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Abstract
Several studies have affirmed that the adoption of Information and Communication Technology (ICT) is
culturally inclined. Mobile banking is an ICT artifact considered to be of vital use among people in various
countries which in turn have dissimilar cultural background. Research into the use and adoption of mobile
banking has shown varied findings in different countries across the globe. This can be attributed to the
diversity in the cultural landscape in different countries. The development of mobile banking in a country is
likely to be determined by some characteristic factors which are unique to that country. This study conducted
a cross-sectional survey through a judgmental sampling procedure. The respondents were mobile banking
customers that consist of students and workers from diverse field of employment. A total of 231
questionnaires were collected from the sampled population of mobile banking customers.
This article explores the factors that influence adoption of mobile banking in Nigeria .The data were analysed
through statistical methods.
The results show that culture is the most important factor bearing on the adoption and behaviour of users on
mobile banking in Nigeria.
Keywords: Mobile Banking, Nigeria, Culture, user adoption and behavior, Information Communication
Technology, Revised UTAUT Model
1.

2. 1.

Introduction

The advent of mobile technology and its devices have brought about efficiency in the manner in which
commercial and business activities are performed (Tiwari & Buse, 2007; UNCTAD, 2007). One such
technology is mobile telephony. Mobile telephony serves as a platform for launching innovative mobile phone
applications and services (UNCTAD, 2007). The utilization of mobile technologies for commercial activities
brings about the concept of mobile commerce (m-commerce). There has been a record increase in the
number of mobile phone subscribers in developed and developing countries (Boadi, Boateng, Hinson &
Opoku, 2007; UNCTAD 2007). The mobile market is one of the fastest growing markets in the world (Gupta,
2005; UNCTAD, 2007). Financial institutions have since seized this opportunity to gain market advantage by
offering a variety of value added services to customers through the use of mobile banking (Gupta, 2005).
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Mobile banking (m-banking) is an application of mobile commerce that enables customers to bank virtually at
any convenient time and place (Suoranta, 2003). It is the provision of banking and related financial services
such as saving, fund transfer, stock market transaction among others on mobile devices (Tiwari & Buse,
2007). There has been unprecedented growth in m-banking market in many nations. For example in the
United States, about 30 percent of households use their mobile phones to perform banking operations
(MMA, 2009). This is also the case in European and Asian countries where 80 percent of households use
mobile banking services (Gupta, 2005). In Africa, mobile phones are the most widely used form of
communication technology (ITU, 2007). This has enabled the mobile market industry in Africa the fastest
growing when compared to other continents in the world (ITU, 2007). Nigeria is one of the leading market
players for m-banking applications in Africa (UNCTAD, 2007). This is attributed to the following factors:

•

Nigeria has been described as the fastest growing telecommunication infrastructure nation in Africa
and third in the World ( Ayo, Uyinomen & Fatudimu, 2007)

•

Nigeria is the most populous country in Africa with a population of over 150 million (Muganda,
Bankole & Brown, 2008)

•

Nigeria is the leading country in m-commerce usage in Africa (Muganda et al., 2008).

•

Nigeria has the highest mobile subscriber base in Africa with about 70 million mobile subscribers
(ITU, 2009, ICT works, 2010).

Furthermore, literature has indicated that the adoption of ICT applications such as mobile banking in a
country is culturally inclined (Min, Ji & Qu, 2008). Cultural differences that exist in countries may affect their
behaviour in the use and adoption of technology (Straub, Keil & Brenner, 1997). Though the adoption of
mobile technology does not follow a single universal pattern. It can be ascribed to differences in mobile
telecommunication infrastructure, types of services on offer, marketing strategies and the culture of the
consumers (Harris, Rettie & Kwan, 2005).
Starting from these standpoints, this article investigates what factors influence the acceptance of mobile
banking in Nigeria? While there has been a great deal of research on the application and implementation of
ICT in Nigeria, there is a lack of empirical research on the adoption of mobile banking in Nigeria. Also studies
that examine IT adoption from a cultural perspective in Nigeria are sparse and needed (Anandarajan,Igbaria
& Anakwe,2002).
The remainder of this paper is organised as follows: Chapter two discusses the theoretical framework and
related theories. Chapter three provides the methodological approach of the study. In Chapter four, data
collection procedures are presented while chapter five provides the data analysis and results. Chapter six
provides the discussion and conclusion. Chapter seven presents limitations and ideas for future research.

1.1

Related Studies on Mobile Banking in Nigeria.
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Information systems researchers have proposed different user acceptance models most of which are based
on social psychology and anthropology theories (Aggelidis & Chatzoglou, 2008). Several of these studies
have been on the user acceptance of mobile technology applications such as m-banking. Few have been
conducted in the context of Nigeria. The few studies conducted in Nigeria were on e-commerce applications
such as electronic banking and payment systems, for example:

•

Electronic Payment Systems and Tele-banking Services in Nigeria by Agboola (2006).

•

The Adoption of Internet Banking in Nigeria: An Empirical Investigation by Chiemeke, Evwiekpaefe &
Chete (2006).

•

M-Commerce Implementation in Nigeria: Trends and Issues by Ayo, Ekong, Fatudimu & Adebiyi
(2007).

3. 2.

Theoretical Background and Related Theories

Many researchers have examined mobile banking as an emerging ICT artifact from the perspective of user
adoption of information technology (IT) (Zhou, Lu & Wang, 2010). User adoption is one of the key
requirements for realizing technology value and utilization (Min et al., 2008). The technology acceptance
model (TAM), extended technology acceptance model (TAM2), theory of reasoned action (TRA) , theory of
planned behavior and the unified theory of use an acceptance of technology (UTAUT) are the most
commonly used theories in IT adoption (Venkatesh et al., 2003).. TAM and TPB have been used extensively
in mobile banking studies to identify the factors affecting users’ behavioral intention (Zhou et al., 2010).
Factors such as perceived usefulness, perceived ease of use, credibility, self efficacy and financial cost,
facilitating conditions and demographic characteristics have been recognized as influences (Luarn & Lin,
2005; Crabbe, Standing, & Karjaluoto, 2009, cited in Zhou et al., 2010 ).
The UTAUT model was proposed as an extension of the basic TAM model. The model incorporates four key
factors, namely performance expectancy (e.g., perceived usefulness), effort expectancy (e.g., perceived
ease of use), social influence and facilitating conditions (Venkatesh et al., 2003).
Recently, there has evolved a revised UTAUT model by Min et al. (20080, suitable for investigating mobile
banking. This revised UTAUT model was used as the basis in this study by considering variables such as
trust and privacy, convenience and cost, user satisfaction and culture in addition to the standard UTAUT
factors. In this model, the performance expectancy factor of UTAUT model is replaced with utility expectancy,
which is more appropriate for assessing mobile banking.
2.1 Introduced Constructs in Revised UTAUT Model
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Trust and Privacy: Trust plays an important role in providing satisfaction and expected outcomes for mcommerce users (Li & Yeh, 2010). User trust and privacy including security are required by users to ensure
their confidence in using m-banking services (Gu, Lee & Suh, 2009; Li & Yeh, 2010).
Convenience and Cost:

The cost of technology is important especially when it is for personal use such as

the use of mobile devices in m-banking. The user should be able to afford the cost of using such technology
(Min et al., 2008).
User Satisfaction: User satisfaction (US) is a paramount construct in behavioural research in information
systems (Delone & McLean, 2003). The user satisfaction construct has been widely used in evaluating
system success.
Culture: National culture has very often been defined in terms of Hofstede’s (1980) dimensions. He defined
culture as being “the collective programming of the mind which distinguishes the members of one group or
category of people from another” Hofstede, 1991, p.5), and operationalised it along four dimensions:
Power distance - Degree of inequality among people, which the population of a culture considers normal.
Uncertainty avoidance - Degree to which people in a culture feel uncomfortable with uncertainty and
ambiguity.
Individualism - Degree to which people in culture prefer to act as individuals, rather than as members of a
group.
Masculinity - Degree to which values like assertiveness, performance, success and competition prevail
among people of a culture over gentler qualities like the quality of life, maintaining warm personal
relationships, service, and care for the weak.
Whilst Hofstede (1980) used these measures to portray national culture, McCoy, Galletta & King (2005)
contendented that “the assumption of homogeneity is not appropriate, particularly if the national constructs
are to be integrated into IS models that reflect individual behavior…” (p. 214). They therefore argue for
assessing the cultural values of individuals rather than a multitude, in recognition of the fact that people from
the same nation or ethnic group may have different values (Srite & Karahanna, 2006). Culture may be
viewed as a moderating construct which affects the level of significance of both independent and dependent
variables in technology adoption models (Straub et al., 1997; Zakour, 2004; Srite & Karahanna, 2006; Min et
al., 2008). On the other hand, culture has also been shown to having an indirect impact on adoption through
its influence on user beliefs and attitudes towards the technology (Veiga, Floyd & Dechant, 2001). The latter
is the stance adopted in this study.
2.2 Conceptual Model
In this article, we integrate the research work of Min et al. (2008), Srite &Karahanna (2006), Carlsson,
Carlsson, Hyvonen, Puhakainen & Walden (2006), Veiga et al. (2001) and Zhou et al. (2010) to show the
impact of trust and privacy, convenience and cost, user satisfaction, utility expectancy, effort expectancy and
culture on user adoption of mobile banking. Prior research suggests that the use of ICT applications like
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mobile banking services are influenced by different cultural dimensions (Anandarajan, Igbaria & Anakwe,
2002). Thus, a conceptual model was formulated in order to reflect these perspectives.
2.3 Hypotheses Development
A null hypothesis H0 is returned when there is no significant association between the factors in the stated
hypotheses. Otherwise, the hypotheses remain valid. The hypotheses are stated as follows:
1.

Banking may be perceived as very much an individual activity (Veiga et al., 2001). Mobile banking

allows for this individual activity to take place in privacy, anywhere, anytime, hence it will be perceived as of
great value to those with individualist cultural traits. Thus we hypothesize:
H1a: Individualism is positively associated with utility expectancy of mobile banking
2.

Cell phones are designed to be used by individuals, as the small interface does not facilitate group

usage activity (Veiga et al., 2001). Hence, those who prefer individual activity (individualist cultural traits) will
perceive mobile banking as easier to use that those with collectivist traits. Thus, the hypothesis supported is:
H1b: Individualism is positively related to effort expectancy (perceived ease of use) of mobile banking.
3. In high uncertainty avoidance cultures, trust is of importance when making use of new technology (Brown,
Field, Hill, & Wessels, 2006; Grabner-Krauter & Kaluscha, 2003). In order to counter feelings of uncertainty
and ambiguity associated with mobile banking, greater beliefs will be attributed to the mobile banking service
provider amongst those with high uncertainty avoidance. Thus, the hypothesis is:

H2a: High uncertainty avoidance is positively associated with trust in mobile banking
4.

With high uncertainty avoidance cultures, activities that are highly structured, and reduce ambiguity

will be perceived as valuable (Hassan & Ditsa, 1999 cited by Veiga et al., 2001). Mobile banking provides
this structure for bank customers through the menu of services offered. The convenience of being able to
perform banking anywhere anytime provides reassurance and reduces anxiety and uncertainty about
financial affairs. Thus, the hypothesis supported is:
H2b: High uncertainty avoidance is positively associated with utility expectancy of mobile banking
5.

In high uncertainty avoidance culture, users prefer technology that provides highly structured and

specific functions and features (Hofstede, 2001; Veiga et al., 2001). Mobile banking services are typically
well-defined and structured into pre-defined menus, hence will be viewed favourably by those with high
uncertainty avoidance traits. Therefore the following hypothesis is proposed:
H2c: High uncertainty is positively associated with effort expectancy (perceived ease of use) of mobile
banking
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6.

In high masculinity cultures, users exhibit characteristics such as assertiveness and materialism. The

adoption of a new technology such as mobile banking in such a culture is perceived as yielding to a high
degree of value (Srite & Karahanna, 2006; Wei et al., 2008). Hence we hypothesize:
H3a: High masculinity is positively associated with utility expectancy of mobile banking
7.

In high masculinity cultures users display characteristics such as the desire the to accomplish and

achieve. When faced with adoption of technologies such as mobile banking, this will translate into the belief
that the technology is easy to use, more so than those with low masculinity traits (Bagchi et al., 2003; Srite &
Karahanna, 2006). Thus the hypothesis:
H3b: High masculinity is positively associated with effort expectancy (perceived ease of use) of mobile
banking
8. The higher the user satisfaction derived from the use a technology, the higher the user’s perceived
efficacy (Min et al., 2008). Thus, this hypothesis:
H4a: The higher the user satisfaction towards mobile banking services, the higher the utility expectancy
9.

Explicitly, it is believed that the higher the user satisfaction, towards a technology, the higher the

user’s belief of the technology’s ease of use (Min et al., 2008). Therefore, the hypothesis supported is:
H4b: The higher the user satisfaction towards mobile banking services, the higher the effort expectancy
10.

In circumstances when users feel that mobile banking is easy to use and does not require much

effort they will have high expectations towards acquiring the expected performance (Zhou et al., 2010).
Therefore we hypothesize that:
H5a: Effort expectancy positively influences utility expectancy
11.

Mobile banking allows users to make convenient payments and reduces time and effort

invested into banking. Effort expectancy significantly affects user adoption of mobile banking (Carlsson et al.,
2006; Zhou et al., 2010). Hence the hypothesis:
H5b: Effort expectancy (perceive ease of use) positively influences behavioural intention to use mobile
banking services
12.

There is a significant relationship between trust and privacy, and adoption of mobile

commerce applications (Bhattacherjee, 2002 cited by Min et al., 2008). Where is lack of trust in a technology
it will not be adopted. The ensuing hypothesis is:
H6: Trust and privacy positively influences behavioural intention to use mobile banking services
13.

When a user perceives that mobile banking provides fast, convenient, anytime and

anywhere transactions, it improves derived satisfaction and performance. Therefore the user adopts mobile
banking services (Carlsson et al., 2006; Zhou et al., 2010). Thus, the hypothesis:

7
H7: Utility expectancy positively influences behavioural intention to use mobile banking services
14.

The influence of social factors such as the opinions of user’s friends, relatives and superiors

will affect user’s intention to adopt and use mobile banking services (Carlsson et al., 2006; Lopez-Nicolas et
al., 2008; Hong et al., 2008 cited by Zhou et al. 2010). We hypothesize as follows:
H8: Social factors positively influence behavioural intention to use mobile banking services
15.

In high power distance cultures, marketing messages about the benefits of mobile banking,

and the banks’ and mobile provides’ efforts at encouraging consumers to adopt mobile banking will more
likely yield positive outcomes (Veiga et al., 2001). These institutions of power will more likely be deferred to
in high power distance cultures. Hence, the hypothesis:
H9: High power distance is positively associated with behavioural intention to use mobile banking.
16.

Convenience and cost directly affect adoption of mobile commerce applications. Where the

costs are low, it will encourage greater usage of the service (Min et al., 2008). Thus we hypothesize:
H10: Convenience and cost positively influence intentions to use mobile banking services
17.

Behavioural intention has a positive direct effect on usage of mobile devices (Carlsson et al.,

2006). Then we hypothesize thus:
H11: Increase in behavioural intention will influence user acceptance of mobile banking services
3. Research Method
This study relies on a positivistic epistemology (Myers, 1997; Myers, 2009). We used a deductive approach
to understand mobile banking adoption in Nigeria by testing the hypotheses. Several studies have adopted a
positivistic approach (Brown et al., 2003; Luarn & Lin, 2005; Alawadhi & Morris, 2008). Also, this study
formulated a measurement model integrated from widely accepted studies. These hypotheses are returned
as significant at p<0.05 and highly significant at p<0.01 if there is an influence of one construct on the other,
otherwise, the null hypothesis (H0) is returned. Figure 1 below presents the hypotheses:
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Figure 1:

Conceptual Model

4. Data Collection Procedures:
We used questionnaires as survey instruments for this study. Data were gathered from 231 respondents.
Questionnaires were distributed to students and workers from varied fields in Nigeria. The questionnaires
were mailed by post and e-mailed to others within targeted group who could not be reached physically. The
questionnaires were validated by conducting a pilot study. A sample of participants representative of the
actual research population

with

mobile banking usage experience were asked to complete the

questionnaire to ensure the suitability of the questionnaire.

5. Data Analysis:

1. Demographic Analysis
The data produced 231 responses for the data sample. The user demographics such as gender, age, marital
status, income and occupation were analysed. The sample consists of 39% female and 61% male. The ratio
of gender distributions, female to male was two to three (i.e. 2:3). The imbalance in gender percentage was
due to low numbers of women in the sampled employed population. Figure 2 represents the gender group
distribution within the sample data.
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Figure 2:

Gender Distribution

The highest group in the Nigerian data sample was between the age group of 21-25 years consisting of
47.5% followed by age group of 26-30 years consisting of 29%. Participants younger than 20 years of age
had a low percentage. The reason for this was that the survey participants needed to own a functional bank
account with regular monthly income, a mobile device and also be a mobile-banking subscription.
Respondents aged 30 years and younger were highly represented in the data sample with 81.5%. The age
least represented in the sampled data were those older than 40 years. The age group distribution is shown in
Figure 3.

Figure 3:

Age Group Distribution

The highest group of the respondents considering marital status was that of the singles which constituted
71% of the Nigerian data sample. The large number of single respondents supports the age group of the
distribution of the samples since majority of the respondents are age 30 years and younger. The married
respondents were 25%. The marital status distribution is shown in figure 4.

Figure 4:

Marital Status

The monthly income distribution shows that 47 % of the respondents earned less than 5000 Rands (less
than $714US Dollars) a month. This was accounted for by the student population and unskilled workers who
earn minimum wages in the country. Figure 5 below shows the distribution of income of respondents in the
sample data.

Figure 5:

Income

Figure 6 below shows the distribution by occupation consists of 45% students and 55% workers from diverse
field of employment.

Figure 6:

Occupation
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2. Mobile Banking Services Usage in Nigeria
Mobile banking services consist of mobile accounting services, mobile financial information and other mobile
services such as SMS bundles, air ticket payments, etc. The respondents showed that they use mobile
accounting services less frequently. 20.8% used money transfer. 10% use third party payments, 7.4 % used
standing orders (bill payments), 3.5% used insurance policies and 12.6 % used order cheque book. The
majority of the mobile accounting services in Nigeria are never or seldom used. The mobile accounting
usage in Nigeria is shown in Figure 7. The mobile financial information services were less frequently used by
the Nigeria respondents. SMS alert for account transactions accounted for 82.2% of the use of the service
more than 1-6 times monthly. Balance enquiries accounted for 78.3% of respondents that never or seldom
use, or use it less than one time a month while statements enquiries accounted for 85.2%. The least used
service by the respondents was stock enquiries and reports. Figure 8 shows the mobile financial usage in
Nigeria. No respondents in the sample data used payments of traffic fines, purchase of lotto tickets, and
applying for loan services. The total number of respondents that used SMS and data bundles services less
than one time in a month, 1-6 times monthly and 2-6 times weekly were 69.7% and 68.4% respectively.
Figure 9 shows the usage of other m-banking services in Nigeria

Figure 7:

Figure 8:

Figure 9:

Mobile Accounting Usage in Nigeria

Mobile Financial Information Usage in Nigeria

Other Mobile Banking Service Usage in Nigeria

3. Regression Analysis
We first analysed the reliability and construct validity to determine the consistency and regularity of the
survey questions. The Cronbach alpha was used to test the reliability. The variables were larger than 0.7
which indicated good reliability. The factor analysis was used to determine the validity. Most of the variables
showed a clean loading. The internal consistency of the constructs was confirmed to be satisfactory.
Secondly, we performed a regression analysis to test the model hypotheses. The results are presented in the
Table 1

Table 1: Correlation Coefficient
Hypotheses

Independent vs.
Dependent

Values
Beta
(B)

p-value

IDV vs. UE
IDV vs. EE
UA vs. TP
UA vs. UE
UA vs. EE
M/F vs. UE
M/F vs. EE
US vs. UE
US vs. EE
EE vs. UE
EE vs. BI
TP vs. BI
UE vs. BI
SF vs. BI
PD vs. BI
CC vs. UB
BI vs. UB

H1a
H1b
H 2a
H 2b
H 2c
H 3a
H 3b
H 4a
H 4b
H5a
H 5b
H6
H7
H8
H9
H10
H11
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-0.026
0.229***
0.152*
0.053
0.133*
0.150**
0.166**
0.310**
0.269**

0.148*
0.141*
-0.046
0.319***
0.098
0.138*
-0.006
0.307***

0.636
0.000
0.020

0.362
0.034
0.013
0.010
0.0000
0.0000

0.026
0.049
0.554
0.000
0.118
0.023
0.922
0.000

*p<0.05; **p<0.01; ***p<0.001
KEY:
US: User Satisfaction
TP: Trust & Privacy
UE: Utility Expectancy
EE: Effort Expectancy

SF: Social Factors
CC: Cost & Convenience
BI: Behavioural Intention
IDV: Individualism

PD: Power Distance
UA: Uncertainty Avoidance
M/F: Masculinity/Femininity
UB: User Behaviour

From the above Table 1, individualism (IDV) was found to have a correlation coefficient of 0.229, with effort
expectancy (EE) at P<0.001. This supports the positive relationship that was hypothesised between the two
factors. Uncertainty avoidance (UA) has a positive correlation of 0.133, P<0.05 with effort expectancy (EE)
and 0.152, P<0.05 with trust (TP). The relationship accounted for 16% of the variance. Masculinity/femininity
(M/F) has a positive relationship with utility expectancy (UE) at 0.150.P<0.01. The relationship accounted for
27% of the variance. User satisfaction (US) shows a statistical significance with utility expectancy(UE) and
effort expectancy(EE) at 0.310,P< 0.01 and 0.269,P<0.01 respectively. The relationship accounted for 24%
and 11%. Effort expectancy (EE) also shows positive correlation with both utility expectancy (UE) and
behavioural intention (BI) at 0.141, P<0.05 and 0.148, P<0.05. Each had 16% and 18%of the variance in the
data. Utility expectancy (UE) and power distance (PD) has a positive significant relationship with behavioural
intention (BI) at 0.319, P<0.001 and 0.138, P<0.05 respectively. Their relationship with BI accounted for 15%
and 20% of the variance in the data. Behavioural intention to use positively correlates with user behaviour
(UB) at 0.01. This relationship accounted for 9%.

4. 6.

Discussions and Conclusions

This study explains user adoption of mobile banking services by formulating a conceptual model. The model
is used to explain mobile banking adoption in Nigeria. This research developed a set of hypotheses from
literature. Several of the results provide strong support for the validity of the hypotheses generated for the
model. User satisfaction was found to have a significant relationship with utility expectancy and effort
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expectancy thereby supporting hypotheses H4a and H4b. This suggests that, increased satisfaction leads to
positive perceptions of mobile banking.
Utility expectancy and effort expectancy had significant relationships with behavioural intention. Our analysis
indicates that utility expectancy and effort expectancy are major factors influencing behavioural intention to
adopt mobile banking. Users are willing to use mobile banking if they find it useful for their everyday life.
Users also consider ease of use when adopting mobile banking. This supports hypotheses H 7 and H5b, and is
consistent with previous findings on behavioural intention with other technology adoption models (Gu et al.,
2009). No significant relationship was found between trust and privacy, and social factors with respect to
behavioural intention. Thus H6 and H8 were both returned as null hypotheses. H8 shows mobile banking users
are not influenced by social effects such as friends, relatives, colleagues at work and the service providers
(banks). Contradictory to what was expected in H6, the users behavioural intention to use mobile banking is
not determined by trust and privacy. This finding requires further investigation through a qualitative research
methodology. Conducting semi structured interviews with the participants would have provided rich data for
an in-depth analysis.
Our observations revealed some useful findings about the role that culture plays in the user behaviour and
adoption of mobile banking in Nigeria. The perceptions of mobile banking are influenced by the cultural
values of individuals in Nigeria. For instance, Masculinity has a positive relationship with utility expectancy. It
supports the hypothesis H3a.This means mobile banking adoption in Nigeria tends towards users with
assertiveness and strong persona. Interestingly, individualism had a positive relationship with effort
expectancy. This means the higher the individualism exhibited, the greater the ease of use of mobile banking
services.
High power distance has a direct impact on behavioural intention to use mobile banking. This means that the
high power distance culture influences the behavioural intention to use mobile banking. The user tends to
accept mobile banking services due to the views of the powerful. This result supports hypothesis H 9.
Uncertainty avoidance has a positive correlation with effort expectancy and trust. This supports hypothesis
H2a and H2b. High uncertainty avoidance cultures perceive mobile banking as well- structured and hence easy
to use. These cultural traits are also associated with strong trusting beliefs with regards to mobile banking.
In conclusion, this study describes mobile banking acceptance in Nigeria. The result of the study finds some
support for the model. Our result revealed that cultural values are playing pertinent role towards mobile
banking adoption in Nigeria. The results of this research offer some implications for other African countries
such as South Africa, Mauritius, and Kenya among others. This is supported by Anandarajan et al., (2002)
who stated that local culture should be considered when incorporating technology like mobile banking
services.
7.

Limitations and Future Studies

The selected participants in this study represented a fraction of mobile banking users. We assumed that the
chosen samples of respondents are the major users of mobile banking applications. This study only
accommodated participants already using mobile banking applications and services. Given the widespread
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adoption of mobile banking applications and services in developing and emerging markets, the future studies
can explore other countries with a comparative analysis among these countries.
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