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“An Empirical Study on Customer Satisfaction of 
Mobile Banking Services with respect to Gujarat 

region” 
 

 
1. Abstract: 

Due to the rapid advancement of wireless technology, the number of mobile phone 

accounts in India now exceeds the population. It is also true that mobile communications is 

no longer regarded as a luxury item, since it has penetrated society to the point that 

anybody may own a phone. In addition, mobile carriers provide a variety of services to 

expand their network and cover any gaps that may arise. As a result, the growth of wireless 

communication has established a platform for expanding commercial transactions in a very 

simple manner, as well as a wide range of business prospects. These advancements make 

commercial transactions, trading, and buying and selling products and services more 

easier. As a result, mobile phones have become increasingly important in the day-to-day 

lives of banking clients. Customer satisfaction is a baseline level of performance and a 

feasible criterion of excellence for every company organization, according to modern 

management science theory. Banks, in particular, compete for client pleasure by providing 

similar services. They strive to make their clients' lives easier. E-banking is a relatively 

recent method that most banks have used to accomplish this goal. This system provides 

customers with various options for contacting customer support (e.g., ATM machines, 

telephones, Internet and mobile phones). E-banking is still an innovation in generating 

products and services through electronic channels at low cost, despite advances in e-

banking technology having already revolutionized the modern world.The purpose of this 

study is to analyse the various factors of infusing the customer satisfaction towards using 

mobile banking services and to study the relationship between those factors along with 

mediating factors and demographic moderators. The study focuses on 13 dimensions of 

usage intention model and five moderators to learn about how infusing the customer 

satisfaction towards using mobile banking services with effects of various moderators. The 

current study takes a quantitative approach and employs a descriptive research 

methodology. Initially, a sample of 1115 respondents was selected, but after data cleaning, 

1047 valid responses were selected from respondents for analysis in this study.This 

research model aids in identifying relationships between various variables as well as 
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mediating and moderating effects between factors as well as mediating and moderating 

effects between the factors namely perceived usefulness, perceived ease of use, mobile 

atomsphere, perceived reliability & responsive,  perceived attitude, perceived risk, image 

of bank, perceived security, perceived trus, perforamance expantacy, hedpnic motivation, 

perceived benefits and  social influence and moderators like gender of male and female,  

marital status of  married and unmarried, income of high middle and low middle, education 

level of basic and special as well as multi group analysis of further  moderator age of 

generation X, Y in determining customer satisfaction while using mobile banking services. 

  

2. Brief Description: 
Information and Communication Technology (ICT), including the Internet and wireless 

technologies, has revolutionized the entire world. The rapid growth of ICT has transformed 

business. According to a report by Internet World Stats (2015), Internet penetration 

reached 3.08 billion globally by the end of 2014, with India, ranked third worldwide, 

reaching 190 million Internet users as of June 2014. There is enormous growth in the 

mobile sector in both developed and developing countries. Total mobile subscriptions 

reached almost seven billion by the end of 2015, reaching global penetration of 97 per cent 

(ITU, 2015). As per the report by Telecom Regulatory Authority of India (TRAI,2015), as 

of February 2015, the number of wireless subscribers in India surpassed 961 million, and 

the total number of Internet subscribers, excluding wireless Internet access, reached 18 

million. To meet customers’ expectations, banks are offering wide-ranging services to their 

customers through the Internet and mobile technologies, embracing diverse ICT in order to 

endure the competitive environment, reduce costs, and increase customer convenience. 

Customers live in a technological cluster, able to access needed banking services through 

various alternative channels like ATMs, online banking, and mobile banking. Internet 

connectivity is shifting from wired connectivity with desktop computers to wireless and 

mobile devices, and banking services, too, are now available through a mobile phone, 

connected wirelessly. Mobile banking has broad potential in developing countries, where 

many customers are connected to the Internet primarily through their mobile phones. As a 

result, the following conceptual model was built in order to see the big picture of how 

many factors impact consumer satisfaction with mobile banking services while also 

introducing two new factors. 
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Conceptual Framework: 

 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

CS : Customer Satisfaction  

PUS : Perceived Usefulness  

PEOU : Perceived Ease of use  

MA : Mobile Atmosphere   

PRR : Perceived Reliability &  Responsive  

PTR: Perceived Trust 

IB : Image of Bank  

PSE: Perceived Security   

PE: Performance Expectancy 

PB : Performance Benefits 

SI : Social Influence  

HM : Hedonic Motivation 

 

3. Definition of the Problem: 
Considerable research from the literature review has focused on individual factors’ impact on 

customer satisfaction on mobile banking services. However, a few has concentrated on 

combining all the factors such as perceived ease of use, mobile atomsphere, perceived reliability 

& responsive, perceived risk, image of bank, perceived security, hedpnic motivation, perceived 
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benefits and  social influence where   perceived usefulness, perforamance expantacy and 

perceived trust as mediating variables together out of it  image of bank  and hedonic motivation 

as  new variables as well as an attempt on establishing that along with new and existing factors 

by introducing a number of demographic categorical variables like that of gender- male and 

female, marital status- married and unmarried, income- high middle and low middle, education- 

basic and special as well as multi group analysis of further  moderator age- generation X, Y and 

Z as moderating variables and evaluating their impact on customer satisfaction on mobile 

banking services. This study focuses on the intersection of all of these factors, evaluating the 

direct and indirect relationships between them, and providing useful insights for mobile 

payment app banks and the government. 

4. Objective and Scope of the work: 

Innovation has brought about a change in the setting of financial transactions all around the 

world. The contemporary banking sector's major problems stem from a mismanagement of 

the potential for profiting from innovative efforts. The success of a new innovation-driven 

transport channel, such as flexible banking, is completely dependent on client approval. 

Client collecting is expected to play a significant role in the validation and implementation 

of new innovation or administration, according to a number of academics.This research 

aids in identifying relationships between various variables as well as mediating and 

moderating effects between factors as well as mediating and moderating effects between 

the factors namely perceived usefulness, perceived ease of use, mobile atomsphere, 

perceived reliability & responsive,  perceived attitude, perceived risk, image of bank, 

perceived security, perceived trust, perforamance expantacy, hedpnic motivation, 

perceived benefits and  social influence and moderators like gender of male and female,  

marital status of  married and unmarried, income of high middle and low middle, education 

level of basic and special as well as multi group analysis of further  moderator age of 

generation X, Y in determining customer satisfaction while using mobile banking services.  

 Research objective of the thesis: 

 To understand various mobile banking services and  analyzes the level of 

satisfaction of customer. 

 To understand the factors are infusing to mobile banking services and affecting 

customer satisfaction towards mobile banking services. 
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 To evaluate the mediating effect of perceived usefulness, perceived trust and 

performance expectancy in determining the consumer satisfaction with mobile 

banking services. 

 To assess the categorical moderating effect of age, gender, marital status, 

income, and education consumer satisfaction with mobile banking services. 

 To established the relationship amongst the various factors related to mobile 

banking services.  

 

5. Research Hypothesis: 
H1: Image of bank positively influences perceived trust regarding mobile banking services. 

The environmental conditions of supporting clients in overcoming barriers and obstacles to 

use another IT system are described as the bank's image (Bergeron, Rivard, and De Serre 

1990, Venkatesh and Davis 1996). 

H2: Perceived ease of use positively influences perceived usefulness regarding mobile 

banking services. 

Perceived ease of use is defined as a client's belief that using a given service will be simple, 

easy to understand, and simple to use (Davis, 1989, referred to by Ramdhony and Munien 

2013). 

H3: Hedonic motivation positively influences performance expectancy regarding mobile 

banking services. 

Hedonic motivation is defined as "the enjoyment or pleasure derived from using an 

innovation, and it has been shown to play a key role in determining innovation acceptance 

and use" (Venkatesh 2012). 

H4: Mobile atmosphere positively influences perceived usefulness regarding mobile 

banking services. 

How much a person acknowledges that an authoritative and specialised basis exists to help 

them use the system is the definition of mobile atmosphere (Venkatesh 2003). A number of 

studies have shown that mobile atmosphere fair and square utilisation has a favourable impact 

on clients (Dwivedi, Rana, Janssen 2017,,Zhou 2010). 

H5: Performance expectancy positively influences customer satisfaction regarding mobile 

banking services. 

7 | P a g e  
 



How much an individual accepts that adopting the innovation will help the person in question 

achieve increases in occupation execution, says performance expectancy (Venkatesh 2003). 

H6: Performance benefits positively influences hedonic motivation regarding mobile banking 

services. 

Users associate with advancements that are beneficial and simple to use (Alalwan2017, Ozturk, 

Belgians, Nusair, and Okumus2016, Shareef, Dwivedi, Kumar, and Kumar 2017). Oliveira, 

Faria, Thomas, and Popovic (2014), Yu (2012), and Zhou et al. (2010) confirmed the substantial 

role of PB fair and square of use among users in M-Banking after using UTAUT. 

H7: Perceived risk negatively influences perceived trust regarding mobile banking services. 

Client trust is illustrated by the seeming threat contained because perceived risk is seen as a 

component that provides trust its essential nature (Kesharwani and Bisht 2012). 

H8: Perceived trust positively influences customer satisfaction regarding mobile banking 

services. 

In an internet business situation, perceived trust is defined as the belief that merchants are 

eager to continue operating based on a person's assumption (Grazioli and Jarvenpaa 2000, 

Luhmann 1979) and avoid engaging in deceptive behaviour (Gefen 2003, Hosmer 1995, 

Williamson 1985). 

H9: Perceived usefulness positively influences customer satisfaction regarding mobile 

banking services. 

According to Davis (1989), perceived usefulness can be defined as the probability that another 

invention will improve the way a client is treated fairly (Silva Bidarra 2013) or how much 

people believe that using a given system will increase their productivity at work (Kazi and 

Mannan 2013). 

H10: Perceived reliability and responsive positively influences perceived usefulness regarding 

mobile banking services. 

The findings of this investigation are consistent with previous research. In a study done by 

White and Nteli (2004), perceived reliability and responsiveness were discovered to be the 

most important factors in determining the quality of service provided to financial clients in the 

United Kingdom and virtually other European countries' banking frameworks. 
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H11: Perceived security positively influences perceived trust regarding mobile banking 

services. 

Clients are rapidly embracing mobile banking innovation despite security concerns, according 

to a study conducted by Aluoch (2012) on the reception of mobile banking in Kenya. 

H12:  Social influence positively influences hedonic motivation regarding mobile banking 

services.  

The preferences and judgments of society, including relatives, companions, family members, 

neighbours, and various consumers of the innovation, will greatly alter clients' judgments and 

viewpoints (Alsheikh and Bojei 2014,Rana, Dwivedi, and Williams 2015). 

6. Research Methodology and Results: 

 

Research Approach and Design: 
In research, in light of the information by and large two general classes of approaches 

exist: Qualitative or Quantitative. Qualitative research related with the exploratory research   

plan which includes information in the types of pictures, depictions, words. Contrast with 

that Quantitative research approach related with the Descriptive exploration plan which 

includes numbers, tables, formulas and counts. Which research design ought to be utilized? 

– This question relies upon the research issue, region and nature of research (Sullivan, 

2001). At whatever point minimal hypothetical comprehension of issue exists, it follows 

qualitative methodology and exploratory research study. The qualitative methodology 

gives freedoms to investigate the circumstance or issue by going inside and out and help to 

creating ideas or theories. The significant burden of qualitative technique is its narrative or 

word nature of contention (Sullivan, 2001; Yin, 1994; Hair 2003). Hence, the present study 

focuses on quantitative research and descriptive research design 

Research Instrument: 
In order to collect data, the researcher has used self-administered questionnaires to be 

completed by respondents. The questionnaire comprises of demographic information as 

well as core questions related to customer satisfaction towards mobile banking services. 

The researcher has used 7-point Likert scale for evaluating the degree of agreement for 

each question. 
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Target population: 
The population for the present study includes all persons aged 16 years and above and 

range up to 40 years who are leaving in Gujarat and using online banking system through 

mobile banking apps for more than 6 months. 

Sampling: 
Non probability convenience sampling was used for the present study. 

Sample Size: 
For the present study, five major cities (Ahmedabad, Gandhinagar, Baroda, Rajkot and 

Surat) and four rural areas (Anand, Mehsana, Gandhidham and Navsari) have been 

selected. Initially, a sample of 1115 respondents were shortlisted but after the data cleaning 

process, 1047 valid responses gathered from respondents were used for analysis in present 

study. 

Data Analysis: 
SMART PLS-3 and SPSS software are used as statistical tools for analyzing the data in 

present study. Multiple regression, path analysis and bootstrap analysis are performed with 

SPSS and PLS-SEM analysis. 

Key Results of the Study: 
The main purpose of this study was to analyze the dimension of mobile banking and the 

level of satisfaction of customer. Previous studies mostly contributed regarding the direct 

effect of various variables on customer satisfaction while using mobile banking; however, 

the current study aims on direct relationship as well as the mediating effect of perceived 

usefulness, perceived trust and performance expectancy. Besides, new variables/factors 

called image of bank and Mobile Atmosphere are also introduced in the model for the first 

time. Further, the study also aimed on introducing four moderators and also performed 

multi group analysis on by using one moderator. The purpose was analyzing the 

moderating effect of gender- male and female, , marital status- married and unmarried, 

income- high middle and low middle, education- basic and special as well as multi group 

analysis of further one moderators age- generation X, Y and Z in determining customer 

satisfaction towards mobile banking services. 

Mediating Effect of perceived usefulness, performance expectancy and perceived trust: 

Further, it has been established that perceived reliability & responsive, mobile atmosphere and 

ease of use has a positive impact in determining the perceived usefulness towards the usage of 

10 | P a g e  
 



mobile banking. In addition, it has been determined that perceived security and image of bank 

has positive impact whereas perceived risk has a negative impact in forming the perceived trust 

towards the usage of mobile banking. Apart from this, social influence and perceived benefits 

and hedonic motivation has positive impact in which performance expectancy has play 

mediating role between three sub variables and customer satisfaction. Hedonic motivation has 

positive impact on customer satisfaction through line of performance in determining the usage 

of mobile banking service. Hence the overall empirical analysis reported that perceived 

usefulness, performance expectancy and perceived trust has a direct effect on level of customer 

satisfaction towards mobile banking.  

Moderating Effect of  Gender 

The role of a categorical moderator called gender of male and female among the different 

studied construction is also tested and investigated by the present research. The further research 

showed that the approach of male is vital to determine their use in comparison with their 

counterparts, although it is equally important for both women and men to determine their desire 

to use a mobile banking service in the event of mobile atmosphere, image of bank, perceived 

security, hedonic motivation and performance expectancy regardless of gender. Due to their 

perceived benefits, perceived reliability & responsive, perceived trust and perceived ease of use 

females have greater impact than males, while defining their attitude. The study also found that 

the perceived usefulness is important for male compared to female when they build their 

efficacy, while the social influence is more important for male than their counterparts when 

determining their confidence which ultimately affects their intentions to use a mobile banking. 

The study further found that perceived trust is more important for female to determine 

expectation compare to male’s attitude. In addition, perceived risk has been demonstrated to 

have an important negative influence as opposed to male on female's confidence.  

Moderating Effect of Marital Status 

The role of the categorical moderator marital status- of married and unmarried is also taken 

into consideration for understanding its impact on various relationships. The study found 

that in case of unmarried r participants, the image of bank and perceived security play an 

important role in leading to their perceived trust and overall status of marriage  have a 

significant moderating impact to customer satisfaction against which male influence more 

in case of perceived risk compare to female in determine perceived trust. However, overall, 

perceived usefulness played a significant role in leading to customer satisfaction towards 
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usage of mobile banking services. Further, the study found that in case of leading to 

perceived usefulness, unmarried people influence more regarding perceived ease of use 

and perceived reliability & responsive against married people while mobile atmosphere did 

not influence unmarried people compared to married to analyse the level of satisfaction of 

customer. Married people influence more in case of performance benefits lading to 

performance expectancy which plays a significant moderating impact on customer 

satisfaction compare to unmarried while the social influence is more important for 

unmarried than their counterparts when determining their self-assurance which ultimately 

affects their intentions to use a mobile banking. However, overall, perceived usefulness, 

perceived trust and social influence played a significant role in leading to customer 

satisfaction towards usage intention of mobile banking. 

Moderating Effect of Income 

The role of the categorical moderator income of low-middle and high-middle where low- 

middle is less than Rs 50,000 and high-middle is more than Rs 1, 00,000, is taken into 

consideration for understanding its impact on various relationships between factors. The 

study found that perceived usefulness have influenced more to people have  high-middle 

income in case of perceived ease of use and mobile atmosphere against  perceived 

reliability & responsive compare to low-middle income to determine customer satisfaction. 

Further, the study found that perceived trust have influenced more to people have  high-

middle income in case of image of bank and perceived security against  low-middle to 

determine customer satisfaction but in case of fear of  risk highly affected low-middle 

income people while using mobile banking to test the level of satisfaction. However, in 

case of low-middle income people, perceived reliability & responsive and perceived risk 

played a significant role in leading to customer satisfaction towards usage of mobile 

banking services. Social influence has affected  more to people have  high-middle income 

leading to performance expectancy which plays a significant moderating impact to 

customer satisfaction compare to low-middle income while performance benefits is more 

important for low-middle income people than high-middle income people.  

Moderating Effect of  Education 

The role of the categorical moderator education of basic and special where basic is below 

graduation and special is above graduation level, taken into consideration for 

understanding its impact on various relationships of factors. The study found that 
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perceived usefulness have influenced more in case of  basic education regarding  perceived 

reliability & responsive and mobile atmosphere against perceived ease of use compare to 

special education to determine customer satisfaction. However, in case of people have 

perceived usefulness played a significant role in leading to customer satisfaction towards 

usage of mobile banking service. Further, the study found that perceived trust have 

influenced more in case of special education regarding perceived security and perceived 

risk against image of bank compare to basic education to determine customer satisfaction. 

On the other hand, in case of people have special education; perceived security played a 

significant role in leading to perceived trust towards usage of mobile banking service. 

Social influence and performance benefits  has affected  more to people have  basic 

education compare to special education, but in case of  performance expectancy which 

plays a significant moderating impact on customer satisfaction more to people who  have 

special education compare to basic education.  

Multi Group Analysis with Moderating Effect of Age 

One of the exceptional contributions of current research is performing and analysing the 

moderator age- generation X, Y and Z multi group analysis and bringing out some 

insightful findings from the research where generation X includes people of age more than 

40 years, generation Y includes people from 25 to 40 years and generation Z comprises of 

people from 16 to 25 years, is taken into consideration for understanding its impact on 

various relationships. In case of perceived ease of use and mobile atmosphere leading to 

perceived usefulness as mediating role, the study found that generation X significantly 

influenced followed by generation Z whereas generation Z did not really cause any 

significant effect on customer satisfaction. Further, it was found that perceived reliability 

& responsive played a significantly influenced generation Y followed by generation Z and 

X. Further, perceived risk leading to perceived trust as mediating role, the study found that 

generation Y significantly influenced followed by generation Z and X and in case of 

perceived security generation X significantly influenced followed by generation Z and Y. 

Also found that in case of image of bank leading to trust generation Z significantly 

influenced followed by generation Y whereas generation X did not really cause any 

significant effect on customer satisfaction. Additional, performance benefits leading to 

performance expectancy as mediating role, the study found that generation Y significantly 

influenced followed by generation Z and X. Also the study found that in case of social 

influence leading to performance expectancy generation X significantly influenced 
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followed by generation Z whereas generation Y did not really cause any significant effect 

on customer satisfaction. 

7. Recommendations with respect to Objectives: 
Mobile banking service provided by banks: 

This study model is beneficial for all banks that provide mobile banking services, including 

private, public, and international banks, and it is a valuable and vital input for their future plans. 

The findings of this study can be used by Indian decision-makers to improve the degree of 

satisfaction with mobile banking among Indian consumers. This is accomplished by altering the 

study model's optional variables, which have been shown to have a substantial impact on 

perceived usefulness, perceived trust, and expected performance among Indian mobile banking 

customers. As a result, financial institutions and decision-makers should consider the roles of 

perceived ease of use, mobile atmosphere, and perceived responsiveness, image of bank, 

perceived security, perceived risk, performance benefits, social influence, and hedonic 

motivation from the research model in increasing the level of satisfaction with mobile banking 

adoption. Banks and financial institutions should focus on increasing the level of quality of their 

systems such as perceived ease of use, mobile atmosphere, perceived reliability and 

responsiveness, image of bank, perceived security, perceived risk, performance benefits, social 

influence, and hedonic motivation. For example, in the event of security and risk, the bank may 

send an SMS informing the user that he or she has made a lot of payments in one day, and that 

the user must confirm to the bank that he or she is the person who made the banking 

transactions. Furthermore, users of mobile banking can request that their accounts' mobile 

banking services be deactivated if they feel their phones have been stolen or misplaced.  

Government: 

It will also assist the government in formulating strategies and developing effective 

legislation in the context of mobile payment applications, allowing them to construct 

company-friendly laws while taking into account the dangers involved and ensuring the 

security of consumer cash. Furthermore, with demonetization and the current epidemic, it 

will aid the government in increasing people' willingness to utilise mobile wallet 

applications. The government has already created the BHIM application to encourage this.  

According to the current study, consumers from generation Y are more impacted by 

perceived risk than those from generation Z and generation X. As a result, the government 
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may establish all appropriate full-proof regulations to control the risk, holding companies 

accountable in the event of any infractions.   

8. Conclusion: 
As stated at the outset, the purpose of this study was to categorise the key elements that 

may influence the use of mobile banking applications in India. This is in addition to 

looking at how adopting a mobile banking financial system may help banks improve 

customer satisfaction. As a result, this study recognises the importance of developing a 

robust and far-reaching model that addresses the basic concerns of mobile banking 

acceptance. An empirical study was done utilising a self-administrative questionnaire that 

was distributed to a convenience sample of Indian banking consumers in the four major 

cities in Gujarat (Ahmadabad, Vadodara, Surat, and Rajkot) to examine the research 

methodology. In addition, researcher has used bootstrapping (5000 size) to test the 

significance of these relationships. In this study, researcher observed the positive impact of 

factors- Mobile Atmosphere, Perceived usefulness, Image of Bank , Perceived Security, 

Social Influence, Hedonic Motivation and performance expectancy significant effect of 

categorical moderator of gender i.e. male where as Perceived ease of use, Perceived 

Reliability &  Responsive, Image of Bank , Perceived Security, Perceived trust, Social 

Influence and Performance Expectancy significant effect of categorical moderator of 

marital status i.e. unmarried. Next was basic education affecting more significantly to 

Mobile Atmosphere, Perceived Reliability & Responsive, Perceived usefulness, Image of 

Bank, Social Influence and performance expectancy where as Perceived Reliability & 

Responsive, Perceived Risk and Performance Benefits less influenced in case of people 

have low-middle income to determine customer satisfaction of mobile banking services.In 

addition to that all the generations X, Y and Z affecting all the relationships in various 

orders in leading to customer satisfaction of mobile banking services.Results of the 

research have also found to be significant and supportive to the previous connected 

contributions. The lack of interpersonal communication and the replacement of human-to-

human interaction with human-to-machine interaction have significant implications for the 

factors to examine when evaluating mobile banking service quality for customer 

satisfaction. Customer security and data privacy would be protected and uncompromised if 

the mobile banking application provided a high degree of service quality. This will result 

in increased consumer satisfaction and mobile banking usage. 
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