MAKERERE

UNIVERSITY

MAKERERE UNIVERSITY BUSINESS SCHOOL

CUSTOMER ATTITUDE, PERCEIVED RISK, PERCEIVED TRUST AND USER

ADOPTION OF MOBILE BANKING IN KAMPALA CENTRAL DIVISION

BY

WAAKO SHARON 2018/HD10/3827U Sharonwaako6@gmail.com
0756291955/0785176409

A DISSERTATION SUBMITTED TO MAKERERE UNIVERSITY BUSINESS SCHOOL
(FACULTY OF GRADUATE STUDIES AND RESEARCH) IN PARTIAL

FULFILLMENT OF THE AWARD OF A MASTER OF SCIENCE IN ACCOUNTING
AND FINANCE OF MAKERERE UNIVERSITY KAMPALA PLAN, A

DECEMBER 2023






DECLARATION

I Waako Sharon, declare that this dissertation is a result of my own independent effort and
investigation; it is my original work, which has not been submitted to any other institution for any

award.

Signature

WAAKO SHARON

2018/HD10/3827U



APPROVAL

This is to certify that this dissertation has been submitted with our approval as university

supervisors.

Signature...m.% .............. Date.....‘.\...) lM %33

..................

QQ DR.TEKO JUMA (PHD)

Signature. X LA 1 7 Date. J/ / A /ﬂ){}

CPA ERASMUS MUGERW A MUSISI



DEDICATION

| dedicate this dissertation to the Almighty God for His abundant grace and goodness, a special
gratitude to my father Mr. Waako Laston together with my wonderful family, my Pastors Raymond
Sekyanzi & Winnifred Naluwooza for the words of encouragement, my course mates and all those

who have been inspiring and supporting me morally and financially.



ACKNOWLEDGEMENT
I thank the Almighty God for all the knowledge and wisdom He has granted unto me to complete
this study. | want to thank my family who persistently encouraged and inspired me to pursue further

studies, may the almighty God bless you.

My sincere appreciation and gratitude go to my supervisors Dr. Teko Juma (PHD) and CPA
Erasmus Mugerwa Musisi for the intellectual support that I received from the beginning of the

study to date, May God Bless you.

Lastly to my friends and course mates who were with me in this struggle, thank you for sharing your

knowledge and guidance during my studies and may God richly bless all your heartily desires.



TABLE OF CONTENTS

D] L0 I N I [ SR UPRTPR i
N o (@ Y PSP i
D] D 1 [ I [ ]\ PRSP ii
ACKNOWLEDGEMENT ...ttt sttt st se bt esa e b bt eneebe st et e beabe e eneaseneens WY
CHAPTER ONE ...ttt sttt sttt et et s e bt e e b et et ene et et e ene it s 1
LA I I @ 1 10 1@ I ] SRR 1
1.1 BacKground Of the STUAY .........cuiiiiiiiiiiie bbb sr bbb eneas 1
1.2 Statement OF ProBIEM......o et 4
1.4 ODbjJECtiIVES OF the STUAY .....eceeiie et e st e e et e e te et e e be et e e neennas 5
1.6 SCOPE OF the STUAY .....eeeiieieceiee et e et e et e e st e et e saeesteenteereesneeneesneennas 6
1.6.1 SUDJECT SCOPE ...ttt bbbttt b e bbbt b bt bt et e et bbb b neene s 6
1.6.2 GEOQGraAPNICAI SCOPE. ... .eiuiiieeiteteie ittt b e bbbt b bt e e bbbt e bbb ene s 6
1.8.3 TIIMIE SCOPE .ttt etttk h bbbttt b ekt b b b e b e b e s et et e btk ke b Rt e bt e h e e e et e nn bbb ne s 6
1.7 SignificanCe OF the SLUAY ......ciuiiieiicce et et e e et e e re e re e beeeeeneennas 6
1.8 CONCEPLUAI FTAMEBWOIK.......cueeiiieeie ettt ettt et e st e st e e s taeste e st e sneesteenseaseesteeneeeneeneas 7
1.9 Explanation of conceptual frameWOIK ...........c.cuiiiiiiiiiie e 8
L8 1 S I = G L L SRS 9
LITERATURE REVIEW .....oiiiii ettt sttt sttt na et st sa b et teneane e 9
P2 R 1011 (0 (1 [ o OSSPSR 9
2.2 TRNEOTELICAI FEVIBW .....o.viiiieiiieieee ettt s et e ettt b ettt e e s e s et et e sbenbesbeebenreenes 9
2.2.1 Theory of Reasoned ACLION (TRA) ..ottt b bbb 9
2.3 PEICRIVEU RISK ...ttt ettt te st e st e e e n e nseeteeneesseeneeaneesneeneeaneenneeneeas 10
2.3.1 SECUNILY RISK .. .iitiiii ettt et e a e st e e be e st e s be e teeseesbeenbesaeesteensesreenreerens 12
2.3.2 FINANCIAI RISK ...ttt bbb bbbt et st et e et et e sbenbesnennean 12
2.4 CUSEOMET ATLITUGR. ... ettt ettt b e bt st e s bt e bt e st e s beebeeneesbeebesreesbeenbeas 13
2.4.1 ATTECLIVE COMPONENT .....uiiiiiieiieiete ettt bbbt e bbbt s bt b e e se e b et et e b e nbeabesbeeneas 14
2.4.2 BenaVioral INtENTIONS. ......cciiieiieieeie ettt et eeteeseesteeteaneesteesaeaneesseeneeneenseeneeas 14
2.4.3 COQNITIVE COMPONENT.......iiiiiiiiieeie ettt s e e e st e e st e e be e e sb e e sbeeasb e e beeasseesbeeasbeeasaeenseesrneanes 14
2.5 PEICEIVEU TTUSE ....tieiiiiie ittt stttk b et s e b e b e e he e s bt et e e bt e s b e et e eheenbeennenreenbeenbe s 15



2.6 User Adoption of MODIle DANKING ........cciuiiiiiiecce et re e 16

2.6.1 PErCIVEA USETUINESS ... .iitiitieiietieieste sttt bbbttt bbb bbb s e bbb e b et et e erenneas 17
2.6.2 PEICRIVEA BASE OF USE ...euiiiiiiiiitieiiieiestee sttt sttt te ettt st ete st e s be et e e st e sbeeeeaneesbeebeaneesreeeeeneesreeneeas 17
2.6.3 FaCItating CONTITIONS ....c..eiuiiiiieiieie ettt b e teereesbe et e eseesreeaeeneesreeneeas 18
2.7 Perceived risk and user adoption of mobile banking...........c.cccooveiicii 18
2.8 Customer attitude and user adoption of mobile banking ...........cccoveiieiiiic i 19
2.9 Perceived trust and user adoption of mobile banking...........ccocooiiiiiiiiiii 20
2.10 Mediating effect of perceived trust in the relationship between perceived risk and user..................... 21
CHAPTER THREE ... oottt e et e e st e e st e e e snb e e e snb e e e nneeeennaeas 25
RESEARCH METHODOLOGY ....cooiiiiiiiiiesietsie ettt sttt sttt sa st st sestessenaasesnens 25
KT8 A 101 (o To o4 A o) o TSRS R 25
3.2 RESLAICI TESTGN ...t b bbbttt bbb 25
3.3 The SUAY POPUIALION. ..ottt bbbttt b e et e bbb bt b e enes 25
3.4 Unit of analysis and UNit OF INQUITY ......cc.oiiiiiiii et 25
3.5 Sample size and SaMPliNG TECANIGUE........cuiiiiiiee et 25
KR B r- W O] | [=Tot 1 o] o WSRO PTPRTRR 26
3.7 MeasuremMent OF VaAITADIES ..........ociiiiiieiic ettt e s te et e sreenneeneeeneenrs 26
3.8 Reliability and Validity of the INStrUMENT ..o s 26
3.9 Data Processing aNd ANAIYSIS. .......ueuaiiiiieiteitisieeieeee ettt sttt bttt nb e b e 27
3.10 EthiCal CONSIABIALIONS ... ....iiviiiieiieiieieie sttt sttt ettt ettt e et e e n et e b e besbesbesbeeneenes 28
CHAPTER FOUR ..ottt a1 bbb et e st et et st et e s e e be st e e e sesbe s anenne e 29
PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS........ccoooi i, 29
Nt 11 o[04 A o o PSS 29
4.2 RESPONSE RALE......c.eeeiiiiieiti ettt bbbt b ettt b e e bt h e bbb 29
4.3 Section A: Respondents background information ............ccceoiiiiiieiec i 30
R T 10 R 1) 5 (1 1 o) o RSP 32
4.4.1 Perceived risk and user adoption of mobile banKing............ccocuevieiiieiii 33
4.4.2 Customer attitude and user adoption of mobile banking ............cccooeiiininiii 33
4.4.3 Perceived trust and user adoption of mobile banking..........c.ccoceiiiiiiii 34
4.5 REGIESSION ANAIYSIS .. veiiiieitie ettt e et e et e e et e e sae e et e e s be e e beearb e e beearaeereeanneenes 34
4.6 MEAIALION RESUILS .......viiieitieii et bbbttt se e b e b et e s bt et e e e e be e be e b e sne et 35



CHAPTER FIVE .. .o 40

DISCUSSION OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS........ccccoviivniiniennn. 40
T8 A 10T L1 T £ o S URRUPRTPR 40
5.2 DiSCUSSION OF FINAINGS ....veeieiiieitieiieie ettt s be et se e be et eaneesreeaeereesreeeeas 41
5.2.1 Perceived risk and user adoption of mobile banking...........c.cccovevieiiii i 41
5.2.2 Customer attitude and user adoption of mobile banking............ccooveiiiiiiiiie e 42
5.2.3 Perceived trust and user adoption of mobile DaNKING...........cooiiiiiiiiiie 43
5.2.4 Mediating effect of perceived trust in the relationship between perceived risk

and user adoption of mobile banking in Kampala central diviSION ... 44
ST o] o] 11157 o] o OSSR RTPRN 45
5.4 RECOMIMENUALIONS ....vviviiieitesiestieie ettt ettt b e bt be e s e s e b et e b s be e b e e beese et et e benbesbenbenreanes 46
5.5 Limitations OF the STUAY ......cc.eciiieee et re e e aesneenas 47
5.6 FUINEr @reas Of STUY .........coiiiiiicie e te et e st e e e s re e te e e e s re e neeneesneennas 47
REFERENGCES ... .ottt e e e st e et e e et e e e te e e e te e e s te e e anteeeanteeesnbeeesneeeesnaneenneneans 48
APPENTIX 11 QUESTIONNAITE ...ttt ettt kbbbt e e bbbt bbb e e bt e s b et e b e b et abe b e e reenes 51
F N o 0T a0 D7 = TU o [0 T S SS 57
APPENTIX 3: WOTK PIAN ...ttt et sttt e s e te e teen b e s teesaeeneesraenreenee e 58
APPENTIX 4: SCALLET GraAPNS....c.veiiiiieiieie ettt e et e s e s be et e e st e s beesbeaneesreenreenee e 59

Vii



LIST OF TABLES

Table 3.1: Reliability COeffiCIEnt. ...........ouiui ittt 27
Table 4.1: Gender, age bracket & highest level of education.............ccccccvvveiievivciiiciceee, 30
Table 4.2: Registration status and mobile banking transaction type..........cccccevvevevieeveeieseennnn, 31

Table 4.3: Correlation between perceived risk, customer attitude, perceived trust & user
adoption Of MODIIE DANKING.........cciiicie e 32
Table 4.4: Results of the regression for the role of the three independent variables in predicting

user adoption of mobile banking...............ccooiiiiiiiiiiiiiiii . 34

Table 4.5: Responses on user adoption of mobile banking...........ccccceevveviiie e, 36
Table 4.6: Coefficients before controlling the effect of trust...........cccccooveviviie i 38
Table 4.7: Coefficient controlling fOr trUSt..........ccoiiiiiiiii e 38
Table 4.8: Coefficient between perceived risk and perceived trust............ccocovvveiiiieicnenennns 39

Table 4.9: Results of the sobel test for the mediating role of trust in explaining the relationship

between perceived risk and user adoption of mobile banking in Kampala central

LA 13 (o) ¢ D 40



LIST OF FIGURES

Figurel: Conceptual FrameEWOIK...........cooiiiiiiiiii e



xi

LIST OF APPENDICES
APPENdiX 1: QUESTIONNAITE........ciuiiieiiesie et se e e et e e sreesae s e ssaeeesraesreesreeneenneenes 53
N o] 0T o [ Dl = U o [0 PSSR 58
APPENAIX 32 WOTK PLAN. .. ..ottt sttt beesae e reenne e 59
Appendix 4: Scatter

GraphS. . e sae e, 00

Appendix 5: Letter of introduction to the field

Xi



ABSTRACT

The study was carried out to examine the relationship between perceived risk, customer
attitude, perceived trust and user adoption of mobile banking in Kampala central division.
The study objectives were; to establish the relationship between perceived risk and user
adoption of mobile banking in Kampala Central Division, to establish the relationship
between customer attitude and user adoption of mobile banking in Kampala Central
Division, to establish the relationship between perceived trust and user adoption of mobile
banking in Kampala Central Division and to establish the mediating effect of perceived
trust in the relationship between perceived risk and user adoption of mobile banking in
Kampala Central Division. Data was collected using a self-administered questionnaire
from 297 people with bank accounts. The Statistical Package for Social Scientists was used

in analyzing the data. Correlation and regression analysis was also used.

The study found out that perceived risk, customer attitude and perceived trust have a
significant influence on the user adoption of mobile banking in Kampala central division.
It also found out that there is a positive and significant relationship between customer
attitude and user adoption of mobile banking and between perceived trust and user
adoption of mobile banking whereas the relationship between perceived risk and user
adoption of mobile banking was found to be negative and significant in the adoption of
mobile banking in Kampala central division. Using the Sobel test, the study found out that
there is a mediating effect between perceived trust, perceived risk and user adoption of
mobile banking. Using regression analysis, the study found out that perceived risk,
customer attitude and perceived trust explain 59.4% of the variance in user adoption of
mobile banking. It was concluded that for banks to promote user adoption of mobile
banking, demos on mobile banking usage on their websites to increase awareness about
mobile banking, should give information on the security measures to make transactions
secured and protected and should avail professionals to always help mobile banking users

and give timely responses to facilitate adoption of mobile banking.
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1.1

CHAPTER ONE
INTRODUCTION
Background of the study

Mobile banking in Uganda has matured profoundly as one of the ways to improve
financial inclusion. With the high adoption of mobile phones in Uganda, over 40% of the
population has access to mobile money accounts. Most telecoms offer the service due to
its profitability. Mobile banking transactions totaled to Uganda shillings 32.5 trillion (US
$ 9.76 billion) in 2015, an increase of 35% from 2015 (Uganda Communications
Commission report, 2015). Mobile banking has become a key revenue stream for the

government through taxes (Bank of Uganda, 2015).

In 2020, the number of registered mobile money accounts grew by 12.7 percent globally,
with over 136 million added in just one year and as of May 2022, the number of registered
mobile banking customers in Uganda amounted to over 34 million (Published by Statista
Research Department, Apr 28, 2023). This growth was twice as high as expected and
exceeded last year’s forecast by 6.4 percentage points — taking the total number of
registered accounts globally to 1.21 billion (Sinha & Piedra, 2020). Apart from a change
in consumer behavior, this impressive uptake was also due to regulators implementing
more flexible Know Your Customer (KYC) processes and relaxed on-boarding
requirements. This strong and steady growth suggests that customers are using mobile
banking in more advanced ways and in all aspects of daily life. This marks a change from
the early days of mobile banking when the main used cases were bill payments and P2P
payments in the form of occasional domestic remittances. It also demonstrates that the

industry is having a profound and lasting impact — mobile banking users are becoming


https://www.statista.com/aboutus/our-research-commitment
https://www.statista.com/aboutus/our-research-commitment
https://www.statista.com/aboutus/our-research-commitment
https://www.statista.com/aboutus/our-research-commitment

more financially included and moving away from the margins of the financial system

(Sinha & Piedra, 2020).

COVID-19 may have been a catalyst for digital transactions on mobile platforms, but
mobile banking providers have not reaped the commercial benefits. Despite its positive
outcomes, some of the mobile banking measures pose risks and challenges to the
sustainability of the industry. The most glaring is the introduction of price controls
(Chadha, Muthiora, & Kipkemboi, 2020). Although waivers for transaction fees were in
place, larger transaction volumes have created regulatory pressure to lower prices.
However, the implementation and extension of fee waivers across all transaction types
and bands (in some cases indefinitely) has had a negative impact on the core revenue
stream of mobile banking providers. Unlike traditional financial service providers, which
can intermediate customer deposits through lending or investment, mobile banking
providers do not enjoy these rights and depend primarily on transactional revenues to

sustain their businesses (Kiptum, 2020).

Mobile banking presents the opportunity to grant customers access to banking services,
anytime, anywhere (Lafraxo et al., 2018). This service is beneficial to both the bank and
the customers as well. For customers mobile banking provides such benefits as account
management, bank transfer, bill payments, and so forth, helping to save costs and time

(LE et al., 2020).

According to the FSD Uganda (2019) survey report, 11% of the Ugandan adult population
uses services from banks, with 9% of these having accounts while the other 2% using

banking services without accounts. For these adults to access banking services, 73% use



bank branches, 41% use the ATMSs, 12% use mobile phones, 5% use banking agents, and
only 2% use internet banking (FSD Uganda, 2019). The report further informs that, of the
users of banking services, 40% use the banks ‘payment services, 52% use the banks

‘savings services, and 11% use banks for credit purposes.

A lot of factors influence user adoption of mobile banking and (Schiffman & Kanuk
(2004); Jain (2014)) identified customer attitude whereas (Baganzi& Lau, 2017)
identified perceived risk and (Penny et al., 2021) identified perceived trust. The Theory
of Reasoned Action (Fishbein & Ajzen, 1975) is an especially well researched intention
model that has proven successful in predicting and explaining behavior across a wide
variety of domains. From this stream of social psychology research, the technology
acceptance model (Davis 1989), an adaptation of TRA has emerged as a powerful and
parsimonious way to represent the antecedents of technology use. The theory also
suggests that because many extraneous factors influence stability of intention, the
relationship between intention and behavior depends on two factors: (a) the measure of
intention must correspond to the behavioral criterion in action, target, context, and time;
and (b) intention does not change before the behavior is observed (Ajzen & Fishbein,
1980). According to (Schiffman & Kanuk (2004 customer attitude is measured using the
affective component, behavioral component and the cognitive component whereas
according to Jain (2014)), and perceived trust is measured using safety, willingness,
confidence and belief (Penny et al., 2021) and lastly user adoption of mobile banking is
be measured using Perceived usefulness, Perceived ease of use and Facilitating conditions

(Penny et al., 2021; Chavali& Kumar, 2018).



The statistics show that while 11% (2,089,952) of adult Ugandans use banking services,
only 12% (250,794) of them use mobile phones to access these services through mobile
banking (FSD Uganda, 2019), yet, of the 28.3 million registered mobile subscribers, 25.4
million have registered mobile money accounts (Uganda Communications Commission,
2020). This research therefore investigated customer attitude, perceived risk, perceived

trust and user adoption of mobile banking.

1.2  Statement of problem

In recent years, Kampala’s major banks have invested a lot of money in technology to
carry out mobile banking, making it a new profit growth point. When the COVID-19
pandemic took hold in early 2020, it quickly became clear that mobile technology and
mobile banking would have an outsized role to play in keeping people connected. Thus,
delivering vital financial support and providing safe and non-contact ways to pay for
utilities. The number of registered accounts grew by 12.7 percent globally to 1.21 billion
accounts — double the forecasted growth rate. With more than $2billion being transacted
every day, mobile money became a part of a new daily routine for millions around the
world, (State of the Industry Report on Mobile Money, 2021). Although mobile money
usage in Uganda has grown over the years, it has grown at a slower rate as compared to

Kenya. The value of mobile money transactions in Kenya increased by 63.2 per cent in
2021(Okafor, 2023) as compared to 26% increment for Uganda in 2021 (Mayanja, 2022).
According to the FSD Uganda (2019) survey report, 11% of the Ugandan adult population
use services from banks, with 9% of these having accounts while the other 2% are using
banking services without accounts. Since 2009 when mobile money was introduced in

Uganda, only 12% of the banking population use these services due to its enhanced



security, instant access 24/7, convenience, time & cost saving, (FSD Uganda, 2019). The
low adoption rate could be attributed to high perceived risk, negative customer attitude
and lack of trust. Therefore, the study seeks to examine the relationship between customer

attitude, perceived risk, perceived trust and user adoption of mobile banking in Kampala

Central Division.
1.1 Purpose of the study
The purpose of this study was to establish the relationship between customer attitude,
perceived risk, perceived trust and user adoption of mobile banking in Kampala Central
Division.
1.4 Objectives of the study
I To establish the relationship between perceived risk and user adoption of mobile banking
in Kampala Central Division.
ii.  To establish the relationship between customer attitude and user adoption of mobile
banking in Kampala Central Division.
iili.  To establish the relationship between perceived trust and user adoption of mobile banking
in Kampala Central Division.
iv.  To establish the mediating effect of perceived trust in the relationship between perceived

risk and user adoption of mobile banking in Kampala Central Division.

15 Research Questions

I. What is the relationship between perceived risk and user adoption of mobile banking in



Kampala Central Division? ii. What is the relationship between customer attitude
and user adoption of mobile banking in Kampala Central Division? iii. What is the
relationship between perceived trust and user adoption of mobile banking in

Kampala Central Division?
iv. What is the mediating effect of perceived trust in the relationship between perceived risk

and user adoption of mobile banking in Kampala Central Division?
1.6 Scope of the study

1.6.1 Subject scope
This study was limited to customer attitude, perceived risk, perceived trust and user

adoption of mobile banking

1.6.2 Geographical scope

The study was conducted in Kampala Central Division which lies in the central part of
the city comprising of Bugolobi, Bukoto, Kiswa, Luzira, Mbuya, Mutungo, Nakawa and
Ntinda.
1.6.3 Time scope
This study took a period of six months. The study covered literature for five years and
this helped the researcher to come up with reliable information.
1.7 Significance of the study
i. The findings of the study are intended to provide grounds for future studies, therefore,
facilitating future researchers’ understanding of the mediating effect of perceived trust in
the relationship between perceived risk and user adoption of mobile banking.
ii. The study findings may provide guidelines on how mobile banking can be regulated by

authorities to achieve a higher mobile banking adoption rate.



iii. The study findings may help banks to learn about the various risks that clients perceive

when using mobile banking and then develop measures to eliminate them.

1.8 Conceptual Framework

Customer attitude

g Cognitive

0 Affective

0 Behavioral

User adoption of

Perceived trust

mobile banking

g Safety
i i . Perceived
Perceived Risk 0 Confidence 0
I . > usefulness
g Security risk g Willingness _
, , : g Perceived ease of
g Privacy risk g Belief
. . use
0 Financial risk -
g Facilitating
conditions

Figure 1: Conceptual Framework

Source; Chavali & Kumar, 2018; Noreen et al.,, 2021; Baganzi & Lau, 2017,
Almarashdeh et al., 2019; Bongomin & Ntayi, 2019; Penny et al., 2021; Schiffman &

Kanuk, 2004; Jain, 2014



1.9 Explanation of conceptual framework

The conceptual framework has three variables; the dependent, independent variables and
mediating variable. The dependent variable is user adoption of mobile banking, mediating
variable is perceived trust whereas the independent variables are customer attitude and
perceived risk. Perceived risk was be measured using security risk, financial risk and
privacy risk (Chavali & Kumar, 2018; Noreen et al., 2021; Baganzi& Lau, 2017),
customer attitude was measured using the affective component, behavioral component
and the cognitive component (Schiffman & Kanuk (2004); Jain (2014)),perceived trust
was be measured using safety, willingness, confidence and belief(Penny et al., 2021) and
lastly user adoption of mobile banking was measured using Perceived usefulness,

Perceived ease of use and Facilitating conditions(Penny et al., 2021; Chavali& Kumar,

2018)



2.1

2.2
221

CHAPTER TWO
LITERATURE REVIEW
Introduction

This section presents a comprehensive discussion regarding the literature reviewed from
various scholars, about the theories, the study variables and the relationships to the study
variables. The presentation in this section is in conformity with the conceptual framework
and its variables.

Theoretical review
Theory of Reasoned Action (TRA)

The Theory of Reasoned Action posits that behavior is a function of behavioral intentions
that are in turn a function of attitudes and subjective norms. It was developed out of a
theoretical tradition that considered attitudes as a major influence on human behavior

(Smith, 1932; Stagner, 1942; Thurstone & Chave, 1929). The Theory of Reasoned Action
(Fishbein & Ajzen, 1975) is an especially well researched intention model that has proven
successful in predicting and explaining behavior across a wide variety of domains. From
this stream of social psychology research, the technology acceptance model (Davis 1989),
an adaptation of TRA has emerged as a powerful and parsimonious way to represent the
antecedents of technology use. This theory is important in the mobile banking context. The
conventional focus of mobile banking research is shifting from technological developments
to customer behavior. Previous research on mobile banking has pointed out that customer
acceptance is the key factor in the future development of mobile banking and has called for
further research that facilitates a comprehensive understanding of this customer based
electronic revolution (Lassar, Manolis, & Lassar, 2005). To develop a deeper

understanding of the relationship between customers’ beliefs and mobile banking



2.3

acceptance, the next section discusses important theories of technology acceptance.
Fishbein (1980), the TRA posits that “most behaviors of social relevance are under

volitional control and are thus predictable from intention”. The theory also suggests that
because many extraneous factors influence stability of intention, the relationship between
intention and behavior depends on two factors: (a) the measure of intention must
correspond to the behavioral criterion in action, target, context, and time; and (b) intention

does not change before the behavior is observed (Ajzen & Fishbein, 1980).

The TRA specifies that behavioral intention is a function of two determinants: a personal
factor termed attitude towards behavior, and a person’s perception of social pressures
termed subjective norm. Attitude refers to the person’s own performance of the behavior,
rather than his or her performance in general (Fishbein & Ajzen, 1975). Subjective norm
is a function of a set of beliefs termed normative beliefs. According to the TRA, to obtain
an estimate of a subjective norm, each normative belief of an individual is first multiplied
by motivation to comply with the referent and the cross product is summed for all salient
referents. The TRA is a general model and, as such, it does not specify the beliefs that are
operative for a particular behavior (Davis et al., 1989). Thus, the researcher using the TRA
must first identify the beliefs that are salient for participants regarding the behavior under
investigation.

Perceived Risk

Risk refers to “exposure to a hazard arising from the purchase of a digital financial product
or service, like mobile banking” (Shaikh et al., 2018). Perceived risk is referred to as a
belief that unexpected events might occur. In other words, it indicates a possibility of

mobile banking users to incur financial losses since they have embraced mobile banking.

10



The fear of incurring such risks has led to low adoption of mobile banking (Baganzi& Lau,

2017).

Perceived risks negatively influence the user’s attitude to positively embrace the use of
technology in banking because of the high associated costs that may be incurred by one in
case risks like online fraud, system errors, information theft occur. Since mobile banking
involves giving personal sensitive information online, many users are always not sure
whether their information is safe and thus fear to embrace mobile banking. Therefore, users
need to be knowledgeable about the bank’s policy on risk when engaged in mobile banking
before adopting it; as this gives them the confidence to comfortably use the system or never

to use it (Almarashdeh et al., 2019).

Noreen et al. (2021) emphasizes that perceived risk is the risk that the customers who have
not yet adopted mobile banking observe before deciding as to whether they should start
using mobile banking or not. Since risk is subjective, if a given user gets information about
the existence of high risk among mobile banking users, they will not be motivated to use it
and thus will opt out. The lack of physical presence of mobile banking puts fear among
users since most of them are used to the traditional banking system where they get in touch
with the banking officers; and if any problem occurs, it can be rectified by the bank
immediately. This is not the case for mobile banking. There are different types of risks like
security and privacy risks. In this study, perceived risk will be looked at in terms of security
risk, financial risk and privacy risk (Chavali& Kumar, 2018; Noreen et al., 2021; Baganzi

& Lau, 2017).

11



2.3.1 Security Risk

2.3.2

Security Risk refers to the potential loss caused by a hacker to a mobile banking user as a
result of interfering with their security. This is one of the greatest privacy risks of mobile
banking. This risk is caused by fraudsters who may use viruses to spy on the user’s
information like their usernames, password and credit card information which they then
use to hack the mobile banking accounts of the bank clients (Shuhidan, & Saleh, 2017). It
involves illegal access to one’s financial account by using manipulative ways. Ignoring
security risks may lead to economic hardship, alteration of information, fraud and data

issues (Noreen et al., 2021).

Financial Risk

Financial Risk is the “potential of losing money due to transaction error or bank account
misuse”. Many customers have a fear that they may lose money when making online
transactions, especially when depositing huge sums of money. One may deposit it on a
wrong account and getting it back may not be easy; or someone may make double payments
due to network error and may discover when it’s too late (Shuhidan et al., 2017). Financial
risk is the “assumption that the potential danger of the use of digital goods or services is
unknown”. When the user loses money because of using mobile banking services, the

degree of risk is increased as they will perceive mobile banking to be a very risky platform

for making transactions (Noreen et al., 2021).

2.3.3 Privacy Risk

Privacy Risk is the risk that a user’s personal information is exposed to third parties without
their consent and then used for other purposes other than official use. Usually, customers

get hesitant to give in their personal information, for example the visa card details, in fear
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that their information will be misused thus the low adoption rate of mobile banking (Zhang
&Kizildag, 2018). Maintaining privacy is important because customers connect their
mobile money accounts to their bank accounts. If a customer’s bank information and
mobile money account information is leaked, then such a user is susceptible to losing their
money (Noreen et al. 2021).

Customer Attitude

Almarashdeh et al. (2019) define attitude as “an individual’s inclination to display certain
responses towards concepts or objects. Chavali and Kumar (2018) refer to attitude as the
individuals favorable or unfavorable proclivities about adoption of mobile banking. It is
important to note that customer attitude is a fundamental factor when it comes to customer
adoption of mobile banking. A favorable customer attitude results into massive adoption
of mobile banking whereas unfavorable attitude discourages adoption of mobile banking.
As customers have different beliefs towards the various innovative technologies that banks
keep developing, if a customers’ attitude towards them is negative, then mobile banking
adoption becomes low. Kalaivani & Sundar Moorthy (2021) argue that consumers’ attitude
towards mobile banking varies depending on the dynamism in technology and is based on
customer expectations. They expect that when they use mobile banking, they are be in a

position to save time, effort and their money.

According to the National Public Research (2019) customer attitude comprises of cognitive
information, affective information and that relating to customers’ previous behavior and
prospective intentions. Customer attitude is important as it influences clients in adopting

self-service technologies (Mashele & Chuchu, 2018). In this study customer attitude will

13



be measured using the affective component, behavioral component and the cognitive
component (Schiffman &Kanuk (2004); Jain (2014)).

2.4.1 Affective Component
Is a response that is expressive or emotional (liking/disliking) that is usually geared towards
an attitude object. It deals with an individual’s emotions towards a given object. One’s
attitude towards something must be determined, putting into consideration both one’s
beliefs and the cognitive process about the object in question. The affective component
may include feelings and emotions (Jain, 2014). It will determine whether a user adopts to
mobile banking depending on their feeling of either having affection or disaffection.

2.4.2 Behavioral Intentions
It includes the various ways that individuals behave regarding adopting different
technologies. It may be positive or negative and are not standard. A sequence of responses
toward a given attitudinal spur may give you an idea about some degree of organizational
structure, or predictability (Defleur & Westie 1963).

2.4.3 Cognitive Component
Is an “evaluation of the entity that constitutes an individual's opinion (belief/disbelief)
about the object”. It includes the different beliefs and opinions that one has regarding
something. This component enables individuals to store and organize information. The
cognitive element of attitude is based upon how much someone knows about a given

subject matter (Jain, 2014).
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Perceived Trust

Penny et al. (2021) refers to trust as “the expectation that other individuals or firms with
whom one interacts or transacts with will not take undue advantage of reliance on them”.

It is also the user’s relative confidence in the mobile service. Maintaining high trust levels
with customers is necessary as it builds confidence among them, and they will always
believe that their finances are safe. This motivates customers to use the mobile banking
services available without any fear. Development of secure software and making regular
updates of them can prevent fraudsters from gaining access to the customer’s mobile
banking accounts; this should be emphasized by all mobile banking service providers (Loh,

Lee, Tan, Ooi & Dwivedi, 2020).

According to (Almarashdeh et al., 2019), perceived trust is the “capability to trust a
business partner who is trustworthy”. The existence of trust in mobile banking technologies
helps in lowering the perceived risks that the customers partake of the innovation. When
trust exists, clients will willingly use their mobile gadgets to access the mobile banking
application to make financial transactions online like online payments, balance inquiries at
any time (Mahad et |., 2015). Therefore, banks need to maintain trust with their customers
if they expect to continue serving them as it’s their goal. In this study, perceived trust will
be measured using confidence, willingness, belief and safety (Penny at al., 2021;

Almarashdeh et al., 2019).

Various scholars like (Penny at al., 2021; Almarashdeh et al. 2019; Loh et al. 2020), have
studied mobile banking adoption and agree that perceived trust is important in predicting a

customer’s adoption of mobile banking services. Whenever there is trust, customers are

15



willing to adopt the mobile banking services because they believe that the service providers
are honest. However, in case fraudulent activities start re-occurring amongst the customers,
this reduces the confidence that customers have in using the mobile banking services as
they fear to lose their finances further leading to a low adoption rate (Kim, Lee, Hwang &

Yoo, 2016).

Perceived trust helps in assessing the prospects that users have about mobile banking and
helps in resolving uncertainty about motives on other persons on whom they are reliant.
Trust in terms of confidentiality and safety increases the adoption rate of mobile banking.
Safety is a great concern for users, and it is all about how customers feel whenever they
use mobile banking. Whenever customers feel secure when using mobile banking, they
tend to re-use the service and even advocate for it to their colleagues (Kumar, Dhingra,
Batra, & Purohit, 2020).

2.6 User Adoption of Mobile banking
Mobile banking refers to the use of electronic banking to make financial transactions and

it involves using handheld gadgets which enable users to get access to the server. The
introduction of mobile banking is associated with various benefits like convenience, speed,
reduced cost and so on which have contributed to the adoption of mobile banking in
different economies (Raza, Umer & Shah, 2017). The evolution in information technology
led to the introduction of various new technologies that have been advantageous to the
business world, not forgetting the banking sector. Customers are able to adopt mobile
banking due to its cost effectiveness and efficiency. However, mobile banking adoption is
still low even though it has various benefits associated to it. Customers usually need to be

aware of what other existing customers are experiencing, what they need to access it and
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how it generally functions (Shankar, Jebarajakirthy & Ashaduzzaman, 2020). Scholars like
(Kim et al. 2016; Chavali& Kumar 2018; Noreen et al. 2021) believe that the perceived
ease of use, perceived usefulness, existence of facilitating conditions have contributed to
the adoption of mobile banking services. In this study, user adoption of mobile banking
will be measured using perceived usefulness, perceived ease of use and Facilitating
conditions (Penny et al., 2021; Chavali& Kumar, 2018).
2.6.1 Perceived usefulness
Perceived usefulness is one of the fundamental components of technology adoption in the
banking sector. It is a perception that mobile banking technology will result in better
execution. Most users who believe that mobile banking is useful usually end up using it
(Kumar et al., 2020). Customers have adopted mobile banking because of its convenience
when it comes to making financial transactions. Mobile banking is so fast, and customers
make their transactions from anywhere and at any time to catch up with deadlines (Zhang,
Lu, &Kizildag, 2018). In a user’s context, perceived usefulness refers to the degree to
which the available technology, in this case mobile banking technology enhances their
work when using it (Raza et al., 2017).
2.6.2 Perceived ease of use

Perceived Ease of Use is a perception by users that mobile banking technology is easy to
use. When the mobile money applications are easy to use, it gives an opportunity to most
users to access the services; even those without information technology skills (Kumar et
al., 2020). Perceived ease of use is one of the fundamental constructs of the technology
acceptance model. It is noted that usually users are willing to use a certain type of

technology unless it is easy to use. In previous studies, it was emphasized that perceived
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ease of use influences the user’s intention to use mobile banking applications. Whenever
the mobile app is easy to use, the rate of adoptability is high (Zhang, Jahromi, &Kizildag,
2018). The perceived ease of use influence the customers’ attitude and adoption of mobile
banking owing to the use of a highly complex system for performing financial transactions

via a portable device (Zhang et al., 2018).

2.6.3 Facilitating conditions

2.7

Facilitating conditions are the different resources and skills that users need to have in order
to easily access the mobile banking services. Possession of knowledge, experience and
resources that enable one to use mobile banking is important because it increases security
for one’s mobile banking account as they don’t have to always request other parties to
guide them how to use the service. In situations where individuals have personal smart
mobile phones, and can afford data, making a decision to use mobile banking or not will
be easy. In most cases, such users easily adopt mobile banking since they have the resources
to help them access the service anytime from anywhere (Rosati, Fox, Cummins & Lynn,
2022).

Perceived risk and user adoption of mobile banking

The impact of perceived risk on user adoption of mobile banking has been investigated by
various scholars like (Penny et al. 2021; Noreen et al. 2021; Shuhidan& Saleh, 2017; Ooi&
Tan, 2016). Penny et al. (2021) conducted a study examining the factors that predict users’
behavioral intention (BI) to adopt and use mobile money. The study findings revealed that
perceived risk has a significant and negative influence on users’ behavioral intention to

adopt mobile money. This implies that mobile money service providers need to devise
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means in order to eliminate risks like fraud and develop a user friendly and secure platform
for users. This will reduce the fears that customers have and thus adopt mobile money.

Almarashdeh et al. (2019) conducted a study investigating the effect of three main factors
(Perceived risk, perceived trust in the provider and perceived trust in technology) that affect
the behavioral intention to use mobile banking. The study findings revealed that perceived
risk influences users’ intention to use mobile banking. Therefore, banks need to provide
stabilized security options of mobile banking and provide electronic insurance to customers

as it will minimize the perceived risks thereby encouraging clients to use mobile banking.

Lafraxo, Hadri, Amhal & Rossafi (2018) conducted a study investigating the effect of trust,
perceived risk and security on the adoption of mobile banking in Morocco. The study
findings revealed that perceived risk does not positively influence the behavioral intention
of customers to adopt mobile banking. This implies that the existence of various types of
risks prevents clients from using mobile banking. Therefore, banks need to develop
measures that help in minimizing risks so that the clients can eagerly embrace mobile
banking.

Customer attitude and user adoption of mobile banking

Al Khasawneh (2015) carried out a study investigating the consumer Adoption of Mobile
Banking (M-Banking) in Jordan. The study findings revealed a positive and significant
relationship between attitude and intention to adopt mobile banking. This means that if the

attitude of customers is positive, then they will more likely adopt mobile banking.

Chavali and Kumar (2018) carried out a study investigating the adoption of mobile banking

services by respondents in UAE and the perception of risk factors by them. The study
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findings revealed that there exists a positive attitude of respondents towards usage of
mobile banking among the sample respondents of UAE. This means that the overall
experience enjoyed by the respondents when using mobile banking was good, which has
encouraged them to use mobile banking over time. In addition, mobile banking is pleasant

to use, leading to an increase in mobile banking adoption.

Ho et al. (2020) conducted a study investigating the factors affecting the behavioral
intention to adopt mobile banking. The study findings revealed that attitude had more
influence in adopting mobile banking as compared to perceived behavioral control.
Therefore, ensuring that customers have a positive attitude towards mobile banking is most
likely to increase the adoption of mobile banking.

Perceived trust and user adoption of mobile banking

The impact of perceived trust on user adoption of mobile banking has been investigated by
various scholars like (Lafraxo et al. 2018;Almarashdeh et al. 2019; Yu, Balaji, Khong,
2015).Kumar et al. (2020) carried out a study examining the important antecedents of the
mobile banking adoption intention of Indian customers and proposed a comprehensive
framework by extending the traditional technology acceptance model (TAM).The study
findings revealed that trust has a statistically positive effect on the mobile banking adoption
of customers. The study found that trust is very influential when it comes to advocating
clients to use mobile banking because customers believe in their banks and have confidence

and faith in them. Therefore, trust positively influences the adoption of mobile banking.

Mahad et al. (2015) conducted a study investigating the effect of perceived trust of mobile

banking services in Malaysia. In this study, the findings revealed that perceived trust has a
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positive and significant relationship with the intention to use mobile banking. It was noted
that if banks formulate and implement ways that enable them to increase trust like using
firewall and certified encryption technology, adopting privacy policies and security, then
the rate of adoption of mobile banking will be higher than the current one. If banks act
ethically and honestly with their customers, their motivation to use mobile banking will

increase and thus, will be ready to adopt mobile banking.

Hassan et al. (2022) carried out a study investigating the drivers that influence the adoption
intention towards mobile Fintech services. The study findings revealed perceived trust
positively and significantly affects the client’s intention to use Mobile Fintech Services.
The scholar argues that it is important for Fintech companies to build a good relationship
with clients to increase the trust they have in them. When customer trust is present, they
will not hesitate to use new technologies because they are sure of the safety of all the new
technologies offered by a given company.

2.10 Mediating effect of perceived trust in the relationship between perceived risk and user

adoption of mobile banking

Tang, Zhang, & Akram (2019) carried out a study investigating the user willingness to
purchase applications on mobile intelligent devices. In this study, the findings revealed that
perceived trust mediated the relationship between risk and intention to adopt mobile
technologies. This means that whenever perceived trust exists, customers believe that any
transactions that may be carried out via the application will be secure and thus the
motivation to adopt the mobile technology. Therefore, perceived trust reduces the

perceived risks and thus leads to an increase in the mobile technology adoption rate.
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Dawood, Liew, & Lau, (2022) carried out a study investigating mobile perceived trust
mediation on the intention and adoption of Fintech innovations using mobile technology.
The research findings showed that perceived trust is used as a mediator and has a mediation
effect on the intention and adoption. It was noted that trust mediated the intention to use
mobile technology and perceived risk. Trust motivates one to adopt or use mobile banking.
However, trust can only be built when the banks maintain it by eliminating the risk involved

when using such technologies which influence clients in using mobile banking.

According to Baron and Kenny (1986), a variable can function as a mediator in the causal
sequence if regression analyses reveal statistically significant relationships at the first three
levels under the following conditions: 1. The independent variable is a statistically
significant predictor of the dependent variable (perceived risk predicts user adoption of
mobile banking). 2. The independent variable is a statistically significant predictor of the
mediator (perceived risk predicts perceived trust). Here, the mediator serves as a dependent
variable for the independent variable .3. The mediator is a statistically significant predictor
of the dependent variable while controlling for the effect of perceived risk (perceived trust
predicts user adoption). Here, the mediator serves as an independent variable for the
dependent variable. These three steps should show a direct effect. If any of these
relationships is not statistically significant, then mediation cannot be assumed and is
determined unlikely or impossible. Once a statistical significance has been established, we
can proceed to the fourth step. 4. The observed effect of the mediator on the relationship
between perceived risk and user adoption is examined as either full or partial mediation
model. A full mediation model occurs when perceived risk no longer statistically

significantly affects user adoption of mobile banking in Kampala central division, after
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controlling for perceived trust; that is, the correlation between perceived risk and user
adoption of mobile banking in Kampala Central division is reduced and is no longer
significant. Conversely, if the effect of perceived risk on user adoption of mobile baking in
Kampala central division is still statistically significant but reduced, partial mediation
model is supported. In general, the smaller the coefficient “c” becomes, the greater is the

effect of the mediator.

In mediation analysis, researchers assume that the independent variable (user adoption)
affects the mediator (perceived trust), which in turn, affects the dependent variable
(perceived risk). In other words, the relationship between the independent and dependent
variable is assumed to be indirect. The Sobel test is utilized to examine the hypothesis in
which the relationship between the perceived risk and user adoption of mobile banking is
mediated by perceived trust, that is user adoption and perceived risk have an indirect
relationship. In other words, the Sobel test examines whether the inclusion of a mediator
(perceived trust) in the regression analysis considerably reduces the effect of the
independent variable (user adoption) on the dependent variable (perceived risk) (Preacher
2020). The hypothesis is tested that there is no statistically significant difference between
the total effect and the direct effect after accounting for the mediator, if a significant test
statistic results, then total or partial mediation can be supported (Allen 2017). The Sobel

test is simple to utilize. It requires three steps:

1. Run a simple linear regression analysis for the effect of the independent variable
(user adoption) on the mediator (perceived trust). This step computes both unstandardized

regression coefficient (a) and the standard error of “a” (Sa).
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2. Run a multiple linear regression analysis for the effect of the independent (user
adoption) and mediating (perceived trust) variables on the dependent variable (perceived
risk). This step computes both unstandardized regression coefficient (b) and the standard
error of b (Sh).

3. Use a Sobel test computer calculator (e.g., http://quantpsy.org/sobel/sobel.htm) to

calculate the test statistic, standard error, and the level of significance (p value).
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3.4

3.5

CHAPTER THREE
RESEARCH METHODOLOGY
Introduction
This section presents the methodology that was adopted for the study. It describes the
research design, study population, sample size and sampling technique, data collection
methods, measurement of variables, reliability and validity of the instrument, data

processing and analysis, ethical considerations and the anticipated limitations of the study.

Research design
The study employed a cross sectional survey design because it enables the researcher to
collect data within a short period of time as data can be collected relatively faster (Setia,

2016).

The Study population
The study population was 394,255 individuals with bank accounts from Kampala central

division (FSD Uganda, 2018).

Unit of analysis and unit of inquiry

The unit of analysis in this study was individuals with bank accounts in Kampala Central
Division because it is the busiest division in Kampala city having many mobile banking
users. The Unit of inquiry was individuals registered and not registered with mobile
banking in Kampala Central Division.

Sample size and sampling Technique

In this study, a sample of 380 individuals was selected as per Krejcie & Morgan (1970)

table. For the unit of inquiry, convenience sampling technique was adopted. Convenience
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3.8

sampling was used because it is easy and quick to put into operation and enables researchers

to select participants who are readily available and accessible thus saving time

(Acharya, Prakash, Saxena, & Nigam, 2013).

Data Collection

Primary data was collected using a self-administered questionnaire from the respondents.
It was close ended and was measured on a five-point Likert scale of five-points with
responses ranging from strongly disagree (1) to strongly agree (5). The questionnaire was
used because it enables researchers to collect a lot of data from a large sample within a

short period of time thus being effective (Taherdoost, 2019).

Measurement of Variables

The study utilized established measurement items by earlier researchers to measure the
variables under the study. Perceived risk was measured using security risk, financial risk
and privacy risk (Chavali& Kumar, 2018; Noreen et al., 2021; Baganzi& Lau, 2017),
customer attitude was measured using the affective component, behavioral component and
the cognitive component (Schiffman & Kanuk (2004); Jain (2014)), perceived trust was
measured using safety, willingness, confidence and belief (Penny et al., 2021) and lastly,
user adoption of mobile banking was measured using Perceived usefulness, Perceived ease
of use and Facilitating conditions (Penny et al., 2021; Chavali& Kumar, 2018).
Reliability and Validity of the Instrument

Reliability is the ability to measure instruments to give similar results when applied at
different times. Validity refers to whether the measuring instrument measures the behavior

or quality it is intended to measure. Reliability was tested using the Cronbach’s Alpha

26



3.9

Coefficient whereas validity was measured using the content validity index (Siricu &
Maslakci, 2020). 10 experts who are banking experts, business consultants in practice and
academia were asked to rate the relevancy of the items in the instrument as measures of
the variables. Coefficients of a minimum of 0.70 were considered appropriate while those

less than 0.7 were unacceptable (Sekaran, 2003).

Table 3.1 Reliability Coefficient

Cronbach's Alpha No of Items
Customer attitude 917 12
Perceived risk .801 14
Trust 933 14
User adoption 932 12

Source: Primary data (2023)

Data Processing and Analysis

Primary data was sorted, edited and coded into a coding sheet, processed and analyzed
using a Statistical Package for Social Scientists (SPSS) for descriptive and inferential
analysis of measurable relationships between study variables. According to the study
objectives, Pearson's correlation analysis was used for associations and a regression
analysis was carried out to determine the predictive power of the independent variables on
the dependent variable. (Sedgwick, 2012). The Sobel test was used to determine whether
perceived trust mediates between perceived risk and user adoption of mobile banking thus
assessing whether the mediation effect is statistically significant (Koopman, Howe, &

Hollenbeck, 2014).
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3.10 Ethical considerations

The researcher got an introduction letter from the Faculty of Graduate Studies and Research
(FGSR) which was presented to the respondents for proper identification. Confidentiality

and privacy were valued throughout the study.
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CHAPTER FOUR
PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS

Introduction

The major objective of this study was to investigate the relationship between customer
attitude, perceived risk, perceived trust and user adoption of mobile banking in Kampala
Central Division. The findings are presented in four sections whereby each section
summarizes the key research objective that was examined. The objectives centered on the

following premises namely:

To establish the relationship between perceived risk and user adoption of mobile banking

in Kampala Central Division.

. To establish the relationship between customer attitude and user adoption of mobile

banking in Kampala Central Division.
To establish the relationship between perceived trust and user adoption of mobile banking

in Kampala Central Division.

. To establish the mediating effect of perceived trust in the relationship between perceived

risk and user adoption of mobile banking in Kampala Central Division.

Besides data on both the independent and the dependent variable, additional data (in the
questionnaire) was collected on respondents’ demographic characteristics to provide a
better perspective of the study population.

Response Rate

As noted in the previous chapter, the sample size was supposed to be 394,255 respondents.
However, a total of 297 usable questionnaires were collected and used in the analysis. This

gave a highly satisfactory response rate of 78.158 percent.
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Section A: Respondents background information

In Table 4.1, the findings that describe the demographic characteristics of respondents are
presented. This information was collected with the help of a questionnaire where
respondents were asked to indicate their gender, age, level of education, their mobile

banking registration status and type of transactions used for mobile banking

Table 4.1: Gender, age bracket, highest level of education

Frequency Percent

Gender Male 166 55.9%
Female 131 44.1%
Total 297 100.0%

Age bracket 21-30 years 110 37.0%
31-40 years 83 27.9%
41-50 years 77 25.9%
Above 50 years 27 9.1%
Total 297 100.0%

Highest level of education Secondary 10 3.4%
Diploma 34 11.4%
Bachelor’s 188 63.3%
Degree
Master’s Degree 33 11.1%
Others 32 10.8%
Total 297 100.0%

Source; Primary data (2023)

Table 4.1 shows that out of the 297 questionnaires that were filled and returned, regarding
the distribution of respondents by gender, most of the responses were obtained from males
who constituted a total of 166 (55.9%) whereas females were 131 (44.1%) in total. This
shows that most of the people who have adopted to using mobile banking in Kampala
central division are men. A distribution by age bracket showed that the highest number of
respondents were between the age bracket of 21-30 years constituting of 37% followed by
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31-40 years constituting of 27.9% then 41-50 years constituting of 25.9% and lastly above
50 years constituting of 9.1%. This implies that most of the respondents were between the
ages of 21-30 years. Out of the 297 respondents, 63.3% were bachelor's degree holders,
11.4% diploma holders, 11.1% had masters, and 3.4% stopped at secondary level. This
implies that the majority of the respondents were graduates, meaning that the population

sample was made up of learned people.

Table 4.2 Registration status and Mobile banking transaction type

Frequency Percent

Whether respondent is registered | Yes 236 79.5%
for mobile banking

No 61 20.5%

Total 297 100.0%
Type of mobile banking Savings 131 57.5%
transactions used most (multiple | | pans 60 26.3%
responses were possible n=297) Payments 161 70.6%

Withdrawals 156 68.4%

Source: Primary data (2023)

From table 4.2 above, results revealed that most of the respondents were registered for
mobile banking constituting 79.5% compared to the ones not registered representing 20.5%
in the sample. Also, findings revealed that most mobile banking transactions executed by
the respondents were payments with a total of 161(70.6%), followed by withdrawals
156(68.4%), then the savings 131(57.5%) and lastly loans 60(26.3%). This suggests that
most of the respondents use mobile banking for making school fees payments, water &

electricity bills payments etc.
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4.4 Pearson’s Correlation

Pearson’s correlation analysis was carried out to measure the strength of linear association
between the study variables. The person’s correlation coefficient, r, has values ranging
from -1 to +1. A value of 0 implies that there is no association implying that as the value
of one variable increases, so does the value of the other variable. A value less than O
indicates a negative association implying that as the value of one variable increases, the
value of the other variable decreases.

Table 4.3 Correlation between perceived risk, customer attitude, perceived trust and
user adoption of mobile banking

Perceived risk User adoption
Perceived risk Pearson. 1 319"
Correlation
Sig. (2-tailed) .000
N 297 297
User adoption Pearson_ _319™ 1
Correlation
Sig. (2-tailed) .000
N 297 297
Customer attitude User adoption
Customer attitude Pearson . 1 653
Correlation
Sig. (2-tailed) .000
N 297 297
User adoption Pearson _ 653" 1
Correlation
Sig. (2-tailed) .000
N 297 297
Perceived trust User adoption
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Perceived trust Pearson _ 1 673"
Correlation
Sig. (2-tailed) .000
N 297 297
User adoption Pearson - 673" 1
Correlation
Sig. (2-tailed) .000
N 297 297

441

442

**_Correlation is significant at the 0.01 level (2-tailed).Source: Primary data (2023)

Table 4.3 shows the results of the correlation between Customer attitude and user
adoption of mobile banking, perceived risk and user adoption of mobile banking and
perceived trust and user adoption of mobile banking.

Perceived risk and user adoption of mobile banking

The correlation result in table 4.3 reveals a negative and significant relationship
between perceived risk and user adoption of mobile banking (r = -0.319**, p < 0.01).
This implies that an increase in perceived risk is associated with a decrease in the user
adoption of mobile banking

Customer attitude and user adoption of mobile banking

The results in table 4.3 indicate that there is a positive and significant relationship
between customer attitude and user adoption of mobile banking (r= .653**, p<.01).
This means that the customer attitude contributes a lot to user adoption of mobile
banking. An increase in customer attitude results in an improvement in user adoption

of mobile banking.
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4.4.3 Perceived trust and user adoption of mobile banking

4.5

The results in table 4.3 indicate that there is a positive and significant relationship
between perceived trust and user adoption of mobile banking (r=.673**, p<.01). This
means that an increase in perceived trust is associated with an improvement in user
adoption of mobile banking.

Regression Analysis

The regression analysis was run to show the extent to which changes in the
independent variables can predict changes in the dependent variable (Mooi and
Sarstedt, 2011). Therefore, the regression analysis was run to show the extent to which
perceived risk, customer attitude and perceived trust can predict user adoption of
mobile banking independently and together as indicated in the results of the regression

in table 4.4 below

Table 4.4: Results of the regression for the role of the three independent
variables in predicting user adoption of mobile banking.

Standardize
d
Coefficients

Unstandardized

Coefficients

B Std. Error Beta T Sig.
(Constant) -4.181 3.772 -1.108 .269
Customer attitude 403 041 443 9.723 .000
Perceived risk 234 .051 217 4.584 .000
Perceived trust 437 .040 556 | 11.001 .000

Adjusted R-square= .594

Source; Primary data (2023)
From the above table, the beta coefficient for customer attitude is 0.443, perceived

trust is 0.556 and for perceived risk is 0.217. Therefore, perceived trust is a significant
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predictor of user adoption of mobile banking. This means that if banks pay more
attention to perceived trust, there will be an increase in the number of people that adopt
mobile banking in Kampala central division. The adjusted R-squared is 0.594 showing
the proportion to which customer attitude, perceived risk and perceived trust influence
user adoption of mobile banking (59.4%) and the remaining proportion (40.6%)
belongs to other factors that may influence user adoption of mobile banking in
Kampala Central Division. This means that if banks devise measures of enhancing
customer attitude and perceived trust and reducing perceived risk, the number of
people that adopt mobile banking in Kampala central division will increase.
Mediation Results

The fourth objective was to examine whether perceived trust mediates the relationship
between perceived risk and user adoption of mobile banking and the results are

presented in the table below.

Table 4.5: Responses on user adoption of mobile banking(n=297)

SD D N A SA Mean

Mobile banking services 5| 1.7% |26 | 88% | 27 | 9.1% | 179 | 60.3% | 60 | 20.2% | 3.89
help me in making quick
and timely transactions
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Mobile banking makes
execution of transactions
very easy

1.7%

24

8.1%

35

11.8%

192

64.6%

41

13.8%

3.81

Mobile banking helps me
to improve my banking
activities

13

4.4%

29

9.8%

48

16.2%

168

56.6%

39

13.1%

3.64

using mobile banking
increases my chances of
achieving tasks that are
important to me

3.0%

26

8.8%

38

12.8%

194

65.3%

30

10.1%

3.71

Mobile banking services
are easy to use

1.7%

14

4.7%

66

22.2%

153

51.5%

59

19.9%

3.83

| believe that it is easy to
become skillful at using
mobile banking

2.0%

17

5.7%

58

19.5%

178

59.9%

38

12.8%

3.76

I think that learning to use
mobile banking services
does not require a lot of
mental effort

1.3%

31

10.4%

64

21.5%

157

52.9%

41

13.8%

3.67

My interaction with
mobile banking is easy and
understandable

2.4%

17

5.7%

70

23.6%

153

51.5%

50

16.8%

3.75

I have the necessary
resources to utilize mobile
banking services

2.0%

15

5.1%

91

30.6%

144

48.5%

41

13.8%

3.67

| have the required
knowledge to use mobile
banking services

2.0%

20

6.7%

85

28.6%

137

46.1%

49

16.5%

3.68

If I have difficulty using
mobile banking services,
there will be professionals
or others to help me

13

4.4%

33

11.1%

98

33.0%

128

43.1%

25

8.4%

3.40

Mobile banking services
are compatible with other
technologies | use

2.4%

34

11.4%

97

32.7%

133

44.8%

26

8.8%

3.46

Source: Primary data 2023

Basing on the results from table 4.5, it is noted that the respondents agreed that Mobile

banking services help me in making quick and timely transactions(mean=3.89), that it

is easy to become skillful at using mobile banking(mean=3.83), Mobile banking makes

execution of transactions very easy(mean=3.81), that it is easy to become skillful at

using mobile banking(mean=3.76), interaction with mobile banking is easy and
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understandable(mean=3.75), using mobile banking increases my chances of achieving
tasks that are important to me (mean=3.71), | have the required knowledge to use
mobile banking services(mean=3.68), | think that learning to use mobile banking
services does not require a lot of mental effort(mean=3.67), | have the necessary
resources to utilize mobile banking services(mean=3.67), Mobile banking helps me to
improve my banking activities (mean=3.64), Mobile banking services are compatible
with other technologies | use(mean=3.46) and If I have difficulty using mobile banking

services, there will be professionals or others to help me (mean=3.40)

The Sobel test was utilized to examine the hypothesis in which the relationship
between the perceived risk and user adoption of mobile banking is mediated by
perceived trust, that is user adoption and perceived risk have an indirect relationship.
In other words, the Sobel test examined whether the inclusion of a mediator (perceived
trust) in the regression analysis considerably reduced the effect of the independent
variable (user adoption) on the dependent variable (perceived risk) (Preacher 2020).
The hypothesis tested that there was statistically significant difference between the

total effect and the direct effect after accounting for perceived risk.

Table 4.6: Coefficients before controlling the effect of trust

Unstandardized Standardized
Coefficients Coefficients
Std.
Error
Model B Beta t Sig.
1 (Constant) 58.940 2.577 22.872 .000
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Perceived risk

-.344 .060

-.319

-5.779

.000

a. Dependent Variable: User adoption

Source: Primary data (2023)

In model 1 above, the results are before controlling the effect of perceived trust on

perceived risk and user adoption of mobile banking. The dependent variable is

perceived risk whereas the independent is user adoption of mobile banking. From the

table above, the beta coefficient for perceived risk is negative (-0.344) implying that

perceived risk negatively influences the user adoption of mobile banking and because

the p-value is significant (0.000<0.05), it means that perceived risk significantly

influences user adoption of mobile banking.

Table 4.7: Coefficients controlling for trust

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
2 (Constant) 11.583 3.911 2.962 .003
Perceived trust .590 042 .750 14.079 .000
Perceived risk 139 .057 129 2419 .016

a. Dependent Variable: User adoption

Source; Primary data (2023)

In model 2, the intention is to control perceived trust (mediating variable) while

perceived risk is the dependent variable and user adoption is the independent variable.

Controlling for the effect of the mediating variable, (perceived trust), perceived risk is

a significant factor (0.016<0.05) associated with the increase (0.139) in user adoption.
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Similarly, perceived trust also increases (0.590) user adoption, and this relationship is

statistically significant (0.003<0.05).

Table 4. 8: Coefficients between perceived risk and perceived trust

Unstandardized Standardized
Coefficients Coefficients
B Std. Error Beta
Model t Sig.
3 (Constant) 80.224 2.770 28.959 .000
Perceived risk -.818 .064 -.597 -12.785 .000

a. Dependent Variable: Perceived trust

Source: Primary data (2023)

In model 3, the dependent variable is perceived trust (mediating variable) whereas
perceived risk is independent. From the above table, the beta coefficient for perceived
risk is negative (-0.597) implying that perceived risk negatively influences perceived
trust and because the p-value is (0.000<0.05), it means that perceived risk significantly

influences perceived trust.

The Sobel test was utilized to examine if perceived trust mediated the relationship
between perceived risk, and user adoption of mobile banking. First, results of simple
linear regression show that perceived trust was a statistically significant predictor of
user adoption of mobile banking (b = -.34, beta = -.32, t = -5.78, p <.01). Next, when
the mediator, perceived trust, was entered in the regression analysis, perceived risk
was no longer a significant predictor of user adoption of mobile banking (b =-.82, beta

=-60, t = -12.79, p > .05).
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Table 4.9: Results of the Sobel Test for the mediating role of trust in explaining

the relationship between perceived risk and user adoption of mobile banking.

| Input: | vTest statistic: : Std. Error: | p-value:
2818 Sobel test: 045377837 005105049 |0
b0 | Awentest 94070064 00512121 [0
5, 064 ‘Goodman test: 046691059 | 005097967 |0
sp 042 | Resetal | Calcuate

The results of the regression were used to compute the Sobel mediating effect. The
calculated value of the Sobel test is -9.45377 and the p-value=0.000 which is
significant in mediating the relationship between perceived risk and user adoption of

mobile banking in Kampala Central Division.

CHAPTER FIVE
DISCUSSION OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
51 Introduction

This chapter contains the discussion of findings, conclusion and recommendations as

well as the limitations of the study and areas for further research
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5.2

5.21

Discussion of findings
The study examined the relationship between customer attitude, perceived risk,

perceived trust and user adoption of mobile banking in Kampala Central Division. The
findings were gathered from individuals with bank accounts.

Perceived risk and user adoption of mobile banking

Obijective one looked at the relationship between perceived risk and user adoption of
mobile banking in Kampala central division. The study findings revealed that there is
a negative and significant relationship between perceived risk and user adoption of
mobile banking. This means that an increase in security risk, privacy risk and financial

risk may lead to a decrease in the user adoption of mobile banking.

These findings are in line with Noreen et al. (2021) whose study found that three
dimensions of perceived risk, namely, security risk, privacy risk, and financial risk
have a significant impact on adoption of mobile banking. It was noted that the
utilization of mobile banking services introduces an element of uncertainty for
customers, potentially leading to perceived risks and consequent losses. These losses
could encompass adverse financial effects or other detrimental outcomes experienced
by the customers.

The findings are also in agreement with Zhang and Kizildag (2018) who argued that
customers usually get hesitant to give in their personal information for example the
visa card details, in fear that their information will be misused thus the low adoption
rate of mobile banking.

The study findings are in line with Almarashdeh et al. (2019) who suggested that in

order to encourage clients to utilize mobile banking services, banks should offer robust
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5.2.2

security options to ensure stability and provide electronic insurance coverage. By
doing so, the perceived risks associated with mobile banking can be minimized,
enhancing customer confidence in using these services.

Customer attitude and user adoption of mobile banking

Objective two looked at the relationship between customer attitude and user adoption
of mobile banking. The study findings revealed a positive and significant relationship
between customer attitude and user adoption of mobile banking. This means that an
improvement in customer attitude may lead to an increase in the user adoption of
mobile banking. A favorable customer attitude will result in massive adoption of
mobile banking whereas an unfavorable attitude discourages adoption of mobile
banking. As customers have different beliefs towards the various innovative
technologies that banks keep developing, if a customers’ attitude towards them is
negative, then mobile banking adoption will be low.

The study findings are in line with the findings of Al Khasawneh (2015); Chavali &
Kumar (2018) whose study findings revealed a positive and significant relationship
between customer attitude and adoption of mobile banking implying that a positive
attitude among customers towards mobile banking increases the likelihood of their
adoption of these services.

The study findings are also in line with the findings of Kalaivani & Sundar Moorthy
(2021) whose study argues that consumers’ attitude towards mobile banking varies
depending on the dynamism in technology and is based on customer expectations.
They expect that when they use mobile banking, they will be in a position to save time,

effort and their money.
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5.2.3 Perceived trust and user adoption of mobile banking

Objective three looked at the relationship between perceived trust and user adoption
of mobile banking in Kampala central division. The study findings revealed that there
IS a positive and significant relationship between perceived trust and user adoption of
mobile banking. This means that when a customer’s perceived trust is high, the rate at
which they will adapt to mobile banking will also be high. In the study of Kumal et
al. (2020), it was noted that significant influence of trust plays a major role in driving
clients to adopt mobile banking. Customers' belief in their banks and their confidence

in them play a pivotal role in encouraging the use of mobile banking services.

The study findings are in line with Mahad et al. (2015) whose observations indicated
that the adoption rate of mobile banking can be significantly enhanced if banks
proactively formulate and implement strategies to bolster trust. Measures such as
employing firewall and certified encryption technology, adopting strict privacy
policies, and reinforcing security measures can foster higher levels of trust among
customers, leading to increased adoption of mobile banking services compared to the

present scenario.

The findings are also in agreement with Hassan et al. (2022) who highlighted that the
presence of customer trust eliminates hesitation in adopting new technologies, as they
are confident in the safety and security of the innovative solutions provided by a

particular company.

The study findings are in line with Kumar et al. (2020) study examining the important
antecedents of the mobile banking adoption intention of Indian customers which

proposed a comprehensive framework by extending the traditional technology
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5.24

acceptance model (TAM). The study's findings revealed that trust has a statistically
positive effect on the mobile banking adoption of customers. The study found that trust
is very influential when it comes to advocating clients to use mobile banking because
customers believe in their banks and have confidence and faith in them. Therefore,
trust positively influences the adoption of mobile banking.

Mediating effect of perceived trust in the relationship between perceived

risk and user adoption of mobile banking in Kampala central division.

Objective four looked at the mediating effect of perceived trust in the relationship
between perceived risk and user adoption of mobile banking in Kampala central
division. In this study, the findings revealed that perceived trust mediated the

relationship between perceived risk and user adoption of mobile technologies.

This means that when individuals perceived higher levels of risk associated with using
mobile technologies, their decision to adopt these technologies was influenced by their
level of trust in the service provider. If they trusted the provider, the perceived risk

would have less impact on their decision to adopt the technology.

On the other hand, if they lacked trust, the perceived risk had a stronger negative effect
on their adoption decision. Perceived trust acted as a mediator, influencing how

perceived risk affected user adoption of mobile technologies (Dawood et al., 2022).

The findings are in agreement with Tang et al. (2019) who found out that when
individuals have higher levels of trust in the mobile technologies or the company
offering them, it helps to mitigate the perceived risks associated with using those

technologies, which in turn leads to a greater likelihood of user adoption. Therefore,
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5.3

trust acts as a mediator between perceived risks and actual adoption behavior,

influencing users' decisions to embrace mobile technologies.

The findings are also in agreement with Dawood, Liew, & Lau, (2022) who carried
out a study investigating mobile perceived trust mediation on the intention and
adoption of Fintech innovations using mobile technology. The research findings
showed that perceived trust is used as a mediator and has a mediation effect on the
intention and adoption. It was noted that trust mediated the intention to use mobile
technology and perceived risk. Trust motivates one to adopt or use mobile banking.
Conclusion

The scope of this study was to establish the relationship between customer attitude,
perceived risk, perceived trust and user adoption of mobile banking in Kampala
Central Division. The model of the study was built on the Theory of Reasoned Action.

The results illustrated that customer attitude, perceived risk, and perceived trust were
all significant in determining the user adoption of mobile banking and that perceived

trust mediated between perceived risk and user adoption of mobile banking in Kampala
central division. While customer attitude and perceived trust affect user adoption of
mobile banking positively, perceived risk affected the user adoption of mobile banking
negatively in Kampala central division. Perceived trust has a higher prediction rate as
compared to customer attitude and perceived risk implying that more emphasis should
be put on perceived trust to have greater improvement in user adoption of mobile
banking in Kampala central division. To have a wide number of people adopt to mobile
banking usage, variety of services like settling of bills, payment of school fees, medical

bills, university fees, insurance premium and purchase of airtime should be made
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5.4

accessible to customers at a relatively low cost. Also government should ensure

mandatory registration of all mobile banking service providers and users in order to

ensure authenticity of the transactions and also reduce on the perceived risk hence

building customer trust and attitude towards adoption of mobile banking in Kampala

central division.

Recommendations

In relation with the analysis, findings and the conclusion, the following

recommendations have been suggested;

It is recommended that the regulations that control provisions of mobile banking are
efficiently robust and mobile banking service providers implement adequate security
measures to protect consumers. This will build the customers’ trust, hence increasing
mobile banking adoption.

Banks should set up more reliable technology that is able to protect customer
passwords and ensure that hackers do not have access to accounts of mobile banking
users. This will help to reduce user privacy and financial risk resulting in an increase

in user adoption of mobile banking.

Banks should proactively formulate & implement strategies to bolster trust such as
employing firewall and certified encryption technology, adopting strict privacy
policies, and reinforcing security measures to foster higher levels of trust among
customers and also increase adoption of mobile banking services compared to the

present scenario.
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5.5

5.6

Limitations of the study
In the study, variables were only limited to three, although there are so many other

factors that can influence user adoption of mobile banking that were not examined in

this study and also the sample size was relatively small.

The study should have included more participants from other regions in Uganda or
include respondents from other districts. Another limitation to this study was the

effectiveness of the questionnaire.

Many factors were not explored because the questionnaire was brief to attract a large
number of respondents, it was not easy to meet respondents who were willing to

participate in the survey or to complete all questions.

Further areas of study

More in-depth research is required to identify other factors that influence user adoption

of mobile banking in Kampala central division and other parts of the world.

The contribution of demographic factors such as age, gender and level of education
towards user adoption of mobile banking adoption was not given much emphasis in
this study, future researchers may investigate the influence of demographic factors in

user adoption of mobile banking
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Appendix 1: Questionnaire

MAKERERE UNIVERSITY

MAKERERE UNIVERSITY BUSINESS SCHOOL FACULTY OF GRADUATE

STUDIES AND RESEARCH
Dear Respondent,
I am Waako Sharon, a Master of Science in Accounting and Finance student of MUBS carrying
out research entitled “customer attitude, perceived risk, perceived trust and user adoption of
mobile banking”. You have been chosen for this purpose and | am kindly requesting you to
complete this questionnaire. Your contribution towards this research is completely academic and

your responses will be treated with utmost confidentiality. The results from this research are
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intended for the award of a degree of Master of Science in Accounting and Finance of Makerere

University. Kindly spare some time and answer the following questions.

Your invaluable time and cooperation are highly appreciated.

SECTION A: BACKGROUND INFORMATION (Tick the most appropriate alternative)

RESPONDENT CHARACTERISTICS

1. Your Gender: Male [ ] Female ||

2. What is your age bracket?

Less than 20 years 21-30 years 31-40 years 41-50 years Above 50 years
1 2 3 4 5

3. Your highest level of education (Please tick one category)
Secondary | Diploma | Bachelor’s Degree | Master’s Degree Others

1 2

3

4

5

4. Are you registered for mobile banking?

Yes[ ]

No[_]

5. What type of mobile banking transactions do you use most?

Transactions

Tick

Savings

Loans

Payments

Withdrawals
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SECTION B: VARIABLE ITEMS
Kindly, evaluate the statements below by circling/ Ticking the box with a number that best suits

your level of agreement about your Mobile Banking. 1= Strongly Disagree (SD), 2= Disagree (D),

3 = Neutral (N), 4 = Agree (A) and 5 = Strongly Agree (SA).

CA CUSTOMER ATITUDE SD SA
Affective Component
| think that using mobile banking for financial transactions is a good idea
CAl 5
CA2 | I need simple mental effort to interact with mobile banking 5
CA3 | | think that learning how to use mobile banking is easy 1
In my opinion, it is desirable for individuals to use mobile banking
CA4 | because of its benefits 1 5
Behavioral Component
CA5 | I have the knowledge to use mobile banking 1
CAG6 | | use mobile banking for my banking needs. 1
CAT7 | I have the resources to use mobile banking. 1
CA8 | I use the mobile banking system to make financial transactions. 1
Cognitive Component
CA9 | I can perform a transfer of money using the mobile banking platform 1
CA10 | Itis easy to check for account balance on the platform of mobile 1
banking
CA1l | | believe mobile banking is convenient 1 5
| believe using mobile banking systems saves time in performing
CAZ12 | banking transactions. 1 5
PR PERCIEVED RISK SD SA
Security risk
PR1 | Conducting my payments on my mobile banking is secure 1
PR2 | Mobile banking is as secure as normal banking 1
PR3 | The law protects payment problems in mobile banking 1
Hackers might take control of my bank account if I use mobile
PR4 | banking services. 1 5
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PR5 | I believe that mobile banking does not have security problems 112,34 5
Privacy risk

PR6 | I trust the technology used in mobile banking 1]2

PR7 | Password protection is reliable in mobile banking 1]2

PR8 | Information about my transactions may be known about by others 34| 5

PR9 | I think using mobile banking services puts my privacy at risk. 34| 5
Financial risk

PR10 | Mobile banking handles my transactions correctly 112]3|4| 5

PR11 | Mobile banking may cause financial loss due to careless mistakes 112,3|4] 5
Mobile banking may cause financial loss due to hacking of financial

PR12 | information 34| 5

PR13 | Anyone could misuse my phone resulting into financial loss 34| 5
Using mobile banking services subjects my banking account to

PR14 | potential fraud 11213/4] 5

PT PERCIEVED TRUST SD|DIN|A|SA
Safety 112,3|4] 5

PT1 | The mobile banking service providers are always helpful 112, 3|4] 5

PT2 | I carry less cash around because | use mobile banking 112,3|4] 5

PT3 | I have no complaints about the mobile banking services 112,34 5
The regulations that control provisions of mobile banking are

PT4 | efficiently robust to protect consumers 1121 34| 5
Mobile banking service providers implement adequate security

PT5 | measures to secure my data 11213/4] 5
Confidence

PT6 | I have no fear about mobile banking services 112,3|4] 5
Mobile banking service providers always keep their promises and

PT7 | commitments 34| 5

PT8 | I have confidence in mobile banking service providers 34| 5
Mobile banking service providers have efficient expertise and

PT9 | resources to provide these services. 11213/4] 5
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Belief

PT10 | Mobile banking services are trustworthy 1 5
It is easy to check for account balance on the platform of mobile
PT11 | banking 5
PT12 | I have high belief in mobile banking companies 5
PT13 | I always use mobile banking because of its reliability 1
| believe using mobile banking services saves time in performing
PT14 | banking transactions 1 5
ubD USER ADOPTION OF MOBILE BANKING SD SA
Perceived usefulness 1 5
Mobile banking services help me in making quick and timely
UD1 | transactions 5
UD2 | Mobile banking makes execution of transactions very easy 5
UD3 | Mobile banking helps me to improve my banking activities 1
using mobile banking increases my chances of achieving tasks that are
UD4 | important to me 1 5
Perceived ease of use
UD5 | Mobile banking services are easy to use 1 5
UD6 | I believe that it is easy to become skillful at using mobile banking 1 5
I think that learning to use mobile banking services does not require a
uD7 | lot of mental effort 1 5
UD8 | My interaction with mobile banking is easy and understandable 1 5
Facilitating conditions
UD9 | I have the necessary resources to utilize mobile banking services 5
UD10 | I have the required knowledge to use mobile banking services 5
If I have difficulty using mobile banking services, there will be
uD11 | professionals or others to help me 1 5
UD12 | Mobile banking services are compatible with other technologies I use 1 5
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Thank you for your time. Well, appreciated
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Appendix 2: Budget

No. | Particulars Total Amount (Shs.) Comment

1 Transport 300,000 This includes transport to the
field, to campus and back home

2 Printing 200,000 This includes printing the
questionnaires and all the reports

3 Internet bundles 100,000

4 Airtime 100,000

5 Data analysis 1,000,000

6 Research assistants 800,000 This money will be paid to the
research assistants who will
help in data collection

7 Stationary 100,000

Total 2,600,000
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Appendix 3: Work Plan

Period Activity

August 2022 — October 2022 Acquisition of research methodology knowledge,
identification of research topic, problem statement,
coming up with the background and application for
research supervisors

November 2022 — January 2023 Meeting up with the supervisors, writing the research

proposal
January -2023 Submission of the research proposal
February — May 2023 Reviewing more literature on the study variables

and more consultations on research as | wait for the
research proposal comments

May 2023 Receipt of research proposal comments and addressing
the comments

June 2023 — August 2023 Submission of the corrected research proposal,

Receipt of introduction letter from GRC, data collection,
analysis and submission of the dissertation.
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Appendix 4: Scatter Graphs
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Appendix 5: Letter of introduction to the field

MAKERERE UNIVERSITY BUSINESS SCHOOL

Plot 21A. New Portbell Road, P. 0. Box 1337, Kampala - Uganda
eneral Line: +256-414-388120; Fax: +256-414-505921

Faculty of Graduate Studies & Research

September 04, 2023

TO WHOM IT MAY CONCERN

Dear Sin'Madam
RE: WAAKO SHARON MSC, ACC&FIN. 2018/ HD1W3R27U

The above named is a student of Makerere University Business School pursuing studies leading to
the award of Master of Scicoee in Accounting and Finance of Makerere University.

She has completed the course work component and i3 cusrently camrying out research on the topic
“Customer Attitude, Performance Risk, Perceived Trust and User Adoption of Mobile Banking
in Kampala Central Division.”

Yours faithfully

Pldha

Nanzya Christin
Senior Administ
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