use. Third, the respondents were mainly working
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professionals, with the sample including only a small percentage of other types of people.
Ideally, future research would include informants from a variety of backgrounds and a range of
occupations and examine other markets as well. Finally, we encourage researchers to test the
four consequences of continuous usage behaviour identified here and gauge their relative

importance with a survey study.

Taking into account the limitations, scope, and nature of this study, we contend that perception
and usage of m-banking services are considerably influenced by local custom, market conditions,
and regulations. As a result, research findings may vary from one country to another and from
one region to another. Usage patterns may vary significantly between countries, depending on
cultural differences and market conditions (Snellman, 2006). Accordingly, we strongly

recommend that more comparative studies be undertaken.
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Figure 2. Growth of m-banking
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Table 1 Research on the continuous usage of mobile information systems
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Table 2 Profile of the Informants

FI (N) % ZA (N) % Total (N) %

Gender

Female 8 444 5 278 13 36.1
Male 10 55.6 13 72.2 23 63.9
Age

25-32 10 55.6 9 50.0 19 52.8
33-39 5 27.8 8 44.4 13 36.1
40-49 2 111 - - 2 56
>50 1 5.6 1 5.6 2 5.6
Occupation

Working professional 16 88.9 15 83.3 31 86.1
Student 2 111 2 111 4 111
Self-employed - - 1 5.6 1 2.8
Type of device

Smartphone 9 50.0 14 77.8 23 63.9
Tablet 2 111 2 111 4 111
Both 7 38.9 2 111 9 25.0
Usage history

<1 year 3 16.7 3 16.7 6 16.7
1-2 years 7 38.9 8 444 15 41.7
2-3 years 2 111 4 22.2 6 16.7
4 years or more 6 333 3 16.7 9 25.0
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Table 3 Summary of study findings

M-banking Usage (N=36)

Major Study Outcomes

Major Marketing & Organisational Outcomes

Major devices

Smartphones (especially in ZA)

Tablets (gaining popularity especially in FI)

Major m-banking usage drivers

Immediate access to bank account / financial
information

User friendliness of application and interface
Convenience of use anytime, anywhere
Speed

Accessibility

Usefulness (e.g., improved control of an

account)

Trust

e Bank’s reputation is reflected in trust in m-banking application.

o Trust deficit and security fears about m-banking applications and
services were not uncommon among the users.

Satisfaction

¢ Most respondents were satisfied with m-banking.

o M-banking satisfaction is reflected in satisfaction with the bank.

e Convenience, user friendliness, and speed emerged as main sub-
topics related to satisfaction.

WOM

o The respondents generally believe that m-banking is not an
appropriate subject to discuss with others. However, a few have

spread positive WOM on m-banking among their family and friends.

¢ M-banking is a rapidly emerging banking delivery channel.

o Smartphones have established themselves as the key

engagement platform and the mobile devices most
frequently used to access m-banking services.

e There is no significant difference in the underlying reasons
for the use of m-banking services in an emerging market
and mature market, though the technology in use differs to
some extent. The major differences between the two
national contexts include users’ commitment to their m-
banking service providers and their willingness to provide
positive WOM.

o M-banking services should be a vital part of a bank’s

strategy to retain current customers.

44




45



