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Abstract — Any type of banking transaction like checking
account balance, credit applications, payments and transfers
using a smart mobile device or a personal digital assistance is
termed as mobile banking which is also referred as M-Banking
or SMS Banking. The current study is an attempt to find out how
and why people prefer mobile banking for their usage by
collecting data from fifty of mobile banking users in Coimbatore
city in the month of December 2018. The precise aims of the
study are (i) to estimate the consumer’s choice in the selection of
mobile phones, brand and network, (ii) To find out the extent of
mobile banking usage and (iii)To identify the mobile banking
knowledge awareness spread among general people or bank
customers. The study reveals that mobile banking users are
young generation and education has a greater influence in the
usage of mobile banking. In the country like India, the analysis
revealed that the need for offering customized and enhanced
services are essential.

Key words: banking, mobile banking, education, customers,
data analysis.

I. INTRODUCTION

An evolving technology currently being adopted by all
the banks in the world is Mobile Banking, a new strategic
approach that modernized the operating manners of the
Banks towards service delivery to their customers and
presenting competition against the other banks. The
establishment and availability of financial services at any
time and at any place through mobile communication
devices is referred as Mobile Banking. The account
managing or administration services, any credit or debit
bank transaction services, stock market transaction services,
customized banking information access services are the
scope of mobile banking services.

At the initial period of evolvement, mobile banking
services were provided over SMS. The advancement in the
development smart phones with wireless application
protocol (WAP) enabled the use of the mobile web.
European banks are the initiators to provide mobile banking
on mobile platform to their consumers in the year 1999.

Mobile banking in India

In India, mobile banking was started by the HDFC bank
in 2003. To enable and enhance the usage of payments using
mobile banking, several steps have been taken by the
Reserve Bank of India. In order to impart its significance,
the central bank has taken the move of removing the
transaction limit of Indian Rupees 50,000 and the banks
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were permitted to fix their own transaction limits. In India, a
study revealed that the mobile banking services are used by
more than 43.7 million users of mobile phones. ICICI Bank
stands first with 17.75 million users accessing the mobile
banking. The second most are the HDFC subscribers with
9.1 million users followed by 6.13 million subscribers of
State Bank of India.

The current study is an attempt to find out how and why
people prefer mobile banking for their usage. The study has
the following objectives.

OBJECTIVES:

> To analyze the
economic profile status.

> To estimate the consumer’s choice in the selection
of mobile phones, brand and network.

»  Todiscover the extent of mobile banking usage and

»  To identify the mobile banking awareness among
common people or bank customers.

REVIEW OF LITERATURE

This section briefly discusses some of the earlier studies
conducted on mobile banking.

Sathye (1999) made a study on “Adoption of internet
banking by Australian consumers: An Empirical
Investigation” and in this study the author stated that the
awareness about the product among people is the initial step
for either its adaptation or neglecting aspect. Before an user
adopts a service or product, knowledge transfer, decision
and confirmation are essential. Value for money is the
measure opted by consumers to seek the product. Hence, it
is requisite that the banks offering this service offer an
awareness about its availability and explain the value added
services to the consumers providing a comparative study
with its competitors. The significance of usage of any
service or product can be revealed only through proper
advertisements and awareness through reachable channels to
the customers. Mobile banking being a new innovative
service and fresh experience for the banking users, high
awareness would be the major factor that effects its usage.

Black et al (2001) made a qualitative study on the
adoption of internet financial services. In his study the
author reported that the innovative telecommunication
technologies enabled the mobile banking service as a
convergence to common people. Several researchers have
shown that the attributes of the innovation which are
perceived are the major predictors of the decision to adopt a
new product or service rather than the innovator
characteristics.

selected respondent’s socio
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A study on “Using ZMET to explore barriers to the
adoption of 3G mobile banking services” made by
Laukkanen and Lauronen (2005) revealed that the location-
free access and the ability to react immediately to the
service need are major perceptions of the customers. The
establishment of efficiency and convenience in mobile
banking service are the significant features to improvise its
consumption. In general, an important sponsor feature in
mobile banking is the feeling of control. Utilization of time,
flexible access and appropriateness builds expediency for
customers. The study showed usage convenience was
perceived as consumer’s ability to effortlessly use and adopt
a new product or service.

An article on “Customer perceived value of e-financial
services: a means-end approach”. Was written by
Laukkanen (2006) in which the accuracy of the service or
product could be perceived as the consumer’s major concern
for the service adoption which adds true value and quality of
service. The errors or interruptions caused by the service
created a major worry on the customer side and it is
necessary to ensure the accuracy of the service for enhanced
adoptability of the product for such kind of customers.

Dr Amrit Patel (2010) made an analysis on “Harnessing
M-banking Potential by Banks in Rural India”. In rural areas
of India, the mobile banking service facility could help or
support low income people to make their financial
transactions with minimum efforts without a separate
facility like branch infrastructural requisite. With the use of
mobile phones acting as a non-bank retail agent, mobile
banking might also help to manage high capacities of less
value transactions. The author from his international
learning and experiences suggests that the banks in India are
required to improve their action with a strategic plan to
expose the potentials of mobile banking insisting on
customer satisfaction and convenience of its usage at the
nominal cost, its access facility and any time availability to
the consumers.

Mohammad Taleghani et al. (2011) analysed the “Factors
influencing customers’ decision to use cell phone banking
based on SMS services”. This research revealed a study on
various factors affecting the mobile banking services from
end to end such as speed, adaptability, mobility,
accessibility, risk, cost, usability, intention and ease of use
variables. The respondents’ opinion showed that the degree
of risk was the major significant factors followed by speed
and self-adaptation affecting the service usage. The study
also showed that about seventy-six percentage of variable
outputs the intention of improvising the usage of mobile
banking services.

With respect to globle, the adoption of mobile banking is
highest and certainly trapped up in India and it was stated by
Arun Prabhudesai (2012). In 2012, about Seventy-six
percentage of smart phone mobile users used mobile
banking according to a worldwide survey conducted by the
ACI and this percentage was the peak across the world.
Only thirty-eight percent from United states and thirty-one
present from United Kingdom were the respondents to
mobile banking comparatively. With around seventy percent
of users, China was the next leading to India followed by
sixty-one percent usage in South Africa. The global average
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adoption rate for mobile banking is around thirty-five
percent.

Il. METHODOLOGY

The current analysis is based on primary data. The
structured interview schedule was used for data collection
with the 50 users of mobile banking customers. The
respondents were selected from Coimbatore city using
convenience sampling technique, during December 2018.
Among the 50 respondents, 32 (64 percent) are males and
the remaining 18 (36 percent) females.

I1l. RESULTS AND DISCUSSION

This section gives the major findings of the current study
under three sections. Section | describes the selected socio-
economic and demographic features of the sample
respondents. Section Il gives a brief account of the banking
details of the respondents. Section Il deals with the
awareness of the respondents on mobile banking and usage
of mobile phones among the respondents.

Section I: Socio-Economic & Demographic Statistics of
the Respondents

A clear understanding of the socio-economic and
demographic features of the sample units will help in
finding out how these factors are related to the mobile
banking usage.

Age:

The age wise distribution of the collected data in Table-1
shows that among the male’s majority of 50 percent are in
the age group of 21-30 years, and among females about 89
percent come under this age group. Younger generation
prefers mobile banking. Taken the sample together 64
percent of the sample units fall under 21-30 years and 24
percent in the age group of 31-40 years.

TABLE-1: Age wise Distribution of the Sample

Respondents
Gender
Male Female
Total
Age #x | 0 e Qg+ H#E 0h*
(vears)
4 125 1] 0 4 g
Less than 20
3 y)
31.30 16 30 16 g8.20 32 64
15 g g 2
31.40 10] 3125 2 11.11 12 24
2 6.25 ] 0 2 4
above 41
i 100 18 100 a0 100
Total

*Z represents Number
*0% represents Percentage
Source: Data based on Field survey, 2018
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The findings confirm the study of Nagesh et al., (2011) in
which of 62 percent of the persons using mobile banking are
in the age group of 18-30 years.

Education:

The education wise details of mobile banking users of the
current study are depicted in the following Table-2.

The table reveals that mobile banking users have at least
completed higher secondary school level education. Further
76 percent of the respondents have either completed or
pursuing under graduation. The findings mirror the finding
of earlier study (Suoranta, 2003) in which it was found that
the mobile banking users have completed at least
intermediate education.

TABLE-2: Education wise Distribution of the Sample

Respondents
Gender
Male Female |
Education Total
w | wr | a | wr | w | %t
Completed
HSC 6 | 1875 | 4 | 2222 | 10 20
UG 4 | 1275 | 12 | 6667 | 16 32
PG 16 50 2 11.11 18 36
Total 26 | 815 | 18 100 | 44 88
Ongoing
HSC 2 6.25 0 0 2 4
UG 2 6.25 0 0 2 4
PG 2 6.25 0 0 2 4
Total 6 18.75 0 0 6 12

*# represents Number

*0% represents Percentage

Source:; Data based on Field survey, 2018 (HSC- Higher
Secondary School, UG- Under Graduate, PG- Post
Graduate)

Occupation:

The occupation wise details of mobile banking users of
the current study are depicted in the following Table-3
TABLE-3: Occupation wise Distribution of the
Sample Respondents

Gender

Female

Oceopation | 5% b E #E [T 2% [

4 11.5 0 a 4 &

Studants
16 50 10 | 5556 | 26 52
Businass
12 17.5 4 2232 16 iz
Profassionsls
0 0 4 22| 4 g

House wifa

a2 100 18 100 50 100

Total
*Z represents Number
*0p represents Percentage
Source: Data based onField survey, 2013
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Occupation wise analysis reveals that 8 percent are not in
labour force, being house wife and 8 percent are students.
Majority of 52 percent are doing business and the remaining
32 percent are professionals. Among the male respondents
50 percent are doing the business and this is 55 percent
among females. Business people use mobile banking
services in a larger proportion. Hamza salim et.al., (2011)
reported that 25 percent of the respondents of their study
who are mobile banking users are doing business and 16
percentage are students.

Monthly income:

The income wise distribution of the selected respondents
is given in the following Table-4
TABLE-4: Monthly Income wise Distribution of the
Sample Respondents

Gender
Male Female
Monthly i Total
nthly income [ N . N . .
(Rs) # O # By # By
4 12.5 4 | 2212 | B 16
Mil
g 25 14| 7778 | 22 44
5001-15000
& 1875 0@ a ] 12
15001-23000
14 | 4375 0 a 14 28
abowea 23001
a2 100 ( 18 | 100 | 50 [ 100
Total

*2 represents Number

*0o represents Percentage

Source: Data based onFeld survey, 2018

The above Table-4 shows that 16 percent of the sample

respondents are not working. About 44 percent of the
respondents have their monthly income in the range of Rs
5001-15000, 12 percent in the range of 15001-25000
followed by 28 percent having their monthly income
exceeding Rs 25000. In the case of male respondents, a
majority of 43 percent have income exceeding Rs 25001. In
the case of female respondents 77 percent have their
monthly income in the range of Rs 5001- 15000.

Section Il: Bank Details of the Respondents

Type of bank:

Vitalanalytic (2009) reported that more than the public
bank sectors, the mobile banking services are widely used
by foreign and private banks. The most prevalent mobile
banking service used by urban customers is the account
balance checking service. Checking the last three
transactions performed and tracking the cheque clearing
status are the next preferred services of mobile banking. The
following Table-5 gives the type of bank in which the
current sample units have their accounts.
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TABLE-5: Type of Bank of the Sample Respondents
Type of bank

Gender

Male Female

Type of bank

Total
e [ e g % g

12 | 375 18 100 | 30 &0
Public sactor

10 | 3125 0 0 10 20
Privats sector

10

]
—_
[
LN
L]
[=1
—
=
=]
[=1

Eoth

a2 100 18 100 20 100
Total

*Z represents Number
*0p represents Percentage
Source: Data based onField survey, 2013

In the current study the sample units have their accounts
mostly in public sector banks. This percentage is 37.5 for
males and all females have their accounts in public sector
banks only. Among males 31.25 percent have their accounts
in private sector banks, the remaining either in public sector
banks or in both. On enquiry, it was learnt that the public
sector banks in which the sample units have their accounts
are State Bank of India, Indian Bank, and Corporation Bank.
The private sector banks in which the accounts are
maintained are HDFC, ICICI and City Union Bank. From
Table-5 it can be seen that majority of 60 percent of the
respondents have their accounts in public sector banks only,
20 percent in private sector banks and 20 percent of the
respondents use both public and private sector banks. The
findings are in tune with the work of Prerna Sharma and
Preethi (2011) in which 88 percent of the mobile bank users
have their accounts in public sector banks.

Type of banking:

The following Table-6 indicates the type of banking
preferred by the respondents.
TABLE-6: Type of Banking of the Sample

Respondents
Gender
Male Female
Typeof banking —— - — - - _Tﬂml -
ge | nge | s agE | 4% | oge
4 125 | 4 1122 | 8 16
Traditional
g 25 4 22112 24
Online
20 [ 625 | 10 | 3336 | 30 60
Mobils
32| 100 | 18 100 | 50 [ 100
Total

*Z represents Number
*0g represents Percentage
Source: Data based onField survey, 2018
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Among the male respondents’ majority of 62 percent
prefer mobile banking and this percentage among females is
56. Next to this, online banking is the preferred choice for
males (25 percent) and females (22 percent). Only 12
percent of the males prefer traditional banking and 22
percent among females.

Types of mobile phones:

The following Table-7 gives the various types of mobile
phones owned by the respondents of the current study.
TABLE-7: Types of Mobile Phones of the Sample

Respondents
Gender

T}'p%gnf Male Female
maobile Total
phozne p O I T & O
5 16 50 2 4444 1 24 48
phonas
G -

0 1 0 o
Phonss 12 37.5 2 11.11 14 18
Android 0 0 8 44 44 8 16
Basic -
handsat 4 12.5 0 0 4 8
Total a2 100 18 100 ] 100

*Z represents Number
*0p represents Percentage
Source: Data based on Field survey, 2018

It can be inferred from Table-7 that each of the
respondents own only one mobile phone. Majority of 48
percent own smart phone. Among both males (50 percent)
and females (44 percent) preference is for smart phone. The
analysis reveals that smart phone is the favourite handset
among the public. Females are found to show equal
preference for Android mobiles and smart phones.

Brand holding:

The following Table-8 gives the brand holding of mobile
handset owned by the sample respondents.
TABLE-8: Types of Brand Holding of the Sample

Respondents
Gender
Male Female
Total

Brand name 4% . 2% . 2% .

18 | 36.25 g 444 | 26 52
Samsung
Mokia 4 12.5 ] 333 | 10 20
Othars 10 [ 3125 4 1212 14 28

12 100 18 100 &0 100
Total

*Z represents Number
*0o represents Percentage
Source: Data based onFeld survey, 2013
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The above Table-8 shows that majority of 52 percent own
Samsung brand handset. Both males and females use
Samsung mobile in a larger proportion. About 56 percent of
the males and 44 percent of the females own Samsung
mobile phone. The analysis reveals that Samsung brand is
the most favorite mobile among the public followed by
Nokia for females and other sets (LG, Motorola) by the
males.

Network:

The following Table-9 gives the types of network used by
the respondents.
TABLE-9: Types of Network of the Sample

Respondents
Gender
Male Female Tatal
Network | # | %+ | # | %= | # | o+
Balisnce ] 25 2 11.11 | 10 20
Airtel ] 1875 12 6667 | 1B 36
Docome ] 18.75 2 11.11 g 16
BSML 4 12.5 ] a 4 ]
Othars ] 25 2 11.11 | 10 20
Total iz 100 18 100 50 100

*Z represents Number
*#04 represents Percentage
Source: Data based on Field survey, 2018

A significant point to be noted in the study is while males
show almost equal preference in the network, about 67
percent females are found to prefer ‘Airtel’.

Usage of Mobile Banking:

The respondents were asked to state the period in which
they started to use mobile banking. The details are given in
the following Table-10

TABLE-10: Usage of Mobile Banking of the Sample
Respondents
Gender

Miale Female

Total

#HE LT % LT #HE L

Period of using

maobile banking
Lass than 6 monfhs 12 37.5 8 (4444 | 20| 40
4 12.5 & 3333 10| 20

6 months — 1 wear
] 1875 | @ a [ 12

1 —2 waars

10 3125 4 | 2232 | 14| IE
Mors than 2 wears
Total 32 | 100 | 18| 100 | S0 100
*= represents Number

04 represents Percentage

Source: Data based onField survey, 2018

The above Table-10 reveals that majority of 40 percent of
the respondents started using mobile banking from the past
six months only, 20 percent use mobile banking for a period
ranging 6 months to one year and 12 percent use mobile
banking in one to two years. In the current study a majority
of 38 percent of males and 44 percent of females started
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using mobile banking within the past six months only. Of
late an increased preference of using mobile banking is seen
among the respondents. The study of Prerna Sharma and
preethi (2011) also revealed that of late there is an increase
in the frequency of mobile banking users in India.

Section I1l: Awareness on mobile banking and usage of
mobile banking

The following Table-11 gives the source from which the
sample units become aware of mobile banking.
TABLE-11: Source of Awareness on Mobile Banking
of the Sample Respondents

Cender
Sonrce of Male Female
A Total
Awrareness
on mohbile
banking #E Lo #HE L #% | GpF
Frisnds 14 4375 ] 3333 | 20 40
F=latives 6 1875 & 3333 12 24
Banks 6 1875 2 11.11 8 16
Advertisernent 4 12.5 2 11.11 L 12
Salf 2 625 Z 1111 4 B
Total az 100 18 100 S0 | L0

*# represents Number
*0% represents Percentage
Source: Data based onField survew, 2018

The above Table-12 shows that majority of 40 percent
become aware of mobile banking through friends, 24
percent from relatives, 16 percent from banks, 12 percent
from advertisement and 8 percent through self interest.
Among the male respondents’ majority of 43 percent know
the usage of mobile banking through friends and among
female respondents about 66 percent are aware of mobile
banking through friends & relatives. The study reveals that
friends are the major source who creates awareness on
mobile banking.

The following Table-12 gives the data on the frequency
of usage of mobile banking.

TABLE-12: Frequency of Using Mobile Banking

Frequency
CGender
Aiale Female

Freguency Total
of
using #E Fa= #= bp*= #* | GhpE
mohile banking
Daily a 0 4 [ 2222 | 4 B
Olncs in a wesl 8 ) £ 11.11 10 20

10 3125 B 44 44 36
Trwrice in a month . 18
Omecs in a month 12 37.5 4 2222 16 32
Rarsly 2z 625 0 a ]
Total 32 14 18 100 S0 | 100

*Z represents Mumber
*04% represents Percentage
Source: Data based on Field survesy, 2018
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The above Table-12 shows that majority of 36 percent of
the respondents use maobile banking twice in a month, 32
percent once in a month, 20 percent once in a week, 8
percent using mobile banking daily and 4 percent using
rarely. Among the male respondents 37 percent use mobile
banking once in a month, 44 percent of female respondents
use mobile banking twice in a month. Prerna Sharma and
Preethi (2011) reported that 45 percent of the people use
mobile banking once in a week.

Mobile Phone Facilities:

Various facilities are available in mobile phones. But how
far the users are using it is a question mark. Hence the
customers are asked to state the various facilities that they
use in mobile phones. The following table -13 gives the

Mobile Banking Activities:

There are wide range of mobile banking services offered
by different banks. Few significant mobile banking services
are transfer of amount, balance enquiry, view and download
credit and debit transaction activities, mobile payments,
usage of loyalty and ticketing applications with vouchers
and e-coupons. The following Table -14 gives the details on
the mobile banking activities used by the respondents.

TABLE - 14: Classification of the Respondents Based

on the Use of Mobile Banking Activities

Male Female All
l. ITEMS | Ye | Percent | Ye | Percent | Ye | Percent
S age S age s age

Personal use

SMS alert on bank 28 87.5 18 100 46 92
transaction

details on the facilities which are used by the respondents. Download MB 20 625 3 4444 | 28 56
TABLE - 13: Classification of the Respondents Based | applications
on the Use of Mobile Phone Facilities ng:;i ﬁ?rd 16 50 4 2220 40
_ Male i Female _ All Locate ATM 16 50 2 11.11 18 36
Items [ Y | Percent | ¥ | Percent | Y | Percent Mobile recharging | 8 25 6 3333 | 14 28
] 'E'g* age £s age es age Pay electricity bill 4 12.50 2 11.11 6 12
Making [ 32| TUD Iz ] T0D 0 100 Buy stocks or 6 18.75 0 0 6 12
calls . - mutual funds
Banking | IT| T0O0 [ 1% 0] I00 PIN provision, 4 1250 | 2 | 1111 | 6 9
SRIS W[ 9375 |18 I5 TS change of PIN
Fhotos I IIEEEERE a4 55 Sell stocks or 4 12.50 0 0 4 8
Rlusic pL! TS JES 15 TE mutual funds
Tntermet | 26 | 8125 | IO 18 TI Banking
(rames P! T3 1z 18 T2 Check balance 26 81.25 16 88.88 42 84
Ernail ] BE.TS B k] 60 account
. e - Check last 24 75 14 71.77 38 76
Social IT| 673 g 30 &0 transaction only
network

sitas
Downloa | 20 6.1 ]
ding
applicatio
ns
hlaps 16 3
Watching | IE | Z8.
videos/T
v
Hewrsiwra
athar
Locking g 13 i] 0 g T
up pricas
for
products
Buving g I3 ] 0 g 18
product
Source: Data based on field survey, 2018

The above Tabe-13 shows that both the male (100
percent) and female (100 percent) respondents use mobile
phone for ‘making calls’ and for ‘banking’ purposes. All the
female respondents (100 percent) are using ‘SMS’ facility
and this percentage among the male was about 94 percent.
Next to it about 81 percent of the males and 77 percent of
females are accessing internet in mobile phone. Nearly 65 to
75 percent of males and 45 to 55 percent of females are
using ‘games’, ‘email’ and ‘social network sites’ in their
mobile phones.

The analysis reveals that the cell phone users are mostly
using it for ‘making calls’, ‘SMS’, ‘banking’, ‘internet’,
‘games’, ‘email’, and social network sites facilities in cell
phones. A noteworthy feature is that nearly 25 percent of
males use mobile phones for buying products while this was
zero percentage among females.

3333 [ 12 14
TIIT | 37 EEl

[
=8

TITT | 1B 7
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Transfer money 20 62.5 8 44.44 28 56

between two

accounts

View fixed deposit | 16 50 2 11.11 18 36
details

View last three 18 56.25 0 0 18 36
transactions

Cheque book 12 37.50 4 22.22 16 32
request

Request bill 12 37.50 2 11.11 14 28
payment

Enquiry for cheque | 12 37.50 0 0 12 24
status

Repayment of loan 6 18.75 2 11.11 8 16
Pass book 6 18.75 2 11.11 8 16
updation

Stop payment on 4 12.50 0 0 4 8
cheque

Demand draft 2 6.25 0 0 2 4
(DD)

377

Majority of 92 percent of the respondent’s view ‘SMS
alert’ in mobile phones. Next to it 84 percent of the
respondents ‘check the account balance’, 76 percent ‘check
the recent transaction’ statement and 4 percent of the
respondents send demand draft through cell phone. Among
the male respondents 87 percent of the respondents see
‘SMS alert’, 81 percent ‘check the account balance’ and
about 62 percent download mobile banking applications and
transfer money between two accounts. Among the females
all (100 percent) are using mobile phones to see ‘SMS alert’,
88 percent are ‘checking account balance’ and 11 percent of
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the respondents each ‘view fixed deposit details’, ‘locate
ATM branch’, ‘request bill payment’, ‘repayment of loan’,
‘pass book updation’, ‘electricity bill payment’ and ‘PIN
provision or change of PIN”.

The analysis reveals that majority of the respondents use
mobile phones for ‘SMS alert’, ‘account balance checking’,
‘check the recent transactions’, ‘downloading mobile
banking applications’ and to ‘transfer money between two
accounts.

IV. CONCLUSION

The present study shows that younger generation of
people use mobile banking services in a greater proportion.
Further it is learnt that the higher influence was seen in
education domain for the mobile banking usage. There is
always, there is a requirement for offering customized and
enhanced services to the ever growing and demanding
customers in the country like India. The adaptation of new
services using modern technology seems to be reluctant at
the initial stage to the customers It is the responsibility of
the service providers in this case the banks to ensure and
educate the the safe use of mobile banking services as that
of traditional banking, emphasizing the convenience of
mobile banking usage to the treasurable consumers.
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