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ABSTRACT

With the rapidgrowthofmobilephoneusage,mobile serviceshave influencedmany industries
includingbanking.Mobilebankinghasbecomeapopularserviceasitoffersaconvenientchannel
forcustomerstoperformbankingtransactions.Nevertheless,notallcustomersfeelsafeperforming
financialtransactionsonline.Trusthasbecomeacrucialelementonwhethercustomerschooseto
usemobilebanking.Asacomparativestudy,thisresearchexaminesfactorsandbankcustomers’
characteristicsthatinfluencetrustinmobilebankingbetweenU.S.andThaimobilebankingcustomers.
ThreehundredandeightUSAconsumersandtwohundredandfifty-twoThaiconsumersparticipated
inthisstudy.Theresultsfoundmultiplesignificantfactorsinfluencingtrustandusageofmobile
banking.This study expandsonprevious trust andmobilebankingusage research andprovides
practicalimplicationsforcross-culturalstrategiesinmobilebanking.
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INTRodUCTIoN

Emerging technologiesoften result innewopportunities, choices, andpossibilities,whichallow
businessestoopennewchannelsforofferingproductsorrenderingservicestosuittheircustomers’
needs(Bhattacharjeeetal.,2006;HajliandFeatherman,2017).Theavailabilityofnewonlineservices
hasaffectedthesurvivalorsuccessoforganizations(Bapnaetal.,2014).Bankingisoneindustry
thathasneededtosignificantlyexpandtheironlineservicesthroughtheuseofnewtechnologies,
adaptingtomeettheneedsoftheircustomers.Therapidadoptionofmobiletechnologyhasledto
thegrowthofmobilebankingservices(Al-Otaibi,2018).Deliveringonlineservicesthroughmobile
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bankingappsshiftstheinteractionwithcustomerstomobiledevicesandcanbeakeycomponent
ofcustomersatisfaction,customerretention,andultimately,bankingsuccess(Sampaioetal.,2017).

Empiricaldatahasdeterminedthatacustomer’sperceptionofvalueisoneofthefactorsthatwill
indicateuserloyalty.Thisfactoraffectswhetheracustomerstayswithacompanyandisacritical
elementtothebankingsectorasitaffectscompanyearnings(Liebana-Cabanillasetal.,2016).Mobile
bankingisabankingchannelwhichprovidesvaluetocustomersandmaypotentiallyinfluencethe
loyaltyofcustomersasitcombinestheconveniencesofInternetbankingandprocessingtransactions
throughagenerallyeasytousemobileinterface(Song,2015).Inaddition,mobilebankinghasbeen
showntoincreasethecommitmentandallegianceofbankcustomers(Liebana-Cabanillasetal.,2016).

Recently,thenumberofconsumersowningsophisticatedmobilehandhelddevices,i.e.,smart
phones, has rapidly increased (Gerpott et al., 2013;Kimet al., 2013).However, despite a rapid
increaseinsmartphoneusers,notallbankingcustomersarereadytoembracethismobilebanking
channel(Changchitetal.,2018).Banksstillfacechallengeswhendeployingthetechnologybecause
agoodnumberofcustomersarereluctant tousemobilebankingforavarietyofreasons(Hong,
2019).Onereasonforthisisthelackoftrust.Trustplaysacrucialroleindeterminingthesuccess
ofE-commerce,notonlyattractingnewcustomersbutalsoretainingcustomerssotheycontinue
makingpurchases(AngriawanandThakur,2008).InasurveyconductedbyCenterforInternational
GovernanceInnovation,52%ofglobalusersarenowmoreconcernedaboutprivacy thanayear
agoand81%expressedcybercriminalsastheirprimarysourceofconcern(CIGI-Ipsos,2018).In
Malaysia,91%ofonlineusersdidnotshoponlinebecauseof lackof trustwithonlineshopping
(Samueletal.2015).TrustisamajordeterminantinthesuccessofE-commerce,andthereisaneed
forcompaniesprovidingservicesthroughtheInternettoincreasetheleveloftrustthattheircustomers
have(Wingreenetal.,2018).Inthebankingindustry,trustisrelatedtosecurityandprivacy.These
factorsareevenmoreimportantformobilebankingandarethemajorhurdlesthatimpedecustomers
toadoptmobilebanking(Yousafzaietal.,2009;Masrek,2018).

Both antecedents and consequences of trust have been widely examined in E-Commerce
research(AngriawanandThakur,2008;Wingreenetal.,2018).However,mostofthestudieson
trusthavefocusedonE-commerceratherthanonlinebanking.Inaddition,fewstudieshaveexplored
themotivationsformobilebankingadoptioninacross-culturalmanner(YuandChantatub,2015).
Althoughpriorstudieshaveexaminedtheimpactofsocialinfluencesontrustinmobilebanking
(Malaquiasetal.,2017;Malaquiasetal.,2019),theresultsareinconclusive.Inaddition,theimpact
ofcultureontrustinmobilebankinghasnotbeenexamined.Therefore,itseemsfruitfultostudy
trustinthemobilebankingcontexttoinvestigatetheimpactthatcultureandnormativebeliefshave
ontrust.Thisstudyinvestigatesthedeterminantsoftrustspecificallyinthemobilebankingcontext
andexaminestheimpacttrusthasontheattitudetowardstheuseofmobilebanking.Astheconcept
oftrustislikelytovaryacrosscultures(Austinetal.,2006),thisstudyexploresmobilebankingtrust
intwodifferentcultures,theU.S.andThailand.ThecomparisonbetweentheU.S.andThailandwas
chosenbecausebothcountriesshowahighpercentageofmobilebankingusage(64%inThailand
and42%intheU.S.)(Statista,2018),yetthesecountriesvarygreatlyontheirculturaldimensions
(Hofstede,1984).

For thisstudy,wecomparetheU.S.andThaimobilebankingcustomersandinvestigate the
question:Whatistheroleoftrustinmobilebankingforthesetwonationalities?Asacomparative
studybetweenthesetwonationalities,weexamineantecedentstotrustandtheinfluencethattrust
inmobilebankinghasonbankcustomers’attitudetowardsusingmobilebanking.Thereareseveral
contributionsofthisresearch.Thisstudycontributestosystemadoptiontheory,showingthattrustis
aninfluencingfactoronattitudetowardsuse,particularlyforInternet/mobilefinancialtransactions.
Furthermore,thisstudyexpandsonthebodyofliteratureoftrustinonlineandmobilesettings.Also,
asthisstudycross-examinedusersintheU.S.andThailand,theresultscontributetotheliteratureof
theculturalimpactonsystemadoptionandprovidespracticalimplicationsforcross-culturalstrategies
inmobilebankingandglobalmarkets.Theresponsesweregatheredfromsubjectsexperiencedwith
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mobilebankingandthepracticalimplicationsshouldhelpbanksbetterunderstandtheneedsoftheir
customers.

LITeRATURe ReVIew ANd THeoReTICAL BACKGRoUNd

Withtherapidgrowthofmobilephones,mobileserviceshavebecomeapromisingalternativefor
manyindustriesincludingbanking(AlSoufiandAli,2014).Bankshaverealizedthatmobilebanking
isausefultooltoconnectwithcustomers,whichinturnpositivelyaffectsprofits(YuandChantatub,
2015).Theadoptionofthistechnologyallowsbankcustomerstoconductthefinancialtransactions
convenientlywithoutthetimeandspaceconstraints(Khan,2018).However,despitemanybenefitsof
mobilebanking,theuseofmobilephonesortabletstoconductbanktransactionsoraccessfinancial
informationisnotaswidespreadasexpected(DineshwarandSteven,2013;Shaikhetal.,2015;Shih,
Hung,andLin,2010).Whetherornotcustomersusemobilebankingwilldependonafewvariables
suchaswhethertheytrustthewebsiteorapp,theeaseofuse,andthecompatibilitywithacustomer’s
lifestyle(Boatengetal.,2016).

Trust
Trusthasalwaysbeenanimportantfactorininfluencingconsumerbehavior(GefenandStraub,2003;
JarvenpaaandTractinsky,1999).Therehavebeennumerousattemptstodefineandprovidemeaning
totheconceptoftrust.Moorman,Deshpande,andZaltman(1993,p.82)definetrustas“awillingness
torelyonanexchangepartnerinwhomonehasconfidence.”Trustcanbeexplainedasawillingness
torelyonanexchangepartnerfordesiredbenefits(LeeandTurban,2001;BaandPavlou,2002).

Manycustomersarereluctanttoadoptmobilebankingfortheirbankservicesbecauseoftheir
concernswithuncertaintyandsecurity(Islam,2014).Socialmediahasgreatlyinfluencedcustomers’
habitsbypostingtheirpositiveornegativeexperienceswithcompaniesforotherstosee.Customers’
fearofapotentialbreachofdataor identity theft isperhapsamajorconcernandafactor in the
acceptanceofmobilebanking.Itisvitalforfinancialinstitutionstogivethecustomerasenseoftrust
sotheycanacceptandusemobilebanking(Song,2015).

Inregardtotrust,therearemanystudiesthathaveexaminedtrustinE-commerce.Arecentmeta-
analysisonthisfoundthatinEcommerce,theantecedentsfortrustareperceivedsecurity,disposition
totrust,perceivedreputation,perceivedrisk,perceivedsystemquality,perceivedinformationquality,
perceivedusefulness,perceivedprivacy,andperceivedservicequality(Kimetal.,2017).Consumer
trustinInternettransactionshasbeendifficulttodevelopandmaintainduetoprivacyandsecurity
issues(Coupey,2001;Srinivasan,2004).Thelackofphysicalcontactbetweencustomersandonline
businessesusuallycausescustomerstoperceiveonlinetransactionsashavingahigherriskandmore
uncertain.Itiscrucialforcustomerstoknowthattheirtransactioninformationwillbekeptconfidential
andsecurebeforetheyarewillingtomaketransactionsonline.Austinetal.(2006)examinedthe
keyindicatorsoftrustandsuggestedsixdimensionsasbeingofcriticalimportanceinenhancing
consumertrustwithintheonlinetravelmarketplace:orderfacilitationeffort,websitepresentationand
navigation,customerinformationexchange,customercontrolandcollaboration,transactionalsecurity
andpriorknowledgeofvendor.Inregardtotheeffectsofcultureontrust,onestudythatexamines
thisfoundthatthenationalcultureexplained23%ofthevarianceoftrust(Hallikainenetal.,2018).

Therearealsostudiesthathaveexaminedtrustinthecontextofmobilebanking.Studieshave
foundvariouscategoriesof factors that influence trust inmobilebanking. InTable1below,we
havecategorizedthevariousfactorsthatbeenfoundinpriorstudiesthathavebeenshowntohavea
significantrelationshiponmobilebankingtrust.AsshowninTable1,therearevariouscharacteristics
of the user that have shown to significantly affect trust (gender, age, self-efficacy, personal
innovativeness,andpropensitytotrust).Inaddition,auser’sperceptionaboutthebankreputation
hasbeenshowntoaffecttrust(structuralassurance,riskperceptions,bankreputation,bankintegrity,
andservicequality).Inaddition,auser’sperceptionaboutthemobilebankingsystem(perceived
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security,perceivedprivacy,informationquality,systemquality,perceivedeaseofuse,andperceived
systemsatisfaction)hasbeenshowntoaffecttrust.Studieshavealsofoundfactorsregardingthetask
thatauser’splanonaccomplishingthroughmobilebanking(taskcharacteristics,utilitarianvalue,
andrelativebenefits)hasaneffectontrust.Thelastareathatstudieshavefoundtobeaninfluencing
factorontrustinmobilebankingistheinfluenceofothers,usuallyreferredtoassocialinfluences.

However,socialinfluenceshavenotbeenshowntobeafactorthatconsistentlyaffectstrust.
Malaquiasetal.(2019)foundthatsocialinfluencessignificantlyaffectedtrustinBrazilianrespondents,
but not in U.S. respondents. This suggests that there may differences between countries in how
trustperceptionsareaffected.Perhapsthecultureofacountrycouldinfluencetrustperceptionsor
perhapsthenormativebeliefsmayinfluenceusersindifferentwaysdependingontheirculture.For
thisstudy,weseektobetterunderstandtheimpactthatculturehasontrust.Althoughtheconcept
oftrustissituation-specific,italsomayvaryacrosscultures(Austinetal.,2006).Inthefollowing
section,weaddresstherolethatcultureandnormativebeliefsmayplayinaffectingtheperceptions
andbehaviorsofusers.

Culture and Normative Beliefs
Culturehas longbeen recognizedasan important factor shapingconsumerbehavior (Changchit
etal.,2014).Hofstede(1984)definedcultureas,“thecollectiveprogrammingofthemindwhich
distinguishesthemembersofonegroupfromanother”(1984,p.21).AccordingtoHofstede(1984),

Table 1. Factors Affecting Trust in Mobile Banking

Category Factor Studies Finding Significant Relationships

User
Characteristics

Gender Malaquiasetal.,2016

Age(negativerelationship) Malaquiasetal.,2016;Malaquiasetal.,2017

Self-Efficacy Zhou,2012

PersonalInnovativeness Malaquiasetal.,2016;Malaquiasetal.,2017

PropensitytoTrust Kimetal.,2009

BankReputation
Factors

StructuralAssurance Zhou,2011;Zhou,2012;Kimetal.,2009;Sunet
al.,2017;Yu,2015

RiskPerceptions(negativerelationship) Malaquiasetal.,2016

BankReputation Zhou,2012;Chaudhryetal.,2016

BankIntegrity VanDeventeretal.,2017

ServiceQuality Zhou,2012

PerceivedCredibility Chaudhryetal.,2016

Perceptionsof
MobileBanking
System

InformationQuality Zhou,2011;Zhou,2012;Sunetal.,2017

SystemQuality Zhou,2012;Chaudhryetal.,2016

PerceivedEaseofUse Sunetal.,2017

PerceivedSystemSatisfaction Sunetal.,2017

PlannedMobile
BankingTasks

TaskCharacteristics Malaquiasetal.,2016

UtilitarianValue Malaquiasetal.,2017

RelativeBenefits Kimetal.,2009

Influenceof
Others SocialInfluences* Malaquiasetal.,2016;Malaquiasetal.,2017;

Malaquiasetal.,2019

* Significant relationship not always found
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culture refers toa“collectivephenomenon,”as it isat leastpartlysharedwithpeoplewhohave
livedwithinthesamesocialenvironmentwhereitwaslearned.Itisthecollectiveprogrammingof
themindthatdistinguishesthemembersofonegrouporcategoryofpeoplefromanother.Culture,
therefore,affectspeople,practicesandattitudes.Culture-relatedstudiesmostlyadoptedthecultural
frameworkdevelopedbyHofstede(1984)totheirstudiesasitiswell-validated(Chungetal.,2012).
Thisframeworkconsistsoffourculturalindexesnamelyindividualismversuscollectivism,masculinity
versusfemininity,powerdistance,anduncertaintyavoidance.

WhileHofstede’sworkwasfirstappliedtohumanresourcemanagement,itisnowincreasingly
usedinbusinessandmarketingstudies(Yoon,2009).Culturehasbeenconsideredafactorinfluencing
ITadoption(Harvey,1999;Palvia,1998).Straub,Keil,andBrenner(1997)foundthatthetechnology
acceptancemodel(TAM)couldnotpredicttechnologyuseacrossallcultures.Thestudyexamined
TAMacrossthreecountries,Japan,Switzerland,andtheU.S.andfoundthatTAMcouldnotexplain
subjects’behavioralintentioninJapanwhilethemodelwasfoundtobeagoodexplanationforIT
useinSwitzerland.Thedifferenceintheresultswasexplainedtobetheinfluenceofnationalculture.
ResultsinanotherstudyalsosuggestedthatculturecouldimpedeITimplementationeffortsbecause
ofdifferencesinthewayITwasinterpretedandgivenmeaning(Robeyetal.,1989).Bakeretal.
(2010)conductedastudywithSaudisubjectstoexaminetheculturaleffectontechnologyadoption
behavior.Theresultreportedthatcollectivistcultureandtheworker’sfocusonthemanagerialfather
figureinfluencestheindividualacceptanceoftechnology.

Hofstede’sculturaldimensionswhichmayaffecttheperceptionofprivacyandsecurityamong
peoplearethecollectivism/individualismandmasculinity/femininitydimensions(Chenetal.,2013).
Thereisalsoevidencethatconsumersfromanindividualisticculturehavegreatertoleranceforrisk
andagreaterpropensityforvirtualtransactionsthanthosefromcollectivisticcultures(Jarvenpaa
andTractinsky,1999).Peoplefromahighuncertaintyavoidanceculturetakelessrisksbecausethey
aremotivatedbyafearoffailureorlossandareconsequentlymorecautiousaboutnewinnovations.

Thus,itisnotsurprisingthatmobilebankingstudieshavefoundthatcultureinfluencesusage.
OnestudyonaJordanianbank(Alalwanetal.,2017)foundthattheadoptionrateofmobilebanking
inJordanisverylowandtrustisfoundtobethemostsignificantfactorforecastingthecustomers’
intentiontoadoptMobilebanking.InPakistan,adoptionhappenedmorequickly,withapproximately
140millionusersandrevenueover$300millionin2016(AfshanandSharif,2016).Withveryfew
bankbranchesinthiscountry,customerswholiveinruralareasnotincloseproximitytoabankoften
usedmobilebankingthusnotneedingtheinconvenienceoftraveling(AfshanandSharif,2016).On
theotherhand,inIndiainruralareas,adoptionhasbeenslowastheruralpopulationwasunaware
ofthebankingservicesavailableandtheappropriateinfrastructurewasnotavailableintheseareas
(Guptaetal.,2017).Inaddition,41.3%oftheIndianpopulationdidnothaveabankaccountand
thereisamorecomplexprocesstosetupabankaccount,whichhindersthegrowthofmobilebanking
(Guptaetal.,2017).

InBrazil,datafrom2014showsthatsmartphoneusageratewasestimatedtobearound75%-
80%(MalaquiasandHwang,2016).Aslightlylaterstudyexaminedtheimpactofsocialinfluences
onmobilebankingtrustandfoundasignificantrelationshipforrespondentsfromBrazil,butdidnot
findasignificantrelationshipforrespondentsfromtheU.S.Thus,therelationshipbetweensocial
influencesandtrustremainsinconclusive.Furthermore,mobilebankingstudieshavenotfocused
ontheimpactthatculturehasonmobilebankingtrust.Thus,weseektoexaminethisissuefurther.

Arelatedissueisthatpreviousstudieshavenotexaminedtheimpactofnormativebeliefson
mobilebankingtrust.Normativebeliefsrepresentasocialpressuretoperformcertainbehaviors,
usuallyinfluencedbytheculture(Ajzen,1991).However,itisdifferentfromcultureasitcanbe
definedas an individual’sperceptionabout aparticularbehavior influencedby the judgmentof
significantothers suchasparents,a spouse, friends, teachers,coworkers,andaboss.Normative
beliefscanalsobedefinedasthedegreeofagreementamongtheopinionsofkeyreferencegroups
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suchasfriends,peersorcolleagues,superiors,andsubordinatesinanorganizationalenvironment
(HernandezandMazzon,2007).

According to a recent publicopinionboomandwidespreaduseof new technology such as
smartphonesortabletdevices,peopleareinfluencedtoadopttechnologiesusedbytheirrelatives
andfriends.Normativebeliefshavebecomeanimportantfactorshapingthedirectiononhowtodo
business.Forinstances,Kamaletal.(2013)reportedthattheadoptionofelectronicimplementation
bythegovernment(e-Governmentadoption)wasaffectedbytheexistingsocialstructureinPakistan.
Sprottetal.(2003)statedthatnormativebeliefscanleadtoasociallydesirablebehaviorinaspecific
situation,andthusshouldbeincludedasafundamentalcomponentofanypredictivevariables.So,
thedecisiontotrustornottrustappearstobeinfluencedbyothers’thoughts.Mobilebankingtrust
willlikelyhavebeeninfluencedbythenormativebeliefsofmobilebankingusers.

Internet Banking and Mobile Banking in Thailand and the U.S.
InThailand, the Internetdatesback to1987.While the Internetwas initiallynotusedmuch for
banking,afterthe1997financialcrisis,operationsinThaibanksshiftedtowardsbeingautomated
andInternet-basedtoreducecostsandenhanceservicecompetency(Hamidetal.,2007).Although
thereareincreasingnumbersofThaicustomersusingInternetbanking,therearestillmanywho
arenotreadytoadoptthischannelofbankingservices(Intanaetal.,2013).EsichaikulandJanecek
(2009)revealedthat thelackofcustomerservicewasamajorreasonpreventingcustomersfrom
usingInternetbankinginThailand.Anotherstudyreportedthattrustwasacriticalfactorleadingto
theadoptionofInternetbankingforThaibanks(NamahootandLaohavichien,2015).

SecurityoftheInternetisamajorfactorinhibitingthewideradoptionofInternetbankingin
Thailand(RotchanakitumnuaiandSpeece,2003).Subjectsrevealedtheydidnottrustmakingfinancial
transactionsviaInternetchannels.AnotherstudyconductedbyNamahootandLaohavichien(2015)
showedthatinformationquality(i.e.theaccuracyoftheonlinetransactionrecorded)ofonlinebanking
inThailandwasnegativelycorrelatedwiththelackoftrustinInternetbanking.Trustwasalsofound
tobethecriticalfactorleadingtoadoptionofusingInternetbankinginThailand.

SmartphoneapplicationshavehadalargegrowthinThailandandby2014,ofthe62.3million
of theThaipopulationages6yearsandover,48.1 (77.2%)millionweremobileusers (National
StatisticalOffice,2014).ThisincreasingtrendofsmartphoneusershasforcedbanksinThailand
toofferbankingservicesviaamobilechannel.Itisobviousthatsmartphoneshavebecomepartof
Thaiconsumers’lifewithsixty-fourpercent(64%)ofThaiconsumersusingmobilebankingapps
inThailand(Statista,2018).

IntheU.S.,onlinebankingwasavailablesince1981usingamodem,butitwasn’tuntilthelate
1990sthattherewasasignificantgrowth,andby2010onlinebankingwasgrowingfasterthanthe
internet(Sarreal,2019).From2010to2016,thenumberofmobilebankingusersincreasedfrom
35millionto111million,whichis51%ofbankingcustomers(Statista,2018).Trustingthesecurity
oftheappandconnectionremainsasignificanthinderingfactor,buttheconveniencedrawsmany
users(Statista,2018).

ReSeARCH ModeL ANd HyPoTHeSeS

Inthisstudy,ourresearchmodelincludeseightconstructs.BasedontheHofstedeculturaldimension,
thetwonationalities(U.S.vs.Thai)examinedinthisstudymaynothavethesameleveloftrustin
mobilebanking(Hofstede,1984).Wethusbelievethatitisimportanttocomparetheirmobilebanking
trusttoinvestigatewhethersuchdifferenceexists.Thenexttwoconstructsareageandgender.Ageand
genderwereincludedasdemographiccharacteristicsofrespondents.Genderdifferencescaninfluence
thebehaviorofpeopleinawidevarietyofsituations(Venkatesh&Morris,2000),especiallyinthe
contextofonlineormobileservices(Yuanetal.,2014).Regardingage,apriorstudyobservedthat
youngerrespondentstendtodevelophigherlevelsoftrustinmobilebankingthanolderrespondents
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(Malaquias&Hwang,2016),becausetheycanperceivelowerlevelsofriskinmobilebanking(Luo
etal.,2010).Therefore,itisinterestingtoincludethesetwoconstructsinthemodeltotestwhether
theyhavethesameordifferentimpactonthemobilebankingtrustbetweenthesetwonationalities.
Thenextconstructisnormativebeliefs.Sincemobilebankingtechnologyisanewtechnologyfor
bankingservices,opinionsoffamilymembersandpeersshouldbeamajorkeyforconsumerstouse
thisservice.Inaddition,mobilebankingtransactionsrequiretheengagementofcounterpartywhich
tendstoinvolvecustomers’significantothers.So,webelievethatthisconstructshouldbeincluded
inthemodeltotestwhetheritinfluencesthetwonationalitiesinthesamemanner.

Thisresearchalsoextendsthestudyoffactorsinvestigatedinpriorstudiestoincludethefactor
“PreviousExperiences”.Itwashypothesizedthatconsumers’experiencesonusingmobilebanking
shouldinfluencetheirattitudestowardmobilebankingadoption.Third,unlikepriorstudiesthatdid
nottrackwhethersubjectshaveusedmobilebankingbeforeornot,subjectsinthisstudycontain
onlythosewhohaveexperienceusingmobilebankingbefore.Attractingpotentialcustomersand
retainingexistingcustomersiscrucialtothelong-termbusinesssuccessofmobilebankingfirms
(Guetal.,2009).Theresponsesgatheredfromthistargetgroupofsubjectsshouldnotonlyhelp
bankingservicesunderstandtheneedsoftheircustomersinregardtotheadoptionofmobilebanking
butalsohelpthemimprovetheretentionrateoftheirexistingcustomers.Regardingtheconstruct
technologycompetency,typicallyconsumerswithahightechnologyself-efficacyareexpectedto
havepositiveattitudesonnewtechnology,anditislikelythatthisconstructcanimpactconsumer’s
attitudeonmobilebankingadoption.Trusthasbeenreportedtoaffectusers’perceptionofmobile
bankingsatisfaction(Lee&Chung,2009).Wethenhypothesizethattrustinmobilebankingpositively
influencestheattitudetowardtheuseofmobilebanking,andthusalsoincludethesetwoconstructs
intheresearchmodel.Eachconstructincludedinthismodelwasmeasuredwithmultipleitems.All
itemswereadaptedfromextantliteraturetoimprovecontentvalidity(Straubetal.,1997).Themodel
isshowninFigure1.

Culture and Mobile Banking Trust
Culturehasbeenshowntohaveanimpactontrust.Resultsfromseveralpriorstudiessuggestedthat
culturehadvaryingimpactonthemeaningoftrustandperceivedrisk(JarvenpaaandTractinsky,

Figure 1. Research Model
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1999;WeberandHsee,1998).Also,astudyreportedthatcultureaffectsuserperceptionsofprivacy
towardsinstantmessagingtechnology(CaoandEverard,2008)aswellasindividuals’riskperception
andinformationsystemsriskmanagement.Thus,wesuggestthatculturealsomayimpactthelevel
oftrusttowardsusingamobilebankingappandproposethefollowinghypothesis:

H1:ThereisasignificantdifferenceinthelevelofmobilebankingtrustbetweensubjectsintheU.S.
andThailand.

Age
TheinfluenceofageonmobileE-Commercehasbeeninvestigatedinmanystudies.Forinstance,
SarkerandWells(2003)suggestedthattheageofthepotentialadoptermaypredictwhetherornot
anindividualislikelytoadoptmobiletechnology.Theresultsofanotherstudyalsorevealedthat
youngusershadadifferentadoptionbehaviorthanotheragegroups(Pederson,2005)andastudy
specificallyonmobilebankingfoundthatageinfluencedperspectivestowardsadoption(Chaouali
andSouiden,2019).Sheehan(2002)foundthatpeopleovertheageof45yearstendedtobeeither
notconcernedaboutprivacyorhighlyconcernedaboutprivacy,whileyoungerpeopletendedtobe
morepragmatic,meaningthattheirconcernsaboutprivacydependedonthesituationpresented.We
thereforeposit:

H2a:AgehasasignificantimpactinU.S.subjects’trustinmobilebanking.
H2b:AgehasasignificantimpactinThaisubjects’trustinmobilebanking.

Gender
The influence of gender on new technology adoption has received considerable attention in the
literature(Suhongetal.,2008).Priorstudieshaveshownthat,comparedtomen,womenareless
likelytoadoptandtousenewtechnology,havelessconfidenceintheirabilitytousenewtechnology
andarelesslikelytochooseacareerininformationtechnology(WoodandLi,2005).

Severalpriorstudieswereconductedtoexaminetherelationshipbetweengenderandtrust.The
resultswerenotallidenticalasonestudyfoundgendertohavelittletonoeffectontrust(Chaudhuri
etal.2013)whileanotherstudyfoundthatgenderaffectedprivacyconcerns(O’Neil2001).Other
studiesalsoreportedthatwomenaremoreconcernedthanmenaboutlosingtheirpersonalprivacy
inInternetcontexts(GarbarinoandStrahilevitz,2004,Sheehan,1999).Anotherstudyalsofound
thatgirlsconsideredonlineprivacytobemoreimportantthanboys.(YounandHall,2008).Grubbs
andGeorge(2010)foundthatwomenweresignificantlymoreconcernedthanmenabouttheprivacy
ofinformation,butthatnogenderdifferenceexistsregardingthebeliefthatsocialnetworkingsites
doagoodjobofprotectingprivacy.Forthispaper,weseektoexploreifgenderimpactsthelevelof
trustinmobilebanking:

H3a:GenderhasasignificantimpactinU.S.subjects’trustinmobilebankingsecurity.
H3b:GenderhasasignificantimpactinThaisubjects’trustinmobilebankingsecurity.

Previous experiences in Using Mobile Banking
Researchindicatesthatpriorexperiencesplayasignificantroleinwhetherconsumerswillorwill
notcontinuefutureonlinetransactions(Changchitetal.2014;Shimetal.2001).Anotherstudyalso
reportedthatconsumerswithmoreInternetexperiencehavefewerprivacyconcerns(Bellmanetal.
2004).Therefore,previoustechnologyusageexperiencesmayhavearoleintrustperceptionsthat
customerscurrentlyhave.Wethusseektoinvestigatethefollowinghypothesis:
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H4a:Previousexperience(PEX)positivelyaffectU.S.subjects’trustinmobilebanking.
H4b:Previousexperience(PEX)positivelyaffectThaisubjects’trustinmobilebanking.

Normative Beliefs
Normativebeliefsrepresentthesocialpressurestoperformcertainbehaviors(Ajzen,1991).Itcan
alsobedefinedasanindividual’sperceptionaboutaparticularbehavior,whichis influencedby
the judgmentof significantothers suchasparents, a spouse, friends, teachers, coworkers, anda
boss.Normativebeliefscanalsobedefinedasthedegreeofagreementamongtheopinionsofkey
referencegroupssuchasfriends,peersorcolleagues,superiors,andsubordinatesinanorganizational
environmentHernandezandMazzon(2007).

According to a recent publicopinionboomandwidespreaduseof new technology such as
smartphonesortabletdevices,peopleareinfluencedtoadopttechnologiesusedbytheirrelatives
andfriends.Normativebeliefshavebecomeanimportantfactorshapingthedirectiononhowtodo
business.Sprottetal.(2003)statedthatnormativebeliefscanleadtoasociallydesirablebehavior
inaspecificsituation,andthusshouldbeincludedasafundamentalcomponentofanypredictive
variables.So,thedecisiontotrustornottrustappearstobeinfluencedbyothers’thoughts.Based
onthis,weproposethefollowinghypothesis:

H5a:Normativebeliefs(NB)positivelyaffectsU.S.subjects’trustinmobilebanking.
H5b:Normativebeliefs(NB)positivelyaffectsThaisubjects’trustinmobilebanking.

Technology Competency
Technologycompetencyisdefinedastheextenttowhichanindividualisknowledgeableaboutand
effectivelyutilizesInformationTechnologytomanageinformation(TippinsandSohi,2003).High
technologycompetentconsumersarelikelytoperceivethatmobilebankingiseasytouse(Yang,2010).
Typically,consumerswithahighlevelofself-efficacyaremoremotivatedtousetechnology-based
services.Moreover,theyhaveamorepositiveattitudeandintenttousetechnology-basedservices
thanconsumerswithalowleveloftechnologycompetency(Yang,2010).Wethusseektoexploreif
consumerswithahightechnologycompetencyaremorelikelytohaveahigherleveloftrust:

H6a:Technologycompetency(TC)positivelyaffectsU.S.subjects’trustinmobilebanking.
H6b:Technologycompetency(TC)positivelyaffectsU.S.subjects’trustinmobilebanking.

Mobile Banking Use and Trust
Therehavebeennumerousattemptstodefineandprovidemeaningtoconceptionsoftrust(Shergill
andLi,2005).Moormanetal.(1993,p82)hasdefinedtrustas“awillingnesstorelyonanexchange
partnerinwhomonehasconfidence”.Traditionallytrusthasnotbeenshowntosignificantlyaffect
useinnon-onlinetechnologyusagestudies(Davis,1989;Klausetal.,2010).However,somestudies
examininguseofonlinesystemshavefoundthattrustisasignificantfactor.Forexample,Mukherjee
andNath(2003)conductedresearchaboutonlinerelationshipmarketing,andfurtherdevelopedthe
dimensionalconstructsoftrust,providingvaluableinsightsforInternetbankingresearch.Severalprior
studiesalsofoundthatlowtrustintheprivacyandsecurityofthesystemarethemostimportantissues
thatinhibitcustomersfromusingmobilebanking(Islam,2014).Inaddition,onestudyexamining
mobilebankingfoundthattrustaffectsintentiontousemobilebanking(SharmaandSharma,2019).
Asonlinebankingrequiressendingfinancialtransactioninformationovertheinternet,wepropose
thattrustwillbeasignificantfactorthataffectsattitudetowardsuse:

H7a:TrustpositivelyaffectsU.S.subjects’attitudetowardsmobilebankinguse.
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H7b:TrustpositivelyaffectsThaisubjects’attitudetowardsmobilebankinguse.

ReSeARCH MeTHodoLoGy

Instrument development and Pretest
Thequestionnairewasdesignedbyadaptingquestionsfrompriorstudies.Somequestionsrelated
toTAM(TechnologyAcceptanceModel)wereadaptedfromTAMstudies(VenkateshandDavis,
2000;Venkateshetal.,2003).TheotherquestionsusedtomeasuretheconstructsnotrelatedtoTAM
wereadaptedfromotherstudies(Changchitetal.2017;Intanaetal.2013;Pikkarainenetal.,2004;
Vijayasarathy,2004;WongandHsu,2008).

The questionnaire consisted of thirty (30) questions. Twenty-six (26) questions (shown in
AppendixA)hadafive-pointLikertscaleandweredesignedtomeasuresubjects’perceptionson
mobilebanking.Theremainingfourquestionswereaskedtogatherdemographicdataofthesubjects.

Tovalidatetheclarityofthesequestions,threeprofessorsandthreeresearcherassistants
wereaskedtoreadthroughthesurveyquestions.Revisionstothesurveyweremadebasedon
thefeedbackreceived.Forlinguisticvalidation,thisquestionnairewasfirsttranslatedfrom
EnglishtoThaibytworesearchers.AthirdresearcherthentranslatedtheThaiquestionnaire
backtoEnglish.Therewereminordiscrepanciesforseveralquestionscomparedtotheoriginal
EnglishquestionnairewhichwerediscussedandresolvedinordertomaketheThaiandEnglish
questionnairesequivalent.

data Collection
SurveysweredistributedtostudentsenrolledataSouth-westernUnitedStatesuniversityfortheU.S.
subjectsandaNorthernuniversityinThailandforThaisubjectsduringthefallandspringsemester
of 2015-2016 academic year. The researcher contacted the instructors to gain their consents to
distributethesurveysintheirclasses.Intheclass,theresearcherspentabouttenminutesexplaining
theimportanceofthestudyandaskedstudentstoreadeachitemcarefullyastheirresponsesarevery
importanttothisstudy.Then,allstudentswereprovidedwithsufficientclasstimetorespondtothe
survey.Studentswereinformedthatparticipationinthestudywasvoluntaryandthattheirresponses
wouldbekeptanonymous.

ForsubjectsintheU.S.,fourhundredandforty-seven(447)subjectsparticipatedinthisstudy.
However,onlythreehundredandfifty-five(355)responsesarevalid.Ofthethreehundredandfifty-
five(355)subjects,threehundredandeight(308)or69%ofthemaremobilebankingcustomers.
Theremainingforty-seven(47)or31%ofthesubjectshaveneverusedmobilebankingbeforeand
thushavebeenremovedfromthedataanalysis.

FortheThaisubjects,fourhundred(400)subjectsparticipatedinthisstudy.Ofthefourhundred
(400)subjects,twohundredfifty-three(252)or63%ofthemaremobilebankingcustomers.The
remainingonehundredforty-seven(148)or37%ofthesubjectshaveneverusedmobilebanking
beforeandthereforehavebeendisregardedfromfurtheranalysis.Subjects’demographicsforboth
countriesareshowninTable2below.

dATA ANALySIS ANd dISCUSSIoN

Analysis of Measurement Model
ThedataanalysisforthisstudywasconductedusingSPSS25.0andAMOS25.0statistical
software.Areliabilitytestwasconductedtoexaminetheinternalconsistencyoftheresearch
instrument.ThetestconfirmedthereliabilitywithCronbach’salphacoefficientof0.947for
theU.S.subjectsand0.946forThaisubjects. Inaddition, sincemulticollinearitycanhave
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harmfuleffects(CenfetelliandBassellier,2009),multicollinearitywasassessedforallofthe
indicatorsintheresearchmodel.Theresultsrevealedthatthemulticollinearityisnotanissue
withthisdataset.

Themeasurementmodelforthesevenconstructswasassessedbyaconfirmatoryfactoranalysis
withvarimaxrotationinordertotestwhetherthequestionnaireitemsproducedtheexpectednumber
offactorsandwhethereachitemloadedontheirappropriatefactor.Resultsfromthefactoranalysis
indicatethattheitemsloadedintosixfactors.AsshowninTable3below,theresultfromthefactor
analysisreveals that the ten(10)questionnaire itemsdesignedtomeasureperceivedprivacyand
perceivedsecurityloadedontothesamefactor.We,therefore,combinedthetwofactorsandlabeled
it as Trust. As previous research has identified perceived privacy and perceived security to be
dimensionsoftrust(Yousafzaetal.,2009),thisclassificationintooneconstructseemsreasonable.
Allotherfactorsloadedasexpected.

Themeasurementmodelwasfurtherassessedforconstructreliability.Thecompositereliability
foralltheconstructswasabove.70,conformingtoanacceptablethreshold(0.7orabove)suggestedby
NunnallyandBernstein(1994).Table3belowpresentsthemean,standarddeviation,factorloading,
andcompositereliabilityofallitemsassessedinthisstudy.

Table 2. Subject’s Demographics

Items
U.S., n = 308 Thai, n =252

Number Percentage Number Percentage

Gender

  Male 139 45.13% 90 35.71%

  Female 169 54.87% 162 64.29%

Total 308 100% 252 100%

Agegroup

  Below24 236 76.62% 201 79.76%

  Over24 72 23.38% 51 20.24%

Total 308 100% 252 100%

Currentlevelofeducation

  Undergraduate 242 78.57% 176 69.84%

  Graduate 60 19.48% 74 29.37%

  Noanswer 6 1.95% 2 0.79%

Total 308 100% 252 100%

HavemadepurchasethroughInternet

  None 14 4.55% 38 15.08%

  1-5 212 68.83% 194 76.98%

  6-10 46 14.94% 10 3.97%

  11andup 30 9.74% 10 3.97%

  Noanswer 6 1.95% 0 0%

Total 308 100% 252 100%
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ModeL TeSTING ReSULTS ANd dISCUSSIoN

Table4belowshowstheresultsforH1,indicatingthatU.S.subjectshaveasignificantlyhigherlevel
oftrustinmobilebankingthanThaisubjects.Themeanandmedianoftrust(T)ofU.S.subjectsare
3.548and3.500,whilethoseofThaisubjectsare3.245and3.200,respectively.Themeanandmedian
acrossthetwocountriesaresignificantlydifferentatthe1%level,indicatingthatvariousaspectsof
theculturelikelyimpactedtheleveloftrustthatusershadinmobilebanking.

In order to assess the relationship of factors in the proposed research model, a multiple
regressionanalysiswasconductedtotesthypothesesH2toH6.Theindependentvariablesinclude

Table 3. Summary of measurement scales

Constructs
U.S. Thai

M SD Factor 
Loading* Reliability M SD Factor 

Loading* Reliability

Trust 0.937 0.943

   T1 3.435 1.121 0.818 3.187 1.022 0.827

   T2 3.610 1.091 0.821 3.187 1.049 0.859

   T3 3.724 1.049 0.839 3.425 1.005 0.799

   T4 3.698 1.165 0.651 3.421 1.044 0.700

   T5 3.211 1.301 0.728 3.083 1.043 0.750

   T6 3.633 1.020 0.719 3.187 0.902 0.775

   T7 3.506 1.063 0.755 3.187 0.924 0.791

   T8 3.328 1.181 0.763 3.202 0.921 0.745

   T9 3.617 1.182 0.637 3.294 0.884 0.656

   T10 3.718 1.050 0.751 3.282 0.890 0.800

PreviousExperiences 0.913 0.907

   PEX1 4.166 0.959 0.769 3.869 0.885 0.739

   PEX2 4.195 0.969 0.788 3.921 0.889 0.783

   PEX3 4.195 0.938 0.806 3.937 0.877 0.839

   PEX4 4.075 1.048 0.811 4.163 0.809 0.797

   PEX5 3.860 1.099 0.783 3.706 0.907 0.666

NormativeBeliefs 0.822 0.770

   NB1 3.419 1.093 0.646 3.357 0.874 0.698

   NB2 3.338 1.151 0.688 3.218 0.976 0.558

   NB3 2.795 1.358 0.822 2.937 1.088 0.789

   NB4 3.273 1.265 0.748 3.722 1.003 0.577

   NB5 3.370 1.242 0.769 3.627 1.016 0.665

TechnologyCompetency 0.870 0.867

   TC1 4.510 0.957 0.619 4.198 1.082 0.676

   TC2 4.571 0.810 0.745 4.405 0.839 0.788

   TC3 4.442 0.902 0.863 4.175 0.857 0.882

   TC4 4.315 0.976 0.851 4.274 0.833 0.833

   TC5 4.234 1.042 0.851 4.107 0.875 0.829

* Rotation Method: Varimax with Kaiser Normalization.
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normativebeliefs(NB),age,gender,previousexperience(PEX),andtechnologycompetency(TC).
Thedependentvariableinthistestisthetrust(T)inmobilebanking.Theregressionequationwas
writtenasfollow:

T NB Age Gender PEX TCi i i i i i i= + + + + + +��α α α α α α ε
0 1 2 3 4 5

 (1)

ATT Ti i= + +��β β µ
0 1

 (2)

TheresultsasshowninTable5indicate,theR2andadjustedR2of42.0%and41.1%,respectively,
forU.S.subjectsand40.7%and39.5%forThaisubjects,showingthatthefactorsinvestigatedare

Table 4. Subjects’ trust in mobile banking

Perceived Trust U.S. Thai

Mean 3.548 3.245

  Median 3.500 3.200

  StandardDeviation 0.898 0.790

  Observations 308 252

  Meandiff.(U.S.-Thai) 0.3038***

  tStat 4.19

  P(T<=t)two-tail <0.0001

  WilcoxonZStat 3.930***

*** Significant at 1% level

Table 5. Relationship between independent factors and trust in mobile banking

U.S. Subjects; n = 308 Thai Subjects; n = 252

Independent 
Variables Ha β t VIF Hb β t VIF

Model 1: Dependent variable: Trust

Age H2a 0.291*** 6.63 1.0925 H2b 0.338*** 5.29 1.3950

Gender H3a 0.075 0.79 1.0310 H3b -0.049 -0.51 1.0267

PEX H4a -0.004 -0.05 1.0232 H4b -0.003 -0.04 1.0756

NB H5a 0.479*** 9.15 1.3281 H5b 0.485*** 7.71 1.4645

TC H6a 0.079 1.36 1.2532 H6b -0.116** -1.98 1.2233

R-Square
AdjR-Square
F-stat

0.420
0.411
43.76***

R-Square
AdjR-Square
F-stat

0.407
0.395
33.82***

Model 2: Dependent variable: Attitude towards Mobile Banking Use

Trust H7a 0.572*** 9.38 1.0000 H7b 0.561*** 8.75 1.0000

R-Square
AdjR-Square
F-stat

0.224
0.221
88.08***

R-Square
AdjR-Square
F-stat

0.234
0.231
76.53***

*** Significant at 1% level, ** Significant at 5% level, * Significant at 10% level
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suitabletoexplainthetrustofmobilebanking.TheF-statwasreportedtobeat43.76forU.S.subjects
and33.82forThaisubjects,bothofwhicharesignificantatthe1%level.Thevarianceinflationfactors
(VIF)forallfactorsrangebetween1.0232and1.3281forU.S.subjectsandbetween1.0267and1.4645
forThaisubjects.AllVIFsarelessthan10,indicatingthatthereisnomulti-collinearityproblem.

Inregardtotheresultsforage(H2aandH2b),theanalysisdoesnotindicatethatAgesignificantly
impactstheleveloftrustinmobilebankingforbothThaiandU.S.respondents.Thisisinterestingin
thatitshowsasocietalshiftintheleveloftrustpeoplehaveasyoungeradultstraditionallyhavehada
higherleveloftrustinonlinedatasecurity(Flemingetal.,2016).Multiplenewsreleasesonlargedata
breachesperhapshaveaffectedtheleveloftrustthatyoungeradultshaveinmobilebanking,making
theleveloftrustthatolderadultshavecomparabletoyoungeradults.Inaddition,itispossiblethat
higherpercentagesofolderadultshaveusedmuchmoreofmobilebankingandsmartphonesinthe
lastdecade,theydonotconsideritasanewexperienceandtheirperceivedriskofmobilebanking
hasdecreasedovertime.

Forgender(H3aandH3b), theresultsindicatethatgenderdoesnotsignificantlyimpactthe
leveloftrustinmobilebankingforbothThaiandU.S.respondents.Thiscouldbeduetoasocietal
shiftoverallasstudiesfrom10to20yearsagoregularlyhavefoundthatgenderisasignificantfactor
(GarbarinoandStrahilevitz,2004;O’Neil,2001;Sheehan1999;YaunandHall,2008),butacouple
ofmorerecentstudieseitherfoundaweakrelationshipbetweenageandtrust(MalaquiasandHwang,
2016)ordidnotfindasignificantrelationship(Jiabaoetal.,2014).Asthepercentageofpeopleusing
mobilebankinghasgreatlyincreased,perhapsgenderisnolongeraninfluencingfactorinthelevel
oftrustthatapersonhasinmobilebanking.

Previousexperiences(H4aandH4b)inmobilebankingisshowntobeasignificantfactorthat
influencestheleveloftrustinmobilebankingforbothThaiandU.S.respondents.Thechanceis
lowthatpeoplewhopreviouslyusedmobilebankinghavehadtheirdatacompromised.Therefore,
itislikelythatrespondentswhohaveusedmobilebankinginthepasthavetheexperienceofmobile
bankingreliabilitywithoutadatabreach.Thisperhapsmakesthemmoreconfidentintrustingmobile
bankingwhilepeoplewhohavenotusedmobilebankinginthepastmaybemorehesitantbecause
ofthenewsreportsofdatabreachesinlargecorporations.

Fornormativebeliefs(H5aandH5b),theresultsshowthatnormativebeliefsareasignificant
factorthatinfluencestheleveloftrustinmobilebankingforbothThaiandU.S.respondents.Trust
inmobilebankingisclearlyinfluencedbytheopinionsofothers.Ifothersthinkthatmobilebanking
shouldbeused,apersonwilllikelyhavealargeramountoftrusttowardsusingmobilebanking.This
isperhapsbecausemostpeopledonotspendthetimetoresearchthechanceofadatabreachorits
impact,andthustherecommendationsofothersonmobilebankingmaymakepeopleincreasetheir
confidenceinthesecurityoftheirdataandfinancialtransactions.

ForTechnologyCompetency(H6aandH6b), theresults indicatethatThairespondentswho
haveahigherperceivedtechnologycompetencyalsohaveagreaterleveloftrustinmobilebanking.
However,thereisnotasignificantresultinthisrelationshipforU.S.respondents.Thisislikelydue
todifferentculturesbetweenU.S.andThairespondents.Thefindingsconfirmsuggestionsfromother
studiesthatcultureshouldbeconsideredinexplainingtheITadoption(Changetal.,2015;Kimet
al.,2013;Hungetal.,2012;Niedermanetal.,2012;Susantoetal.,2013).Previousstudieshave
foundthatattitudetowardsuseoractualusageisgreaterwhenthereisahigherleveloftechnology
competency(TippinsandSohi,2003;Yang,2010;Lin2011).However,thereisnoindicationthat
TechnologyCompetencyincreasesapersonal’sperceptionoftrusttowardsthetechnology.

Inregard to theeffectofTrustonAttitude towardsUse(H7aandH7b), theresults indicate
significantresultsforbothU.S.andThairespondents.ThisisinterestingtonoteastheTechnology
AcceptanceModel(TAM)researchfoundthatPerceivedUsefulnessandPerceivedEaseofUseare
theprimaryindicatorsthatshowconsistentresultstowardspredictingAttitudetowardsUse.However,
asmuchoftheTAMresearchfocusedonthevoluntaryacceptanceofinformationsystemswithinan
organization,itdoesnotnecessarilyfullyapplytotheuseofpersonalmobilebankingsystems.As
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employees,organizationalusersmaytrustasystembecauseitwasrecommendedbymanagersortheIT
department.However,inthecaseofpersonalmobilebanking,usersmayhaveadifferentperspective
towardstrustingthesystemastheirownfinancesandpersonalinformationareatstake.Thus,trust
isanimportantconsiderationthatimpactstheattitudetowardsusingthemobilebankingsystem.

CoNCLUSIoN ANd IMPLICATIoNS

TheresearchresultssuggestthatthereisasignificantdifferencebetweenThaiconsumersandU.S.
consumersregardingtheirmobilebankingtrust.Inaddition,theresultssuggestvariousfactorsthat
influencebothThaiandU.S.customers’perspectiveof trust towardsusingmobilebanking.The
researchresultsalsoindicatethattrustisaninfluencingfactorincustomers’attitudetowardsusefor
bothThaiandU.S.customers.

Thisstudyexpandsonpreviousresearchasitexaminesmobilebankingindifferentcultures,
examiningdifferencesincustomers’perspectivestowardsmobilebankingandtrust.Thedifferent
cultures in Thailand and the U.S. impact mobile banking customers’ views towards using their
smartphonesformobilebanking.TheU.S.respondentshadahigherlevelofmobilebankingtrust.
TheresultsalsoshowedthatnormativebeliefsforbothThailandandU.S.respondentsimpactedtheir
levelofmobilebankingtrust.Itisinterestingtonotethatcultureandnormativebeliefsinfluence
mobilebankingusersandtheseresultsexpandonthestreamofliteratureaspriorstudieshavenot
conclusivelydeterminedifthesefactorsinfluencemobilebankingtrust.

Inaddition,theresearchfindingsofthisstudycontributetosystemadoptiontheorywiththe
integrationofculturalimpact.Thefindingsrevealthatthefactorsthatinfluencetrustmaynotbethe
samefordifferentcultures.Forinstance,thefindinginourstudyrevealedTechnologyCompetency
asasignificant factor forThaicustomers,butnot forU.S.customers.This indicates thatnotall
factorsaregoingtoinfluenceusersinthesamewayandprovidessupportfortheinfluencethatthe
culturehasonindividualswhoareconsideringmobilebanking.Asthisstudycross-examinedusers
intheU.S.andThailand,theresultsalsocontributetotheliteratureoftheculturalimpactonsystem
adoptionandprovidespracticalimplicationsforcross-culturalstrategiesinmobilebankingandglobal
markets.Inaddition,unlikepriorstudiesthatincludeallsubjectsregardlessoftheirmobilebanking
experience,subjectsinthisstudycontainonlythosewhoarecurrentlyusingorhavehadexperiences
usingmobilebanking.Theresponsesgatheredfromthistargetgroupofsubjectsshouldnotonlyhelp
bankingservicesunderstandtheneedsoftheircustomersinregardtotheadoptionofmobilebanking
butalsohelpthemimprovetheretentionrateoftheirexistingcustomers.

Basedontheresults,thereareseveralpracticalimplicationsforbanks.Ascustomers’perspectives
havebeenfoundtodifferamongcultures,globalbanksneedtoadapttheirstrategiestotheculture
theyaretargetingasonestrategylikelywillnotmeetthedifferingneedsofcustomers’perspectives
acrossvariouscultures.Ascountriesdifferinmanyways,banksneedtounderstandthefactorsthat
influencetrustandusage.Itisinterestingtonotethatthistrustwasfoundtobeamediatingvariable
influencedbyseveralfactorsandinfluencingcustomers’attitudetowardsuse.Somefactors,suchas
PreviousExperiencesandNormativeBeliefsinfluencetrustinboththeU.S.andThailand,butitis
importanttounderstandcultureinordertoeffectivelymarketanddeliveranapplicationtocustomers
inaparticularcountry.Furthermore,sincetrustinfluencescustomers’attitudestowardsuse,banks
shouldconsiderhowtheycanincreasecustomers’perspectivesofmobilebankingtrust,sothatusage
ratesandcustomerretentionratesarehigher.

Similartomanyotherempiricalstudies,thereisaninherentlimitationduetothesample,which
wasstudentsinThaiandU.S.universities.Thepracticeofusingstudentsassurrogatesofreal-world
subjects is ratherwidespread inempirical studies (Luoet al., 2010;Remus,1998;Zhou,2012).
Previousstudieshavesuggestedthatstudentsaregoodsurrogatestomobilebankingconsumers(Luo
etal.,2010;Zhou,2012)andusageofyoungerbankcustomersissimilartoolderbankcustomers
(ABABankingJournal,2017).Typically,thekeyfactorthatdeterminesthesuitabilityofstudentsas
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surrogateisthenatureofservicesinvestigated.Inthisstudy,sinceoneconstructintheresearchmodel
ispreviousexperience,allsubjectswhohavenotusedmobilebankingbeforewereexcludedfrom
thedataanalysis.Therefore,thesestudentsubjectsshouldrepresentthepopulationofinterestinthis
study.Inaddition,priorstudiesalsosupportedthatadoptersofmobilebankinghavesomeintermediate
educationandaregenerallyyounger,asyoungercustomerstendtoperceivelowerrisksinmobile
bankingthanmaturecustomersandarelessresistanttochangingtheirhabitstoperformfinancial
transactions(Luoetal.,2010;Laukkanenetal.,2007;Suorantaetal.,2015).We,therefore,believe
thatstudentsubjectsaresuitableforthisstudy.Previousstudieshavesuggestedthatstudentsaregood
surrogatestomobilebankingconsumers(Luoetal.,2010;Zhou,2012)andusageofyoungerbank
customersissimilartoolderbankcustomers(ABABankingJournal,2017).However,theremightbe
anexternalvalidityissueasstudentsdonotrepresenttheentirepopulationofmobilebankingusers.
Futureresearchusingnon-studentsubjectsisencouragedforgreaterexternalvalidity.Inaddition,
studies could examine the effectiveness of organizational strategies in building and influencing
customers’trustandinfluencingbankingcustomers’attitudetowardsuse.Onemoreareaoffuture
researchcouldbetoexaminespecificculturalaspectsthataffectedwhytrustsignificantlyvaried
betweentheU.S.andThailandrespondents.



Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

111

ReFeReNCeS

Al-Otaibi,S.,Aljohani,N.,Hoque,R.,&Alotaibi,F.(2018).ThesatisfactionofSaudicustomerstowardmobile
bankinginSaudiArabiaandtheUnitedKingdom.Journal of Global Information Management,26(1),85–103.
doi:10.4018/JGIM.2018010105

Afshan,S.,&Sharif,A.(2016).AcceptanceofmobilebankingframeworkinPakistan.Telematics and Informatics,
33(2),370–387.doi:10.1016/j.tele.2015.09.005

Ajzen,I.(1991).Thetheoryofplannedbehavior.Organizational Behavior and Human Decision Processes,
50(2),179–211.doi:10.1016/0749-5978(91)90020-T

Alalwan,A.,Dwivedi,Y.,&Rana,N.(2017).FactorsinfluencingadoptionofmobilebankingbyJordanianbank
customers:ExtendingUTAUT2withtrust.International Journal of Information Management,37(3),99–110.
doi:10.1016/j.ijinfomgt.2017.01.002

AlSoufi,A.,&Ali,H.(2014).Customer’sperceptionofm-bankingadoptioninKingdomofBahrain:Anempirical
assessmentofanextendedTAMmodel.International Journal of Managing Information Technology,6(1),1–13.

ABABankingJournal.(2017).ABASurvey:Two-ThirdsofAmericanUseDigitalBankingChannelsMost
Often. American Bankers Association. Retrieved from https://bankingjournal.aba.com/2017/09/aba-survey-
two-thirds-of-americans-use-digital-banking-channels-most-often/

Angriawan,A.,&Thakur,R.(2008).AParsimoniousModeloftheAntecedentsandConsequenceofOnline
Trust:AnUncertaintyPerspective.Journal of Internet Commerce,7(1),74–94.doi:10.1080/15332860802004337

Austin,N.K.,Ibeh,K.I.N.,&Yee,J.C.C.(2006).ConsumerTrustintheOnlineTravelMarketplace.Journal 
of Internet Commerce,5(2),21–39.doi:10.1300/J179v05n02_02

Ba,S.,&Pavlou,P.A.(2002).Evidenceoftheeffectoftrustbuildingtechnologyinelectronicmarkets:Price
premiumsandbuyerbehavior.Management Information Systems Quarterly,26(3),243–268.doi:10.2307/4132332

Baker,E.,Al-Gahtani,S.,&Hubona,G.(2010).Culturalimpactsonacceptanceandadoptionofinformation
technologyinadevelopingcountry.Journal of Global Information Management,18(3),35–58.doi:10.4018/
jgim.2010070102

Bapna,R.,Barua,A.,&Whinston,A.B.(2014).Specialissue:Economicsofelectroniccommerce.Journal of 
Management Information Systems,31(2),7–10.doi:10.2753/MIS0742-1222310201

Bellman,S.,Johnson,E.,Kobrin,S.,&Lohse,G.(2004).Internationaldifferencesininformationprivacyconcerns:
Aglobalsurveyofconsumers.The Information Society,20(5),313–324.doi:10.1080/01972240490507956

Bhattacharjee,S.,Gopal,R.,Lertwachara,K.,&Marsden,J.(2006).Consumersearchandretailerstrategiesin
thepresenceofonlinemusicsharing.Journal of Management Information Systems,23(1),129–159.doi:10.2753/
MIS0742-1222230104

Boateng,H.,Adam,D.,Okoe,A.,&Anning-Dorson,T.(2016).AssessingthedeterminantsofInternetbanking
intentions:Asocialcognitivetheoryperspective.Computers in Human Behavior,65,468–478.doi:10.1016/j.
chb.2016.09.017

Cao,J.,&Everard,A.(2008).UserAttitudetowardsInstantMessaging:TheEffectofEspousedNationalCultural
ValuesonAwarenessandPrivacy.Journal of Global Information Technology Management,11(2),30–57.doi
:10.1080/1097198X.2008.10856466

Chang,Y.,Kim,H.,Wong,S.,&Park,M.(2015).Acomparisonofthedigitaldivideacrossthreecountries
withdifferentdevelopmentindices.Journal of Global Information Management,23(4),55–76.doi:10.4018/
JGIM.2015100103

Changchit,C.,Cutshall,R.,&Tzong-Ru,L.(2014).Shoppingpreference:AcomparativestudyofAmerican
andTaiwaneseperceptions.Journal of International Technology and Information Management,23(1),83–103.

Changchit,C.,Lonkani,R.,&Sampet,J.(2017).Mobilebanking:Exploringdeterminantsofitsadoption.Journal 
of Organizational Computing and Electronic Commerce,27(3),239–261.doi:10.1080/10919392.2017.1332145

http://dx.doi.org/10.4018/JGIM.2018010105
http://dx.doi.org/10.1016/j.tele.2015.09.005
http://dx.doi.org/10.1016/0749-5978(91)90020-T
http://dx.doi.org/10.1016/j.ijinfomgt.2017.01.002
https://bankingjournal.aba.com/2017/09/aba-survey-two-thirds-of-americans-use-digital-banking-channels-most-often/
https://bankingjournal.aba.com/2017/09/aba-survey-two-thirds-of-americans-use-digital-banking-channels-most-often/
http://dx.doi.org/10.1080/15332860802004337
http://dx.doi.org/10.1300/J179v05n02_02
http://dx.doi.org/10.2307/4132332
http://dx.doi.org/10.4018/jgim.2010070102
http://dx.doi.org/10.4018/jgim.2010070102
http://dx.doi.org/10.2753/MIS0742-1222310201
http://dx.doi.org/10.1080/01972240490507956
http://dx.doi.org/10.2753/MIS0742-1222230104
http://dx.doi.org/10.2753/MIS0742-1222230104
http://dx.doi.org/10.1016/j.chb.2016.09.017
http://dx.doi.org/10.1016/j.chb.2016.09.017
http://dx.doi.org/10.1080/1097198X.2008.10856466
http://dx.doi.org/10.4018/JGIM.2015100103
http://dx.doi.org/10.4018/JGIM.2015100103
http://dx.doi.org/10.1080/10919392.2017.1332145


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

112

Changchit,C.,Lonkani,R.,&Sampet,J.(2018).Determinantsofmobilebankingadoption:Acomparative
studybetweenU.S.andThailand.Journal of Global Information Management,26(4),158–184.doi:10.4018/
JGIM.2018100109

Chaouali,W.,&Souiden,N.(2019).TheRoleofCognitiveAgeinExplainingMobileBankingResistanceamong
ElderlyPeople.Journal of Retailing and Consumer Services,50,342–350.doi:10.1016/j.jretconser.2018.07.009

Chaudhuri,A.,Paichayontvijit,T.,&Shen,L.(2013).Genderdifferencesintrustandtrustworthiness:Individuals,
singlesexandmixedsexgroups.Journal of Economic Psychology,34,181–194.doi:10.1016/j.joep.2012.09.013

Chaudhry,A.,Parviez,A.,&Javed,Y.(2016).DeterminantsofuserstrustforbranchlessbankinginPakistan.
Journal of Internet Banking and Commerce,21(1),1–15.

Chen,J.Q.,Zhang,R.,&Lee,J.(2013).ACross-CultureEmpiricalStudyofM-commercePrivacyConcerns.
Journal of Internet Commerce,12(4),348–364.doi:10.1080/15332861.2013.865388

Chung,N.,&Kwon,S.(2009).Effectoftrustlevelonmobilebankingsatisfaction:Amulti-groupanalysis
of information system success instruments. Behaviour & Information Technology, 28(6), 549–562.
doi:10.1080/01449290802506562

CIGI-Ipsos. (2018). 2018 CIGI-Ipsos Global Survey on Internet Security and Trust. Retrieved from www.
cigionline.org/internet-survey-2018

Coupey,E.(2001).Marketing and the Internet.NewJersey:PrenticeHall.

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information
Technology.Management Information Systems Quarterly,13(3),319–340.doi:10.2307/249008

Dineshwar,R.,&Steven,M.(2013).Aninvestigationonmobilebankingadoptionandusage:Acasestudyof
Mauritius.InProceedings of the 3rd Asia-Pacific Business Research Conference.AcademicPress.

Esichaikul,V.,&Janecek,P.(2009).Asurveyofe-bankingperformanceinThailand.International Journal of 
Electronic Finance,3(4),354–373.doi:10.1504/IJEF.2009.028976

Fleming,J.,&Adkins,A.(2016,June9).Datasecurity:Notabigconcernformillennials.Business Journal.
Retrievedfromhttps://news.gallup.com/businessjournal/192401/data-security-not-big-concern-millennials.aspx

Garbarino,E.,&Strahilevitz,M.(2004).Genderdifferencesintheperceivedriskofbuyingonlineandthe
effectsofreceivingasiterecommendation.Journal of Business Research,57(7),768–775.doi:10.1016/S0148-
2963(02)00363-6

Gefen, D., & Straub, D. (2003). Managing User Trust in B2C e-Services. e-Service Journal, 2(2), 7–23.
doi:10.2979/esj.2003.2.2.7

Gerpott,T.,Thomas,S.,&Weichert,M.(2013).CharacteristicsandmobileInternetuseintensityofconsumers
withdifferenttypesofadvancedhandsets:AnexploratoryempiricalstudyofiPhone,Androidandotherweb-
enabledmobileusersinGermany.Telecommunications Policy,37(4-5),357–371.doi:10.1016/j.telpol.2012.04.009

Grubbs,M.,&Milne,G.(2010).Genderdifferencesinprivacy-relatedmeasuresforyoungadultFacebookusers.
Journal of Interactive Advertising,10(2),28–45.doi:10.1080/15252019.2010.10722168

Gu,J.,Lee,S.,&Suh,Y.(2009).Determinantsofbehavioralintentiontomobilebanking.Expert Systems with 
Applications,36(9),11605–11616.doi:10.1016/j.eswa.2009.03.024

Gupta,S.,Yun,H.,Xu,H.,&Kim,H.(2017).AnexploratorystudyonmobilebankingadoptioninIndian
metropolitanandurbanareas:Ascenario-basedexperiment.Information Technology for Development,13(1),
127–152.doi:10.1080/02681102.2016.1233855

Harvey,F.(1999).NationalCulturalDifferencesinTheoryandPractice:EvaluatingHofstede’sNationalCultural
Framework.Information Technology & People,10(2),132–146.doi:10.1108/09593849710174986

Hajli, N., & Mauricio, F. (2017). Social commerce and new development in E-commerce technologies.
International Journal of Information Management,37(3),177–178.doi:10.1016/j.ijinfomgt.2017.03.001

Hallikainen,H.,&Laukkanen,T.(2018).Nationalcultureandconsumertrustine-commerce.International 
Journal of Information Management,38(1),97–106.doi:10.1016/j.ijinfomgt.2017.07.002

http://dx.doi.org/10.4018/JGIM.2018100109
http://dx.doi.org/10.4018/JGIM.2018100109
http://dx.doi.org/10.1016/j.jretconser.2018.07.009
http://dx.doi.org/10.1016/j.joep.2012.09.013
http://dx.doi.org/10.1080/15332861.2013.865388
http://dx.doi.org/10.1080/01449290802506562
http://dx.doi.org/10.2307/249008
http://dx.doi.org/10.1504/IJEF.2009.028976
http://dx.doi.org/10.1016/S0148-2963(02)00363-6
http://dx.doi.org/10.1016/S0148-2963(02)00363-6
http://dx.doi.org/10.2979/esj.2003.2.2.7
http://dx.doi.org/10.1016/j.telpol.2012.04.009
http://dx.doi.org/10.1080/15252019.2010.10722168
http://dx.doi.org/10.1016/j.eswa.2009.03.024
http://dx.doi.org/10.1080/02681102.2016.1233855
http://dx.doi.org/10.1108/09593849710174986
http://dx.doi.org/10.1016/j.ijinfomgt.2017.03.001
http://dx.doi.org/10.1016/j.ijinfomgt.2017.07.002


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

113

Hamid,M.,Amin,H.,Lada,S.,&Ahmad,N.(2007).AcomparativeanalysisofInternetbankinginMalaysia
andThailand.Journal of Internet Business,4,1–19.

Hernandez,J.,&Mazzon,J.(2007).AdoptionofInternetbanking:Propositionandimplementationofanintegrated
methodologyapproach.International Journal of Bank Marketing,25(2),72–88.doi:10.1108/02652320710728410

Hofstede,G.(1984).Culture’s consequences: international differences in work-related values.BeverlyHills,
CA:SagePublications.

Hong, I. (2019). Understanding and predicting behavioral intention to adopt mobile banking: The Korean
experience.Journal of Global Information Management,27(3),182–202.doi:10.4018/JGIM.2019070110

Hung, S., Kang, T., Yen, D., Huang, A., & Chen, K. (2012). A cross-cultural analysis of communication
toolsandcommunicationoutcomes.Journal of Global Information Management,20(3),55–83.doi:10.4018/
jgim.2012070103

Intana, M., Chansa-ngavej, C., Changchit, C., & Satjawathee, T. (2013). Factors Encouraging the Internet
BankingAdoption inThailand. International Journal of Electronic Finance,7(3/4),196–212.doi:10.1504/
IJEF.2013.058602

Islam,S.(2014).Systematicliteraturereview:Securitychallengesofmobilebankingandpaymentssystem.
International Journal of u- and e- Service.Science and Technology,7(6),107–116.

Jarvenpaa,S.L.,Tractinsky,N.,&Saarinen,L.(1999).ConsumerTrustinanInternetStore:ACross-Cultural
Validation.Journal of Computer-Mediated Communication,5(2),0.doi:10.1111/j.1083-6101.1999.tb00337.x

Jiabao,L.,Wang,B.,Wang,N.,&Lu,Y.(2014).Understandingtheevolutionofconsumertrust inmobile
commerce: A longitudinal study. Information Technology Management, 15(1), 37–49. doi:10.1007/s10799-
013-0172-y

Johannes,V.,Indarini,J.,&Margaretha,S.(2018).Usability,customersatisfaction,service,andtrusttowards
mobilebankinguserloyalty.Advances in Social Science.Education and Humanities Research.,186,144–147.

Khan,I.,Hameed,Z.,&Khan,S.(2017).Understandingonlinebankingadoptioninadevelopingcountry:
UTAUT2withculturalmoderators.Journal of Global Information Management,25(1),43–65.doi:10.4018/
JGIM.2017010103

Kim,G.,Shin,B.S.,&Lee,H.G.(2009).Understandingdynamicsbetweeninitialtrustandusageintentionsof
mobilebanking.Information Systems Journal,19(3),283–311.doi:10.1111/j.1365-2575.2007.00269.x

Kim,H.,Gupta,S.,&Jeon,Y.(2013).UserContinuanceintentiontowardsmobileInternetservice:Thecaseof
WIMAXinKorea.Journal of Global Information Management,21(4),121–142.doi:10.4018/jgim.2013100107

Kim,J.,Yuan,X.,Kim,S.,&Lee,Y.(2014).Howperceivedqualityworksinnewtechnologyadoptionprocess:
Across-nationalcomparisonamongChina,KoreaandJapan.Journal of Global Information Management,22(2),
23–47.doi:10.4018/jgim.2014040102

Kim,Y.,&Peterson,R.(2017).AMeta-analysisofOnlineTrustRelationships inE-commerce.Journal of 
Interactive Marketing,38,44–54.doi:10.1016/j.intmar.2017.01.001

Klaus,T.,&Blanton,J.(2010).Userresistancedeterminantsandthepsychologicalcontractinenterprisesystem
implementations.European Journal of Information Systems,19(6),625–636.doi:10.1057/ejis.2010.39

Laukkanen,T.,Sinkkonen,S.,Kivijärvi,M.,&Laukkanen,P. (2007). Innovation resistanceamongmature
consumers.Journal of Consumer Marketing,24(7),419–427.doi:10.1108/07363760710834834

Lee,K.,&Chung,N.(2009).Understandingfactorsaffectingtrustinandsatisfactionwithmobilebankingin
Korea:AmodifiedDeLoneandMcLean’smodelperspective.Interacting with Computers,21(5-6),385–392.
doi:10.1016/j.intcom.2009.06.004

Lee,M.,&Turban,E.(2001).AtrustmodelforconsumerInternetshopping.International Journal of Electronic 
Commerce,6(1),75–91.doi:10.1080/10864415.2001.11044227

http://dx.doi.org/10.1108/02652320710728410
http://dx.doi.org/10.4018/JGIM.2019070110
http://dx.doi.org/10.4018/jgim.2012070103
http://dx.doi.org/10.4018/jgim.2012070103
http://dx.doi.org/10.1504/IJEF.2013.058602
http://dx.doi.org/10.1504/IJEF.2013.058602
http://dx.doi.org/10.1111/j.1083-6101.1999.tb00337.x
http://dx.doi.org/10.1007/s10799-013-0172-y
http://dx.doi.org/10.1007/s10799-013-0172-y
http://dx.doi.org/10.4018/JGIM.2017010103
http://dx.doi.org/10.4018/JGIM.2017010103
http://dx.doi.org/10.1111/j.1365-2575.2007.00269.x
http://dx.doi.org/10.4018/jgim.2013100107
http://dx.doi.org/10.4018/jgim.2014040102
http://dx.doi.org/10.1016/j.intmar.2017.01.001
http://dx.doi.org/10.1057/ejis.2010.39
http://dx.doi.org/10.1108/07363760710834834
http://dx.doi.org/10.1016/j.intcom.2009.06.004
http://dx.doi.org/10.1080/10864415.2001.11044227


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

114

Liebana-Cabanillas,F.,Alonso-Dos-Santos,M.,Soto-Fuentes,Y.,&Valderrama-Palma,V.A.(2016).Unobserved
heterogeneityandtheimportanceofcustomerloyaltyinmobilebanking.Technology Analysis and Strategic 
Management,29(9),1015–1032.doi:10.1080/09537325.2016.1262021

Luo,X.,Li,H.,Zhang,J.,&Shim,J. (2010).ExaminingMulti-DimensionalTrustandMulti-FacetedRisk
inInitialAcceptanceofEmergingTechnologies:AnEmpiricalStudyofMobileBankingServices.Decision 
Support Systems,49(2),222–234.doi:10.1016/j.dss.2010.02.008

Malaquias, F., & Hwang, Y. (2016). Trust in mobile banking under conditions of information asymmetry:
EmpiricalevidencefromBrazil.Information Development,32(5),1600–1612.doi:10.1177/0266666915616164

Malaquias,F.,&Hwang,Y.(2016).AnEmpiricalStudyonTrustinMobileBanking:ADevelopingCountry
Perspective.Computers in Human Behavior,54,453–461.doi:10.1016/j.chb.2015.08.039

Malaquias,F.,&Hwang,Y.(2017).MixingBusinessandPleasure:EmpiricalImplicationsforTrustinMobile
Banking.Journal of Electronic Commerce Research,18(13),212–224.

Malaquias,F.,&Hwang,Y.(2019).Mobilebankinguse:AcomparativestudywithBrazilianandU.S.participants.
International Journal of Information Management,44,132–140.doi:10.1016/j.ijinfomgt.2018.10.004

Masrek, M. (2018). The impact of perceived credibility and perceived quality on trust and satisfaction in
mobile banking context. Asian Economic and Financial Review, 8(7), 1013–1025. doi:10.18488/journal.
aefr.2018.87.1013.1025

Moorman,C.,Deshpande,R.,&Zaltman,G.(1993).Factorsaffectingtrustinmarketresearchrelationships.
Journal of Marketing,57(1),81–101.doi:10.1177/002224299305700106

Mukherjee,A.,&Nath,P.(2003).Amodeloftrustinonlinerelationshipbanking.International Journal of 
Bank Marketing,21(1),5–15.doi:10.1108/02652320310457767

Namahoot,K.,&Laohavichien,T.(2015).AnanalysisofbehavioralintentiontouseThaiInternetbankingwith
qualitymanagementandtrust.Journal of Internet Banking and Commerce,20(3),1–15.

Niederman,F.,Alhorr,H.,Park,Y.,&Tolmie,C. (2012).Global informationmanagement research:What
havewelearnedinthepastdecade?Journal of Global Information Management,20(1),18–56.doi:10.4018/
jgim.2012010102

NationalStatisticalOffice.(2014).The 2014 Household Survey on the Use of Information and Communication 
Technology.Retrievedfromhttp://web.nso.go.th/en/survey/ict/data_ict/2014_Full%20Report.pdf

Nunnally,J.,&Bernstein,I.(1994).Psychometric Theory(3rded.).NewYork:McGraw-Hill.

O’Neil,D.(2001).AnalysisofInternetusers’levelofonlineprivacyconcerns.Social Science Computer Review,
19(1),17–31.doi:10.1177/089443930101900103

Palvia, P. (1998). Research issues in global information technology management. Information Resources 
Management Journal,11(2),27–36.doi:10.4018/irmj.1998040103

Pederson,P.(2005).AdoptionofmobileInternetservices:Anexploratorystudyofmobilecommerceearly
adopters. Journal of Organizational Computing and Electronic Commerce, 15(2), 203–222. doi:10.1207/
s15327744joce1503_2

Pikkarainen, T., Pikkarainen, K., Karjaluoto, H., & Pahnila, S. (2004). Consumer acceptance of
online banking: An extension of the technology acceptance model. Internet Research, 14(3), 224–235.
doi:10.1108/10662240410542652

Remus,W.(1986).Graduatestudentsassurrogatesformanagersinexperimentsonbusinessdecisionmaking.
Journal of Business Research,14(1),19–25.doi:10.1016/0148-2963(86)90053-6

Robey,D.,Farrow,D.,&Franz,C.(1989).Groupprocessandconflictinsystemdevelopment.Management 
Science,35(10),1172–1189.doi:10.1287/mnsc.35.10.1172

Rotchanakitumnuai, S., & Speece, M. (2003). Barriers to Internet banking adoption: A qualitative study
among corporate customers in Thailand. International Journal of Bank Marketing, 21(6/7), 312–323.
doi:10.1108/02652320310498465

http://dx.doi.org/10.1080/09537325.2016.1262021
http://dx.doi.org/10.1016/j.dss.2010.02.008
http://dx.doi.org/10.1177/0266666915616164
http://dx.doi.org/10.1016/j.chb.2015.08.039
http://dx.doi.org/10.1016/j.ijinfomgt.2018.10.004
http://dx.doi.org/10.18488/journal.aefr.2018.87.1013.1025
http://dx.doi.org/10.18488/journal.aefr.2018.87.1013.1025
http://dx.doi.org/10.1177/002224299305700106
http://dx.doi.org/10.1108/02652320310457767
http://dx.doi.org/10.4018/jgim.2012010102
http://dx.doi.org/10.4018/jgim.2012010102
http://web.nso.go.th/en/survey/ict/data_ict/2014_Full%20Report.pdf
http://dx.doi.org/10.1177/089443930101900103
http://dx.doi.org/10.4018/irmj.1998040103
http://dx.doi.org/10.1207/s15327744joce1503_2
http://dx.doi.org/10.1207/s15327744joce1503_2
http://dx.doi.org/10.1108/10662240410542652
http://dx.doi.org/10.1016/0148-2963(86)90053-6
http://dx.doi.org/10.1287/mnsc.35.10.1172
http://dx.doi.org/10.1108/02652320310498465


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

115

Sampaio,C.,Hoffman,L.,Wagner,J.,&Santini,F.(2017).Appsformobilebankingandcustomersatisfaction:
Across-cultural study. International Journal of Bank Marketing,35(7), 1133–1153.doi:10.1108/IJBM-09-
2015-0146

Samuel, L., Balaji, M., & Khong, K. (2015). An investigation of online shopping experience on trust and
behavioralintentions.Journal of Internet Commerce,14(2),233–254.doi:10.1080/15332861.2015.1028250

Sarker,S.,&Wells,J.(2003).Understandingmobilehandhelddeviceuseandadoption.Communications of the 
ACM,46(12),35–40.doi:10.1145/953460.953484

Sarreal,R.(2019).Historyofonlinebanking:Howinternetbankingwentmainstreamexplorehowinternet
bankinghasevolvedovertheyears.GoBankingRates.Retrievedfromhttps://www.gobankingrates.com/banking/
banks/history-online-banking/

Shaikh,A.A.,Karjaluoto,H.&Chinje,N.B.(2015).Consumers’perceptionsofmobilebankingcontinuous
usageinFinlandandSouthAfrica.International Journal of Electronic Finance, 8(2/3/4),149-168.

Sharma,S.K.,&Sharma,M.(2019).Examiningtheroleoftrustandqualitydimensionsintheactualusageof
mobilebankingservices:Anempiricalinvestigation.International Journal of Information Management,44,
65–75.doi:10.1016/j.ijinfomgt.2018.09.013

Sheehan,K.B.(1999).Aninvestigationofgenderdifferencesinonlineprivacyconcernsandresultantbehaviors.
Journal of Interactive Marketing, 13(4), 24–38. doi:10.1002/(SICI)1520-6653(199923)13:4<24::AID-
DIR3>3.0.CO;2-O

Sheehan,K.(2002).TowardaTypologyofInternetUsersandOnlinePrivacyConcerns.The Information Society,
18(1),21–32.doi:10.1080/01972240252818207

Shergill,G.S.,&Li,B.(2005).InternetBanking–AnEmpiricalInvestigationofaTrustandLoyaltyModelfor
NewZealandBanks.Journal of Internet Commerce,4(4),101–118.doi:10.1300/J179v04n04_07

Shih,K.,Hung,H.,&Lin,B.(2010).Assessinguserexperiencesandusageintentionsofm-bankingservice.
International Journal of Mobile Communications,8(3),257–277.doi:10.1504/IJMC.2010.032974

Shim,S.,Eastlick,M.,Lotz,S.,&Warrington,P.(2001).Anonlineprepurchaseintentionsmodel:Theroleof
intentiontosearch.Journal of Retailing,77(3),397–216.doi:10.1016/S0022-4359(01)00051-3

Shin,D.,&Choo,H.(2012).Exploringcross-culturalvaluestructureswithsmartphones.Journal of Global 
Information Management,20(2),67–93.doi:10.4018/jgim.2012040104

Simon,S.,&Cagle,C.(2017).Culture’simpactontrust,distrust,andintentionsindatatheftenvironments:A
cross-culturalexploratorystudy.Journal of Global Information Technology Management,20(4),214–235.do
i:10.1080/1097198X.2017.1388672

Song,H.(2015).Customeradoptionofmobilebanking:AnintegrationofTAMwithtrustandsocialinfluence.
Applied Mechanics and Materials,701-702,1323–1327.doi:10.4028/www.scientific.net/AMM.701-702.1323

Souweidane,V.,&Huesmann,L. (1999).The influenceofAmericanurbancultureon thedevelopmentof
normativebeliefsaboutaggressioninMiddle-Easternimmigrants.American Journal of Community Psychology,
27(2),239–254.doi:10.1023/A:1022887702034PMID:10425701

Sprott,D.,Spangenberg,E.,&Fisher,R.(2003).Theimportanceofnormativebeliefs totheself-prophecy
effect.The Journal of Applied Psychology,88(3),423–431.doi:10.1037/0021-9010.88.3.423PMID:12814292

Srinivasan,S.(2004).Roleoftrustine‐businesssuccess.Information Management & Computer Security,12(1),
66–72.doi:10.1108/09685220410518838

Statista.(2018).NumberofMobileBankingUsersintheUnitedStatesfrom2009to2016(inmillions).Retrieved
fromhttps://www.statista.com/statistics/244411/number-of-mobile-banking-users-in-the-united-states/

Straub,D.,Keil,M.,&Brenner,W.(1997).Testingthetechnologyacceptancemodelacrosscultures:Athree
countrystudy.Information & Management,33(1),1–11.doi:10.1016/S0378-7206(97)00026-8

Sun,B.,Sun,C.,Liu,C.,&Gui,C.(2017).Researchoninitialtrustmodelofmobilebankingusers.Journal of 
Risk Analysis and Crisis Response,7(1),13–20.doi:10.2991/jrarc.2017.7.1.2

http://dx.doi.org/10.1108/IJBM-09-2015-0146
http://dx.doi.org/10.1108/IJBM-09-2015-0146
http://dx.doi.org/10.1080/15332861.2015.1028250
http://dx.doi.org/10.1145/953460.953484
https://www.gobankingrates.com/banking/banks/history-online-banking/
https://www.gobankingrates.com/banking/banks/history-online-banking/
http://dx.doi.org/10.1016/j.ijinfomgt.2018.09.013
http://dx.doi.org/10.1002/(SICI)1520-6653(199923)13:4<24::AID-DIR3>3.0.CO;2-O
http://dx.doi.org/10.1002/(SICI)1520-6653(199923)13:4<24::AID-DIR3>3.0.CO;2-O
http://dx.doi.org/10.1080/01972240252818207
http://dx.doi.org/10.1300/J179v04n04_07
http://dx.doi.org/10.1504/IJMC.2010.032974
http://dx.doi.org/10.1016/S0022-4359(01)00051-3
http://dx.doi.org/10.4018/jgim.2012040104
http://dx.doi.org/10.1080/1097198X.2017.1388672
http://dx.doi.org/10.4028/www.scientific.net/AMM.701-702.1323
http://dx.doi.org/10.1023/A:1022887702034
http://www.ncbi.nlm.nih.gov/pubmed/10425701
http://dx.doi.org/10.1037/0021-9010.88.3.423
http://www.ncbi.nlm.nih.gov/pubmed/12814292
http://dx.doi.org/10.1108/09685220410518838
https://www.statista.com/statistics/244411/number-of-mobile-banking-users-in-the-united-states/
http://dx.doi.org/10.1016/S0378-7206(97)00026-8
http://dx.doi.org/10.2991/jrarc.2017.7.1.2


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

116

Suhong,L.,Glass,R.,&Records,H.(2008).TheInfluenceofgenderonnewtechnologyadoptionanduse–mobile
commerce.Journal of Internet Commerce,7(2),270–289.doi:10.1080/15332860802067748

Suoranta,M.,Mattila,M.,&Munnukka,J. (2005).Technology-basedservices:Astudyon thedriversand
inhibitors of mobile banking. International Journal of Management and Decision Making, 6(1), 33–46.
doi:10.1504/IJMDM.2005.005964

Susanto,A.,Lee,H.,Zo,H.,&Ciganek,A.(2013).FactorsaffectingInternetbankingsuccess:Acomparative
investigationbetweenIndonesiaandSouthKorea.Journal of Global Information Management,21(2),72–95.
doi:10.4018/jgim.2013040104

ThailandChapterofInternetSociety.(2015).HistoryoftheInternetinThailand.Retrievedfromhttp://www.
isoc-th.org/History_ITH.htm

Tippins,M.,&Sohi,R.(2003).ITcompetencyandfirmperformance:Isorganizationallearningamissinglink?
Strategic Management Journal,24(8),745–761.doi:10.1002/smj.337

VanDeventer,M.,Klerk,N.,&Bevan-Dye,A.(2017).Influenceofperceivedintegrityandperceivedsystem
qualityonGenerationYstudents’perceivedtrustinmobilebankinginSouthAfrica.Banks and Bank Systems.,
12(1),128–134.doi:10.21511/bbs.12(1-1).2017.05

Venkatesh,V.,&Davis,F.(2000).Atheoreticalextensionofthetechnologyacceptancemodel:Fourlongitudinal
fieldstudies.Management Science,46(2),186–204.doi:10.1287/mnsc.46.2.186.11926

Venkatesh,V.,&Morris,M.G.(2000).Whydon’tmeneverstoptoaskfordirections?Gender,socialinfluence,
andtheirroleintechnologyacceptanceandusagebehavior.Management Information Systems Quarterly,24(1),
115–139.doi:10.2307/3250981

Venkatesh,V.,Morris,M.,Davis,G.,&Davis,F.(2003).Useracceptanceofinformationtechnology:Toward
aunifiedview.Management Information Systems Quarterly,27(3),425–478.doi:10.2307/30036540

Vijayasarathy,L.(2004).Predictingconsumerintentionstouseon-lineshopping:Thecaseforanaugmented
technologyacceptancemodel.Information & Management,41(6),747–762.doi:10.1016/j.im.2003.08.011

Wei-Ta,F.,Ng,E.,Ching-Ming,W.,&Ming-Lin,H.(2017).Normativebeliefs,attitudes,andsocialnorms:
Peoplereducewasteasanindexofsocialrelationshipswhenspendingleisuretime.Sustainability,9(10),1–18.

Wingreen,S.,Mazey,N.,Baglione,S.,&Storholm,G.(2019).TransferofElectronicCommerceTrustbetween
PhysicalandVirtualEnvironments:ExperimentalEffectsofStructuralAssuranceandSituationalNormality.
Electronic Commerce Research,19(2),339–371.doi:10.1007/s10660-018-9305-z

Wong,Y.,&Hsu,C.(2008).Aconfidence-basedframeworkforbusinesstoconsumer(B2C)mobilecommerce
adoption.Personal and Ubiquitous Computing,12(1),77–84.doi:10.1007/s00779-006-0120-5

Wood,W.,&Li,S.(2005).Theempiricalanalysisoftechnologycamel.Issues in Information Systems,6(2),
154–160.

Yang,K.(2010).Theeffectsoftechnologyself-efficacyandinnovativenessonconsumermobiledataservice
adoption between American and Korean consumers. Journal of International Consumer Marketing, 22(2),
117–127.doi:10.1080/08961530903476147

Yoon,C.(2009).Theeffectsofnationalculturevaluesonconsumeracceptanceofe-commerce:Onlineshoppers
inChina.Information & Management,46(5),294–301.doi:10.1016/j.im.2009.06.001

Yousafzai,S.,Pallister,J.,&Foxall,G.(2009).MultidimensionalroleoftrustinInternetbankingadoption.
Service Industries Journal,29(5),591–605.doi:10.1080/02642060902719958

Yu,C.(2015).Antecedentsandconsequencesoftrustinusingmobilebanking.MIS Review: An International 
Journal,20(2),27–56.

Yu,C.,&Chantatub,W.(2015).Consumers’resistancetousingmobilebanking:EvidencefromThailandand
Taiwan.International Journal of Electronic Commerce Studies,7(1),21–38.doi:10.7903/ijecs.1375

http://dx.doi.org/10.1080/15332860802067748
http://dx.doi.org/10.1504/IJMDM.2005.005964
http://dx.doi.org/10.4018/jgim.2013040104
http://www.isoc-th.org/History_ITH.htm
http://www.isoc-th.org/History_ITH.htm
http://dx.doi.org/10.1002/smj.337
http://dx.doi.org/10.21511/bbs.12(1-1).2017.05
http://dx.doi.org/10.1287/mnsc.46.2.186.11926
http://dx.doi.org/10.2307/3250981
http://dx.doi.org/10.2307/30036540
http://dx.doi.org/10.1016/j.im.2003.08.011
http://dx.doi.org/10.1007/s10660-018-9305-z
http://dx.doi.org/10.1007/s00779-006-0120-5
http://dx.doi.org/10.1080/08961530903476147
http://dx.doi.org/10.1016/j.im.2009.06.001
http://dx.doi.org/10.1080/02642060902719958
http://dx.doi.org/10.7903/ijecs.1375


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

117

Yuan,S.,Liu,Y.,Yao,R.,&Liu,J.(2014).Aninvestigationofusers’continuanceintentiontowardsmobile
bankinginChina.Information Development,32(1),20–34.doi:10.1177/0266666914522140

Zhou,T.(2011).Anempiricalexaminationofinitialtrustinmobilebanking.Internet Research,21(5),527–540.
doi:10.1108/10662241111176353

Zhou,T.(2012).Understandingusers’initialtrustinmobilebanking:Anelaborationlikelihoodperspective.
Computers in Human Behavior,28(4),1518–1525.doi:10.1016/j.chb.2012.03.021

http://dx.doi.org/10.1177/0266666914522140
http://dx.doi.org/10.1108/10662241111176353
http://dx.doi.org/10.1016/j.chb.2012.03.021


Journal of Global Information Management
Volume 28 • Issue 4 • October-December 2020

118

APPeNdIX A. ReSeARCH QUeSTIoNNAIRe

Table 6. Research Questionnaire

Trust (T)

Ibelievethatthemobilebankingsystemwillprotecttheprivacyofmypersonalbankingdata

Ibelievethatthemobilebankingsystemswillnotdisclosemypersonalbankingdata

Ibelievethatbankswillkeepmobilebankingtransactionconfidentially

Iamnotafraidtodotransactionsviamobilebanking

Iamnotafraidtolosemyconfidentialdataviamobilebankingtransactions

Usingmobilebankingenablesmetoconducttransactionsecurely

UsingInternetbankingmakesmebelievethattheexistingregulationsaresufficienttoensurethatusersareprotected

Overall,Iamnotworriedaboutthesecurityofthemobilebanking

Ibelievethatmybanksprotectmefromunauthorizedcharges

Ibelievethatmytransactionsaresecured

Previous Experience (PEX)

Iamusuallysatisfiedwiththemobilebankingservices

Mymobilebankingtransactionsarealwaysaccurate

Iusuallyhaveagoodexperiencewithmobilebankingservices

Mytransactionsarealwaysprocessedinatimelymanner

Ineverfeeldisappointedwithmobilebanking

Normative Beliefs (NB)

PeopleinmyorganizationthinkthatIshouldusemobilebanking

MyfamilythinksthatIshouldusemobilebanking

Myfriendsinfluencemydecisiontousemobilebanking

Theimageofthebankhasinfluenceonmyusingmobilebanking

Usingmobilebankingmakesmefeelcurrentinthetrend

Technology Competency (TC)

Iusecomputereveryday

Iamnotafraidofusingtechnology

Myabilitytolearnnewtechnologyishigh

Iamalwaysinterestedinnewtechnology

Ienjoyworkingwithtechnology

Attitude towards the Use of Mobile Banking (ATT)

Overall,Iprefertodomobilebankingtransactionthanotherformsofbanking
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