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ABSTRACT 
The study investigated the propellers of consumer usage of mobile banking technology in 

Anambra State of Nigeria. The specific objectives of the study were to determine the 

influences of perceived usefulness; perceived ease of use; perceived safety; perceived 

credibility and perceived convenience on consumer usage of mobile banking technology. The 

study adopted a survey research design method. The population size of the users of m-

banking technology was unknown while the sample size was 369 derived using a convenience 

sampling technique. The instrument of data collection was the questionnaire. The instrument 

was validated by three research experts. The reliability coefficient value of 0.802 proved the 

consistency of the research instruments. Multiple regression analysis statistical technique 

was used to test the hypotheses formulated to guide the study at 5% level of significance. The 

findings showed that perceived usefulness; perceived ease of use; perceived safety; perceived 

credibility and perceived convenience had significant and positive influences on consumer 

usage of mobile banking technology in Anambra State. The study concludes that the study 

constructs used were significant propellers of consumer usage of m-banking technology. The 

study recommended amongst others that banks should continue to improve the usefulness of 

m-banking technology. Banks should continue to invest more on this technology especially 

for its perceived credibility and convenience for more consumer usage and satisfaction. 

Banks should create more avenues so as to educate the customers on more effective ways of 

using m-banking technology for increased usage and profitability. Banks should address 

more safety measures in order to minimize online frauds and other security issues associated 

with m-banking so as to ensure the sustainability of mobile banking in Anambra State in 

particular and Nigeria at large. 

Key Words: Propellers, M-banking technology, Perceived usefulness, Perceived ease of use, 

Perceived safety, Perceived credibility, Perceived convenience, Nigeria. 
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1.  INTRODUCTION 

The growth of information technology in the world is becoming a crucial factor for the future 

development of businesses and industries all over the world (Porteous & Neville, 2006). 

Undoubtedly, the traditional method of banking is gradually giving way for modern method 

of banking in the 21st century. Pertinently, the traditional method of banking that entails 

increasingly cash transaction has been in existence for many decades (Onodugo, 2015). 

Previously, it is one of the most common methods of carrying out bank transactions in 

different countries of the world both developed and under developed countries (Luaran & 

Lin, 2005). Interestingly, there has been a continuous development of information technology 

in order to help facilitate business operations across the globe especially in banking industry 

where the use of Automated Teller Machine was developed to make of banking transactions 

easier for customers (Salehi & Alipour, 2010). Importantly, the internet and mobile banking 

were developed to enhance consumer more banking experiences. This advancement in 

technology appeared to be beneficial to both developed and developing nations (Lee, 2009).  

Regrettably, the use of mobile banking technology in Nigeria seems to be in unharnessed 

status as opposed to what is experienced in developing economies where mobile banking has 

become a banking culture (Agwu & Carter, 2014). Notwithstanding that mobile banking 

methods have changed how businesses are carried out all over the world (Ngai & Wat, 2002).  

Significantly, the mobile transaction involves mobile payment, mobile online marketing and 

so 

on (Ngai & Gunasekaran, 2007). Contributing, Mohammad (2010) stated that mobile banking

  embraces issuing statements of accounts as well as checking of account history; alerts on 

account activity or passing of set thresholds. It also includes monitoring of term deposits; 

access to card statements; mutual funds/equity statements; insurance policy management; 

pension plan management; access to loan statements; status on cheque, stop payment on 

cheque; ordering check books; balance checking in the account; PIN provision, change of 

PIN and reminder over the internet; domestic and international fund transfers; recent 

transactions; due date of payment; micro-payment handling; mobile recharging; commercial 

payment processing; bill payment processing; peer to peer payments; and deposit at banking 

agent (Mohammad, 2010). Mobile banking is allowing customers to receive text messages 

showing their account balance. Ngai and Gunasekaran (2007) captured that mobile banking 

has spread around the world and it has brought positive changes.  

Specifically, the financial system is very important for economic development of Nigeria. 

Nigeria long-term plan for national transformation which is referred to as Vision 2020, 

identifies financial system as one of six priority sectors under the economic pillar (Ezeoha, 

2005). For Nigerians to effectively access financial services, banks evolve in M-banking 

technology for economic and business sustainability. Also, banks have heavily invested in 

mobile banking in order to reach more customers, provide services anywhere and anytime as 

well as to reduce cost of providing services. Similarly, the Nigerian Communications 

Commission has provided and enabled mobile telephony to grow exponentially hence 

providing a basis for successful mobile banking technology. Unfortunately, there are still 

long queues in the banking halls. This implies that many bank customers have little or no 

knowledge of how mobile banking is used. This could be attributed to a high proportion of 

the bank customers who do not understand mobile banking technology (Porteous, 2007). 

Based on the fact that, Porteous (2007) argued that bank customers still have strong 

disapproving attitudes regarding consumer usage of mobile banking technology in Nigeria. It 

is against this backdrop that the present study sought to uncover the propelling factors and the 
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extent those enablers influence the usage of mobile banking technology in Anambra State of 

Nigeria in order to fill the gap in knowledge.  

 

Objectives of the Study  
The main objective of this study is to investigate the drivers of consumer usage of mobile 

banking technology in Anambra State. The specific objectives are to: 

1. Determine how perceived usefulness influences consumer usage of mobile banking 

technology in Anambra State. 

2. Investigate how perceived ease of use influences consumer usage of mobile banking 

technology in Anambra State. 

3. Examine how perceived safety influences consumer usage of mobile banking 

technology in Anambra State. 

4. Establish how perceived credibility influences consumer usage of mobile banking 

technology in Anambra State. 

5. Examine how perceived convenience influences consumer usage of mobile banking 

technology in Anambra State. 

Research Questions 

The following research questions are raised to address the research problem; 

1.  To what extent does perceived usefulness influence consumer usage of mobile banking 

technology in Anambra State? 

2. To what extent does perceived ease of use influence consumer usage of mobile banking 

technology in Anambra State? 

3.   To what degree does perceived safety influence consumer usage of mobile banking 

technology in Anambra State?  

4. To what degree does perceived credibility influence consumer usage of mobile banking 

technology in Anambra State?  

5. To what extent does perceived convenience influence consumer usage of mobile banking 

technology in Anambra State? 

 

Research Hypotheses  

The following hypotheses were postulated to guide this study:  

HA1: Perceived usefulness has a significant influence on consumer usage of mobile banking 

technology in Anambra State.  

HA2: Perceived ease of use has a significant influence on consumer usage of mobile 

banking technology in Anambra State.  

HA3: Perceived safety has a significant influence on consumer usage of mobile banking 

technology in Anambra State.  

HA4: Perceived credibility has a significant influence on consumer usage of mobile banking 

technology in Anambra State.  

HA5: Perceived convenience has a significant influence on consumer usage of mobile 

banking technology in Anambra State. 

 

Significance of the study 

The study is expected to have managerial and practical implications on major stakeholders 

such as the bank customers, bank managers and proprietors, practitioners and future 

researchers. The study is expected to be of great benefit to the management and proprietors of 

banks as the findings of this study will assist them in making strategic policies and decisions. 

The study is expected to be of great benefits to the marketing practitioners. The findings of 

this study are expected to assist the bank customers in gaining insights and other information 
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as it pertains to the usage of mobile banking technology in Nigeria. The findings of this study 

are expected to enable the bankers acquire more knowledge on customers’ needs on mobile 

banking and transactions. The issue of armed robbery and other social crimes will be nipped 

to the bud since the trend now is on m-banking which this study canvasses for instead of 

traditional cash transaction. Also, the findings of this study is expected to be of great benefits 

to the future researchers as it will be a source of secondary data to them especially for those 

who wish to conduct studies on the related issue.  

Scope of the Study 

The subject scope of this study is propellers of consumer usage of mobile banking technology 

in Anambra State. The geographical scope of this study is restricted to surveying users of m-

banking technology in Onitsha, Awka and Nnewi commercial towns. Also, the three towns 

represent the three Senatorial zones in Anambra State. The unit of analysis for this study are 

the consumers of mobile banking technology. The content scope of this study is limited to the 

propellers of mobile banking technology such as; perceived usefulness, perceived ease of use, 

perceived safety, perceived credibility and perceived convenience. In addition, consumer 

usage of mobile banking technology is the dependent variable of the study. 

 

2.   REVIEW OF RELATED LITERATURE 

2.1:  Conceptual Review 

2.1.1:  Perceived Usefulness  
Davis (1989) defined perceived usefulness as the degree to which a person believes that using 

a particular system would enhance his or her performance. The importance of perceived 

usefulness has been widely recognized in the field of m-banking (Polatoglu & Ekin, 2001). 

Extant literature shows that perceived usefulness in the contest of m-banking exists (Davis et 

al., 1989). Adams et al. (1992) reported that user acceptance of computer is driven to a large 

extent by perceived usefulness. Pikkarainen et al. (2004) also submit that perceived 

usefulness has a direct influence on mobile banking usage. People use mobile banking 

services because they find that using it enhances the productivity of their banking activities 

(Singh, 2012). Wang et al. (2003) discovered that perceived usefulness affect intentions to 

adopt m-banking systems significantly. Hence, the greater the perceived usefulness of using 

m-banking services, the more likely that m-banking will be accepted by users (Polatoglu & 

Ekin, 2001). A customer will have a positive attitude towards m-banking when customers 

feel that using it provides benefits for them (Al-Shomali et al., 2008). Moreover, Pikkarainen 

et al., (2004) submit that perceived usefulness has a direct effect on m-banking usage.  

2.1.2:  Perceived Ease of Use  
The tenet of technology acceptance model maintains that an individual’s belief develops the 

intention to use the system. According to Davis (1989), perceived ease of use refers to the 

degree to which a person believes that using a particular system would be totally free. 

Similarly, Zeithaml et al. (2002) stated that the degree to which an innovation is easy to 

understand and use is seen as perceived ease of use. In addition, Hainudin (2007) and Wang 

et al. (2003) found that perceived ease of use has a positive influence on behavioural 

intention to use the mobile banking. Furthermore with less complexity in interacting with 

system, positive attitude is developed subsequently towards intention and behaviour. Guriting 

and Ndubisi (2006) found that perceived ease of use had a significant and positive effect on 

behavioural intention to use mobile banking. In addition, several researchers have maintained 

that a system that is easy to use will be more widely accepted than the one that is not easy to 

use (Selim, 2003). Furthermore, it is highly expected that the general challenges experienced 

in technology acceptance model are also applicable to internet banking services. 
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2.1.3:  Perceived Safety 

Mobile banking technology is a trust-based system (Altintas & Gürsakal, 2007). Thus, 

perceived security has been widely recognized as one of the main barriers to the usage of 

mobile banking technology (Mattila, 2005). They also maintained that banks offering mobile 

banking services must first convince their customers that the mobile banking services are 

secured and safe. Daniel (1999) found that security concern was important in affecting the 

acceptance and adoption of new technology or innovation. Laforet and Li (2005) discovered 

significant security differences between those customers using mobile banking and those that 

do not and emphasize that the hackers and fraud aspects are important for the non-users. 

Security is an important factor supporting a positive view of m-banking service quality 

(Altintas & Gürsakal, 2007). Chiemeke et al. (2006) reported that the main factors that inhibit 

the usage of mobile banking are security and inadequate operational facilities. Furthermore, 

Mattilla (2007) maintained that mobile banking users seem to be vibrant, educated and also 

willing to accept innovations.  

2.1.4:  Perceived Credibility 

Perceived credibility is about personal belief that a user has in the system to carry out a 

transaction securely and maintain the privacy of personal information (Adesina et al., 

2010).Perceived credibility refers to how a user feels the pleasant consequences of using a 

mobile service when there is no financial risk, physical risk, functional risk, social risk, and 

information risk. Similarly, perceived credibility is the belief that the promise of another can 

be relied upon even under unforeseen circumstances (Suh & Han, 2002). For credibility it is 

necessary for bank to ensure its good reputation and must give confidence to customer about 

its services. There are many fears in the mind of customer but if the credibility of that 

particular bank is at high level than the customer will be assured that his transactions with 

that bank are family safe and there is not much to worry about. If the credibility of bank is 

doubtful the chances of risk will be certainly increased influencing customer not to trust 

easily (Hassan et al., 2012). Also, perceived credibility consists of two important elements: 

privacy and security. Apparently, security component refers to the protection of information 

or systems from unauthorized intrusions (Mohammed, 2010). Fear of inadequate security 

impedes the growth of mobile banking technology (Ezeoha, 2005). In addition, Ramayah and 

Ling (2002) found that mobile banking users were very concerned about security. 

 

2.1.5:  Perceived Convenience  

Perceived convenience appears to be one of the most significant motivators of mobile 

banking usage (Adesina & Ayo, 2010). Undeniably, bank customers can do transaction 

online to pay bills, check balances, transfer funds, apply for auto loans and mortgages. They 

also use other complementary m –banking services at the tip of a finger anytime from 

anywhere to do businesses transactions conveniently (Yu, 2012). Lichtenstein and 

Williamson (2006) indicate that time saving and 24 hours daily services access appear to be 

the most important aspects of the convenience of Internet banking services. Babalakin (2002) 

maintained that as people become more time and leisure conscious, the convenience aspects 

of mobile banking is increasingly valued. Also, mobile banking had made banking services 

more convenient, faster, given easy accessibility and reducing the stress of visiting the bank’s 

branch thereby making transaction possible anywhere regardless of where the branch of the 

bank is located (Babalakin, 2002). Because of the convenience of m-banking technology, 

electronic banking came up and overwhelmed the traditional banking method with the aim of 

reducing the amount of time used by customers, make transaction more convenient and easy 

for customers and thus making it possible for customers to carry out their transaction any 

where designed for that. 
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2.1.6:  Consumer Usage of M-Banking Technology 

The use of mobile banking is on the increase and even countries with poor infrastructural 

facilities are now using it for business transactions. The growth of mobile banking varies 

from countries to countries but with high usage rate in the developed economies than the 

under developed counterparts. However, consumers make decisions when they are making 

purchases. Banks study these customers’ profile in order to have better understanding of who 

their customers are, help them know the factors that influence them when doing mobile 

transactions. M-banking is expected to increase customer satisfaction, reduce the cost of 

distribution (Langendoerfer, 2002). The higher the number of people using m-banking, the 

higher the money saved. Robinson (2000) maintained that the cost of making e-transaction is 

lower than the cost of making branch transaction. M-banking strengthen the relationship 

between the banks and their customers because it brings banking service directly to the 

people which eventually leads to customers loyalty. In addition, mobile banking provides 

more benefits to its users (Herzberg, 2003). M-banking services are used anywhere at a 

reduced price, this makes it convenient for users compared to the traditional banking 

method. M-banking facilitates prompt responses from the customer due to its unique features 

(Kemper & Wolf, 2002). In addition, mobile banking technology provides self-service which 

is more cost effective (Ahonen, 2002).  

2.2:  Theoretical Underpinning: Theory of Technology of Acceptance Model  

The theory of Technology Acceptance Model (TAM) was propounded by Fred Davis in 

1985. The theory states that consumer’s motivation to use a new technology is influenced by 

its perceived usefulness, its perceived ease of use, perceived safety and consumer attitude 

toward using the technology. The theory assumes that the readiness of a consumer to use or 

not to use a new technology is determined by his or her attitude towards it based on the stated 

propelling factors. According to the theory, consumer attitude to use an m-banking 

technology is influenced by its perceived usefulness, perceived ease of use, perceived safety 

and perceived convenience. Furthermore, the perceived credibility, perceived convenience 

and perceived self-efficacy were also extended and integrated in this theory in order to 

explain clearly the behavioural intention and usage of mobile banking technology. The 

relevance of this theory to the present study is that the independent variables of this study 

were rooted on this theory. 

 

2.3:   Empirical Review 

Luarn and Lin (2005) examined ‘user’ behavioural intention to use mobile banking service in 

Nigeria. The study adopted a descriptive survey research design. The population of the study 

was unknown while the sample size was 227. The instrument used to generate data from the 

respondents was the questionnaire. The statistical technique used was regression analysis. 

The findings revealed that perceived usefulness, self-efficacy, credibility and perceived ease 

of use were the factors influencing the behavioural intention to use mobile banking in 

Nigeria.  

Zhou et al. (2010) integrated the unified theory of acceptance and use of technology and task 

technology fit to investigate m-banking user adoption. The study examined social influence, 

perceived performance and task technology fit influences on consumer adoption behaviour of 

mobile banking. The study adopted a descriptive survey research design. The population of 

the study was unknown while the sample size was 322. The instrument used was the 

questionnaire. The study found that social influence, perceived performance and task 

technology fit significantly influence consumer adoption of m-banking. 

Riquelme and Rios (2010) investigated the factors influencing the adoption of m-banking 



African Journal of Business and Economic Development | ISSN: 2782-7658 

Vol. 2, Issue 1 (January, 2022) | www.ijaar.org 
 

139 

usage in Singapore.  The study variables that were investigated were; social risk, perceived 

usefulness and social influence. The study adopted a survey research design method. The 

population of the study was unknown while the sample size was 207. The questionnaire was 

used. The findings revealed that social risk, perceived usefulness and social influence were 

the most important factors that influence consumer intention to use m-banking facilities in 

Singapore. 

Kazi (2013) examined the influencing factors on the intention to adopt m-banking services in 

Pakistan. Technology Acceptance Model was used. Convenience sampling method was. Data 

was collected through self administered questionnaire. The study analyzed 220 valid copies 

of the instrument. The study found that convenience, perceived credibility and perceived 

usefulness had significant and positive influence on the intention to adopt m-banking.  

Adesinasi (2012) assessed mobile banking adoption and consumer behaviour in Nigeria. The 

study adapted the theory of innovation, diffusion and adoption. The study adopted a 

descriptive survey research design. The population of the study was unknown while the 

sample size was 270. The instrument used was the questionnaire. The findings showed that 

perceived credibility and perceived financial cost have stronger effects on consumer intention 

to use m-banking service than perceived usefulness and perceived ease of use. 
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2.4:  Proposed Research Model for the Study 

 

 

 

 

 

    

   

  

  

  

  

 

       

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Proposed Research Model for the Study 

Source: Adapted from Davis (1989). Perceived usefulness, perceived ease of use and user 

usage of mobile technology, MIS Quarterly, 13(3), 318-339. 

3.   MATERIALS AND METHODS 

This study adopted a survey research design method. The area of the study is Anambra State 

of Nigeria. The target population for this study comprised of users of mobile banking 

technology in Anambra State of Nigeria. The population size is unknown because there is no 

database or sampling frame of users of mobile banking technology. Also, banks did not 

reveal the total number of customers that engage in m-banking technology. The sample size 

of the study was 369 determined using Cochran (1977) formula which is used for the 

determination of the sample size for unknown population size. A convenience sampling 

strategy was adopted for the selection of the sampling elements. The data for this study were 

generated from primary sources. Primary data were sourced through a field survey. This was 

facilitated using copies of the questionnaire as the research instrument. The research 

instrument was developed from the literature and modified to suit the context of this study. 

The questionnaire was designed by adopting Likert type scale.  
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The validity of the instrument for this study was established through face and content 

validity. However, the instrument of this study was validated by three research experts. The 

reliability of the instrument for this study was established through a pilot study. The 

researcher conducted a pilot study by using 25 users of m-banking technology as the pilot 

respondents in Enugu. The pilot trial study response scores were compared and correlated 

after two administrations, using the same pilot respondents at an interval of about two weeks. 

The scores from the two administration of instrument were collated and computed using 

Cronbach alpha correlation. The Cronbach alpha reliability average result of 0.802 proved the 

internal consistency of the instrument. Furthermore, the internal consistency of the instrument 

ensured that the data collected and the analytical tools used in the main study are good, 

sound, compatible, reliable, appropriate, dependable and consistent. The formulated 

hypotheses were tested using multiple regression analysis statistical technique at 5% level of 

significance. The decision rule is to accept null hypothesis if the P-value is greater than 5% 

significant level used as standard and reject null hypothesis if the P-value is less than 0.05 the 

stipulated significant level. Also, accept null hypothesis if the computed t-value result is less 

than the critical t-value of 1.96; otherwise reject null hypothesis.  

The model specification for the dependent and independent variables of the study is as 

follows:  

CUMBT = α0 + β1PUS + β2PEU + β3PSA + β4PCR + β5PCO + μ 

Where: 

α0 =  constant (intercept),  

β1 - β5 =  Coefficient of parameter  X1 - X5,  

μ = Error term 

PUS = Perceived Usefulness,  

PEU = Perceived Ease of Use,  

PSA = Perceived Safety  

PCR = Perceived Credibility,  

PCO = Perceived convenience 

CUMBT = Consumer Usage of Mobile Banking Technology  

4.   RESULTS 

The researcher distributed three hundred and sixty nine copies of the questionnaire to the 

respondents but only two hundred and eighty eight valid copies were used for analysis. 
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 Table 1:   Characteristics of the Respondents 

Items  Frequency Percentage 

Gender 

Male 

Female 

Total 

 

171 

117 

288 

 

59.4 

40.6 

100 

Age 

Below 25years 

25-30ysears 

31-40years 

Above 40years 

Total 

 

36 

96 

74 

82 

288 

 

12.5 

33.3 

25.7 

28.5 

100 

Marital Status 

Single 

Married  

Divorced 

Total 

 

150 

119 

19 

288 

 

52.1 

41.3 

6.6 

100 

Education Qualification Level 

Degree  

NCE  

HND 

Others 

Total 

 

92 

41 

60 

95 

288 

 

31.9 

14.2 

20.8 

33.0 

100 

Income level (monthly) 

Below ₦50,000 

₦50,000-₦100,000 

₦101,000-₦200,000 

Above ₦200,000 

Total 

 

  23 

  27 

   99 

  139 

  288 

 

 7.9 

 9.3 

34.4 

 48.3 

 100 

       Source: Field Survey, 2021. 

 

Table 2: Responses on Perceived Usefulness 

Items       SA A D SD     Total   

       (4) (3) (2) (1) 

Mobile banking is useful in bank transaction  52 152 47 37 288 

M-banking reduces stress of going to bank 163 40 22 63      288 

Mobile banking reduces long queue in banks 102 122 44 20 288 

Mobile banking transfers money fast  105 102 68 13 288

 Source: Field Survey, 2021. 

 

Table 3: Responses on Perceived Ease of Use                  

Items      SA A D       SD        Total  

       (4) (3) (2) (1)  

Mobile banking is very easy to use  64 122 48 54 288 

M-banking does not require much processes   122 82 46 38 288 

Mobile banking can be used at ease  100 144 18 26  28 

Mobile banking app is very easy to operate 118 100  52  18 280 

Source: Field Survey, 2021. 
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Table 4:   Responses on Perceived Safety 

Items       SA A D SD Total 

       (4) (3) (2) (1)  

Mobile banking app is highly secured  102  82 62 42  288 

Mobile banking services attracts online fraud 18         38  92 140 288 

Mobile banking reduces security consciousness  99       116       43 30 288 

Mobile banking is highly standardized   88       102  72 26 288           

Source: Field Survey, 2021. 

 

Table 5: Responses on Perceived Credibility 

  Items       SA  A D SD Total 

        (4)  (3) (2) (1)  

      M-banking reduces the risk of carrying cash      70    120 46 52 288 

Mobile banking is more protective    124  88 20 56 288 

Mobile banking usage is effective in operation   160  38 28 62 288 

Mobile banking app is handled by customers   118 102 42 26 288

 Source: Field Survey, 2021. 

 

Table 6:   Responses on Perceived Convenience 

Item           SA     A   D SD     Total 

               (4)     (3)  (2) (1)  

Mobile banking service can be done at any time      92     120   44  32  288 

Mobile banking service takes no stress to adopt     120    100   50  18  288 

M-banking is very convenient to operate       98    124   56  10  288 

M-banking is useful even where there is no bank     88    110   78  12  288 

Source: Field Survey, 2021. 

 

Table 7: Responses on Consumer Usage of Mobile Banking Technology 

Items               SA       A        D  SD   Total     

                (4)      (3)      (2)  (1)  

Consumers use m-banking due to its perceived usefulness   98      130    40   20 288 

Consumers use m-banking due to its perceived ease of use  95   124    51   18 288 

Consumers use m-banking due to its perceived safety        115   113    40   20 288 

Consumers use m-banking due to its perceived credibility  103   117    36   32 288 

Consumers use m-banking due to its perceived convenience 98   116    54   20 288

 Source: Field Survey, 2021.  

Table 8: Multiple Regression Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .722
a
 .720 .718 .0043 1.998 

a. Predictors: (Constant), PUS, PEU, PSA, PCR, PCO. 

b. Dependent Variable: Consumer Usage of M-banking Technology. 
  



African Journal of Business and Economic Development | ISSN: 2782-7658 

Vol. 2, Issue 1 (January, 2022) | www.ijaar.org 
 

144 

Table 9: Multiple Regression ANOVA
 
Result 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 6.213 5 1.144 208.994 .000
b
 

Residual .712 154 .003   

Total 7.129 158    

a. Dependent Variable: Consumer Usage of M-banking Technology. 

b. Predictors: (Constant), PUS, PEU, PSA, PCR, PCO. 

        Source: SPSS Output, 2021. 

Table 8 indicates that R-Squared value is 0.720 which shows the coefficient of determination 

of the regression model. The adjusted R
2
 value is 0.718. Table 9 shows the F-statistic value of 

208.994 with its corresponding probability value of 0.000 which is less than 0.05. Therefore, 

the model is statistically significant in explaining the relationship between the independent 

and dependent variables. This implies that the model is accepted and also fit well with the 

data used. Table 8 also indicates that the Durbin-Watson statistics value of 1.998 implies that 

there is no auto-correlation among the explanatory variables used in the model. This portrays 

absence of auto correlation in regression model used. The variables are distinct from each 

other.  

Test of Hypothesis One: 

HO1: Perceived usefulness has no significant influence on consumer usage of mobile 

banking technology in Anambra State. 

HA1: Perceived usefulness has a significant influence on consumer usage of mobile banking 

technology in Anambra State. 

 

Based on the result as shown on table 10, the standardized coefficient value for perceived 

usefulness is 0.731; the absolute t-statistic value is 13.201 with a corresponding p-value of 

0.000. Since 0.000 is less than 0.05 the stipulated level of significance for the study, the 

decision is to reject the null hypothesis and accept the alternative hypothesis which states that 

perceived usefulness has a significant influence on consumer usage of mobile banking 

technology in Anambra State of Nigeria. 

 

Test of Hypothesis Two: 

HO2: Perceived ease of use has no significant influence on consumer usage of mobile 

banking technology in Anambra State. 

HA2: Perceived ease of use has a significant influence on consumer usage of mobile 

banking technology in Anambra State. 

 

Table 10: Multiple Regression Coefficients
 
Result 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 3.019 .021  22.034 .000 

PUS .714 .001 .731 13.201 .000 

PEU .392 .000 .405 7.166 .001 

PSA .271 .002 .276        3.770  .006 

PCR .337 .001 .239 3.055 .021 

PCO .702 .000 .706 21.162 .000 

a. Dependent Variable:  Consumer Usage of M-banking Technology. 
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Based on the result on table 10, the standardized coefficient value for perceived ease of use is 

0.405; the absolute t-statistic value is 7.166 with a corresponding p-value of 0.001. Since 

0.001 is less than 0.05 the stipulated level of significance for this study, the decision is to 

reject the null hypothesis and accept the alternative hypothesis which states that perceived 

ease of use (PEU) has a significant influence on consumer usage of mobile banking 

technology in Anambra State. 

 

Test of Hypothesis Three: 

HO3: Perceived safety has no significant influence on consumer usage of mobile banking 

technology in Anambra State. 

HA3: Perceived safety has a significant influence on consumer usage of mobile banking 

technology in Anambra State. 

 

The result on Table 10 demonstrates that the standardized coefficient value for perceived 

usefulness is 0.276; the absolute t-statistic value is 3.770 with a corresponding p-value of 

0.006. Since 0.006 is less than 0.05 the stipulated level of significance for this study, the 

decision is to reject the null hypothesis and accept the alternative hypothesis which states that 

perceived safety has a significant influence on consumer usage of mobile banking technology 

in Anambra State. 

 

Test of Hypothesis Four: 

HO4: Perceived credibility has no significant influence on consumer usage of mobile 

banking technology in Anambra State. 

HA4: Perceived credibility has a significant influence on consumer usage of mobile banking 

technology in Anambra State. 

 

Based on the result as shown on table 10, the standardized coefficient value for perceived 

credibility is 0.239; the absolute t-statistic value is 3.055 with a corresponding p-value of 

0.021. Since 0.000 is less than 0.05 the stipulated level of significance for this study, 

therefore, the decision is to reject the null hypothesis and accept the alternative hypothesis 

which states that perceived credibility has a significant influence on consumer usage of 

mobile banking technology in  Anambra State. 

 

Test of Hypothesis Five: 

HO5: Perceived convenience has no significant influence on consumer usage of mobile 

banking technology in Anambra State. 

HA5: Perceived convenience has a significant influence on consumer usage of mobile 

banking technology in Anambra State. 

 

A cursory look on table 10 shows that the standardized coefficient value for perceived 

convenience is 0.706; the absolute t-statistic value is 21.162 with a corresponding p-value of 

0.000. Since 0.000 is less than 0.05 the stipulated level of significance for this study, the 

decision is to reject the null hypothesis and accept the alternative hypothesis which states that 

perceived convenience has a significant influence on consumer usage of mobile banking 

technology in Anambra State. 

5.    Discussion of Findings 

This study examined the propellers of consumer usage of mobile banking technology in 

Anambra State of Nigeria. The findings revealed that perceived usefulness has a significant 

and positive influence on consumer usage of mobile banking technology in Anambra State. 
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This finding is in agreement with the findings of (Medhi et al., 2007; Riquelne, 2010) that 

perceived usefulness plays a crucial role on new technology usage. The findings also show 

that perceived ease of use has a significant and positive influence on consumer usage of 

mobile banking technology in Anambra State. This finding is in line with the findings of 

(Oluchi et al., 2013). In addition, perceived safety has a significant and positive influence on 

consumer usage of mobile banking technology in Anambra State. The finding is in harmony 

with the finding of (Adesina, 2012) that found that perceived safety influences the usage of 

new m-mobile technology. Additionally, perceived credibility has a significant and positive 

influence on consumer usage of mobile banking technology in Anambra State. This finding is 

in line with the findings of (Medhi et al., 2007; Riquelne, 2010). Furthermore, the findings 

revealed that perceived convenience has a significant and positive influence on consumer 

usage of mobile technology in Anambra State. The finding is also in accord with the findings 

of (Luarn & Lin, 2005; Riquene, 2010) that perceived convenience is a significant propeller 

of mobile banking usage in Anambra State of Nigeria. 

   

6.  Conclusion and Recommendations    

The study has provided a comprehensive understanding that perceived usefulness, perceived 

ease of use, perceived safety, perceived credibility and perceived convenience are significant 

propellers of consumer usage of mobile banking technology in Anambra State of Nigeria. 

Therefore, based on the findings, it was concluded that perceived usefulness, perceived ease 

of use, perceived safety, perceived credibility and perceived convenience are significant and 

important factors influencing the adoption and consumer usage of mobile banking technology 

in Anambra State of Nigeria. The study concludes that it is important for mobile banking 

service providers to emphasize the benefits of mobile banking technology to their various 

customers for enhance patronage. Based on the findings, the study recommends that: 

1. Banks should continue to improve, promote and propagate the usefulness of m-banking 

technology to their customers and users. They should continue to invest more on this new 

technology especially for its perceived usefulness for more usage and satisfaction. 

2. Banks should create an avenue to educate the customers on how to use the m-banking 

technology for ease of transaction in order to enhance more usage. 

3. Banks should address more safety measures in order to minimize online frauds and other 

security issues associated with mobile banking technology so as to ensure the 

sustainability of mobile banking technology. Banks should also proffer more safety 

measures in order to guarantee adequate security of its users  

4. Banks should emphasize more on how credible m-banking technology is to their various 

users. They should also assure customers that their money is always safe.  

5. Banks should educate the users of m-banking services on how convenience the mobile 

banking technology is when operating m-banking services as this would encourage more 

usage to mobile banking technology. 
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