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BHUPAL NOBLES' UNIVERSITY 
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ABSTRACT 

Every organization uses promotional strategies to create a positive brand image in the market and to attract more and more customers; the automobile sector is 
not an exception to it. Almost all the big automobile brands are having their showrooms in Udaipur, so keeping this in view this research has been conducted to 
study the promotional strategies adopted by the automobile companies of Udaipur. The data has been collected from 514 automobile employees with the help of 
semi structured questionnaire and it has been concluded that most common used promotional strategies are electronic media advertisements, social media adver-
tisements, print media advertisements and sales promotion.  
 

KEYWORDS 
promotional strategies, automobile companies. 
 

JEL CODES 
L62, M30, M31. 
 

INTRODUCTION 
arketing Strategies according to Kotler (1993), “comprises the broad principle by which marketing management expects to achieve its business and 
marketing objectives in a target market. It consists of basic decisions on marketing expenditures, marketing mix and marketing allocation”. Business and 
marketing objectives fall within the realm of strategic management, whereas the target market is a domain shared by both these domains. Formulation 

of marketing strategies takes off after strategic management objectives of the firm are decided and goes about deciding the ways and means to achieve these 
objectives within the set timelines. Target market is arrived at after an in-depth understanding of the total available market and segmenting it based on the types 
of needs and ways by which the needs are met or problems are solved, coupled with matching capabilities of the firm to service needs of these market segments. 
Marketing strategies adopted by the firms of any industry play vital role in the growth and development of the industry. The intense competition has gripped the 
automobile industry in India in recent years with major world players entering in the market and bringing better technology and experience. Consequently, the 
importance and implementation of innovative and prudent marketing strategies has increased in the industry during the past couple of decades. These marketing 
strategies not only affect the overall performance of the industry but also growth by increasing the demand. 
Sales promotion refers to using short term incentives to educate, demonstrate and entice sales. It makes use of trade shows, fairs, samples, trials, gifts, lucky 
draws and discounts. These short-term campaigns achieve greater focus and intensity, than advertisement, in engaging the target audience. Sales promotion forms 
an important vehicle for on ground promotion of products at various lifecycle stages. They can boost awareness and trials for new introductions as well as renew 
interest in mature and declining stages of products. Sales generated as a result of such campaigns can be better identified and inferred.  
Most major automobile companies have used the electronic, print, in-store and outdoor media to promote their brand. They have adopted the strategy of cam-
paigns on television and radio over multiple time periods of few weeks at a stretch followed up again with a few weeks and in multiple time slots through the day 
over short durations of 10 to 15 seconds each. The preferred channels of television are satellite broadcast news, entertainment and sports channels, while the 
preferred channel on radio is the frequency modulation (FM) channel. These channels are chosen in view of their popularity covering various categories of audi-
ence. 
Automobile companies have been prominent at major trade fairs, auto exhibitions, industrial expositions and automobile fairs to showcase their products, dis-
seminate information and generate interest for their brand. They have also organized road shows on similar lines at prominent marketplaces.  
 

LITERATURE REVIEW 
Owonte, L. H., & Uduak, J. (2022) investigated “customer service strategy and marketing performance of automobile firms in South-South, Nigeria. The researcher 
adopted the correlational research design. The population of the study consisted of customers of 197 automobile dealers registered with the Ministry of Commerce 
and Industry in the six (6) states of South-South, Nigeria 2017/2018 edition. The sample size of 132 was used. The researcher adopted the convenience sampling 
technique in selecting members of the sample. The customers of 132 automobile dealers in South-South, Nigeria who must have had buying relationship with the 
dealers for at least 15 years were accessible for the study. The study adopted convenience sampling technique. The results of the study showed that customer 
service influenced the metrics of performance of automobile dealers. The results implied that when marketing strategies is adequately implemented and improved 
upon, it will enhance customers satisfaction, loyalty, retention, patronage and more specifically, long-term financial performance for the automobile dealers. 
Based on the findings of the study, the study concluded that marketing strategies play important role in the performance of automobile dealers and should be 
employed as a broad commercial logic for meeting customers’ needs at a profit and also as a tool for gaining sustainable competitive advantage in the target 
market. The study recommended among others that automobile dealers should leverage on the knowledge acquired through their relationship with customers in 
the use of customer service strategy to shape offerings, reap customers’ lifetime value and achieve competitive advantage for the organization”. 
Shaikh, A. J., Shah, J. A., & Iqbal, (2019) investigated “the relationship and impact of Social Media Marketing on Consumer Buying Intentions in Automobiles 
Sector. The Automobile Sector is emerging and growing due to intense competitions and many players compete on different brands due to this sale of organizations 
shrinks. The Marketing and Adverting are always integral part of sales and advertising affects the buying intentions of customers. This research conducted to 

M 
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evaluate the impact of social media marketing, promotions through digital media and door to door marketing affects the buying intentions. This study not reflected 
to buying intentions of particular Brand but it’s for all Automobile Sector that evaluates and analyze the buying pattern. The data collected through probability 
random sampling method from 385 consumers who use online media and buying and selling cars online. The researcher evaluates three constructs includes three 
core marketing channels social media marketing, online promotion and door to door marketing. The results show there is significant relationship of social media 
marketing, online promotion and door to door with buying intentions towards purchase of automobile. The regression analysis showed the promotional media 
marketing is significant predictor evaluates the online marketing”. 
Oberaia, V., & Sharmab, S. K. (2018) stated that “Buyer behaviour is all psychological, social and physical behaviour of potential consumers as they become aware 
to evaluate, purchase, consume and tell other about products and services. Cars became a need rather than a choice. It is a need of everyone to purchase luxurious 
commodity for their comfort. Moreover, added features attract the consumer attention. As a result, it is important that individuals gather more information to 
purchase a car. The product features, advertisement, design, etc. all are based on the understanding how consumers learn and perceive and keep it in memory. It 
is always the effort of marketer that their communication should not only be noticed but they should be believed, remembered and recalled when occasion arise 
to buy the product. When it came to decision based on preferences, personal needs, the top slot parameters were - the need of the business firm, peer pressure 
from other family members owning a car and upgraded the model to suit personal ambition. Marketers need to understand these requirements and focus their 
marketing strategies towards these customer requirements”. 
Grover, D. P., & Mandan, R. K. (2017) has analysed that “Changing market dynamics has led to Consumerization of Indian Automobile Industry posing innumerable 
challenges for the car manufacturers. The demand in the industry today is not just for a car as a product but a bundled experience package. Companies can respond 
to these challenges and create competitive differentiators by leveraging digital technology. In today’s world of digitization, social media provides a wide platform 
not only to companies for their marketing and promotional activities but also to customers to conduct information search and make purchase decisions. Over the 
years, the internet has become a major source of consumer sponsored communication floating information, feedback, ideas and sentiments faster than the cor-
porate communication department. It influences different aspects of consumer behavior including awareness, information, acquisition, opinions, attitudes, pur-
chase behavior and post-purchase communication and evaluation. Looking into the strategic role of social media in promotion of passenger cars in India, the paper 
tries to understand the changing consumer perception towards social media and its role in consumer decision making. At the same time, it also empirically derives 
a consumer–centric methodology for social media marketing by car manufacturers in India”.  
Gaurav, K. (2016) concluded that “With growing number of organizations offering wide range of choices across the industry made today's market more competitive 
than ever before. Fueled with LPG (Liberalization, Privatization and Globalization), the entry of multinationals encouraged the domestic organizations to move 
from sellers' driven marketing to buyers' driven marketing approach. Cultivating customer loyalty is often considered as the key driver for organization's long-term 
sustainable marketing success. Of late, Relationship Marketing has emerged as one of the most powerful marketing tools to cultivate customer loyalty, interaction 
and long-term engagement. Now a day, Organizations across the industry are depending upon relationship marketing to broaden their market share by strength-
ening customer relationships and building customer loyalty. Taking evidence from Indian Automobile Industry, this study is intended to empirically investigate the 
impact of relationship marketing on customer loyalty”. 
Bansal, S., & Malik, G. (2015) identified that “Marketing strategies are projected to fill market place needs and grasp market place objectives. These are vibrant 
and interactive and could differ from situation-to-situation in an individual business. The Indian Automobile Industry is one of the largest industries with impressive 
grown in last two decades. So, to remain competitive in market these companies have to come up with innovative ideas and strategies. Various marketing strategies 
help the companies in expansion and satisfy human needs. The most obvious objective, marketers have for promotional activities, is to convince customers to 
make a decision that benefits the marketer (of course the marketer believes the decision will also benefit the customer). For most for-profit marketers, this means 
getting customers to buy an organization’s product and, in most cases, to remain a loyal long-term customer. The objective of this research paper is to understand 
consumer buying behaviour and effect of marketing strategies of the company on consumer buying behaviour. The main aim of the study is to identify the factors 
that affect customer preference for a particular automobile so that the company can focus more on this factor to increase their sales and market share in India. 
The results show that the significant factor that leads to the consumer preferences for automobile are style, enhance value, price of the vehicle”.  
Jamal, Z. B. (2014) explored that “In this era of Globalization companies are expanding their business activities in different countries. In this process business faces 
different challenges where cultural barriers play an important role. Businesses need to understand the new market’s culture and its cultural elements which really 
matter for business to design marketing strategies. This research has described the cultural elements that affect automobile business around the world”. 
Bagga, T., & Gupta, D. (2014) gave the central idea behind this paper is “to ponder on the fact that how is Internet Marketing is being widely used as a tool in the 
Automotive sector in India for imparting mass scale knowledge of their products and for large scale promotions. These days Automotive companies face survival 
challenges in the market, specially India with quite a large number of potential buyers. Thus, Internet Marketing comes handy when it comes to selling of brand 
ideas and concepts. The paper deals with statistical study enlisting information about vigorous promotional activities on social media by different Automobile 
manufacturers. It focuses on how three different automobile companies with different origins practice Internet Marketing for sales and promotions of their prod-
uct. It shows the comparison between German manufacturer Volkswagen, South Korean manufacturer Hyundai and French manufacturer Renault. The main 
reason for choosing these companies is because of all the three having different origins. So, to learn how the three different originating companies practice Internet 
Marketing in India, the German, French and South Korean Manufacturers were chosen. Moreover, these three companies are quite popular in India as a large 
volume of their vehicles can be seen on the roads. These company’s product is in a good demand too. Hence it was a good selection to find how three different 
nation-based companies use social media sites like Facebook, Twitter and Google+ and the data was collected first week of January 2014 to the end of second 
week of February 2014.” 
 

OBJECTIVE OF THE STUDY 
The purpose of this research paper is to study the promotional strategies adopted by the automobile companies of Udaipur. 
 

HYPOTHESIS 
H0: There is no significant difference in the extent of promotional strategies adopted by the various brands of automobile sector. 
Ha: There is a significant difference in the extent of promotional strategies adopted by the various brands of automobile sector. 
 

RESEARCH METHODOLOGY 
(a) Research Design: To have a better understanding about the issue descriptive research design was used. To get the primary data close ended questionnaire was 
administrated.  
(b) Sample Design: 514 employees working in automobile companies of Udaipur were selected through stratified purposive sampling.  
(c) Analysis: The data collected was analyzed with the help of Arithmetic mean and ANOVA. 
 

ANALYSIS & INTERPRETATIONS 
PERCENTAGE OF REVENUE SPENT ON PROMOTIONAL STRATEGIES 
First of all, respondents were asked that approximately what percentage of your revenue you spend on promotional strategies and results received are presented 
in table 1. Majority of respondents (N=171, Percentage=33.27) indicated that they spend 20% to 30% of their revenue on promotional strategies followed by 
28.79% respondents (N=148) who highlighted the 10% to 20% of revenue expenses on promotional strategies. As per 19.26% employees (N=99) their companies 
spend less than 10% of revenue on promotional strategies and according to 14.40% employees (N=74) it is 30% to 40%. Less than 5% employees (N=22, Percent-
age=4.28) said that their companies are spending more than 40% of the revenue on promotional strategies.. 
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TABLE 1: PERCENTAGE OF REVENUE SPENT ON PROMOTIONAL STRATEGIES 

Percentage of Revenue N Percentage 

Less than 10% 99 19.26 

10% to 20% 148 28.79 

20% to 30% 171 33.27 

30% to 40% 74 14.40 

More than 40% 22 4.28 

Total 514 100 

 
FIGURE 1: PERCENTAGE OF REVENUE SPENT ON PROMOTIONAL STRATEGIES 

 
 

PROMOTIONAL STRATEGIES ADOPTED BY AUTOMOBILE COMPANIES 
The Table 2 is depicting the promotional strategies used by the automobile companies. As per the results majority of companies are using electronic media adver-
tisements (N=481, Percentage=93.58) followed by social media advertisements (N=472, Percentage=91.83), print media advertisements (N=445, Percent-
age=86.58) and sales promotion (N=419, Percentage=81.52). A significant number of respondents indicated the use of billboards/hoardings (N=472, Percent-
age=69.84) and public relations (N=259, Percentage=50.39). Only 25.10% respondents (N=129) indicated the use of yellow pages advertisements. 
 

TABLE 2: PROMOTIONAL STRATEGIES ADOPTED BY AUTOMOBILE COMPANIES 

Promotional Strategies N Percentage 

Print Media Advertisements 445 86.58 

Electronic Media Advertisements 481 93.58 

Social Media Advertisements 472 91.83 

Billboards and Hoardings 359 69.84 

Yellow Pages Advertisements 129 25.10 

Public Relations 259 50.39 

Sales Promotion 419 81.52 
 

EXTENT OF PROMOTIONAL STRATEGIES USED BY AUTOMOBILE COMPANIES 
To identify the extent of promotional strategies used by automobile companies they were asked to indicate their level of agreement of five point scale ranging 
from strongly disagree (1) to strongly agree (5). The final opinion was ascertained with the help of mean score as presented in table 3. It was found that automobile 
companies of respondents use optimum mix of available promotional tools and they design unique brand building plan. Respondents highlighted that they are 
using promotional tools to build long term relationship with customers as well as they regularly focus on celebrity endorsement to increase the customer base. 
According to respondents their automobile companies have buy back scheme and they offer discount on every festival.  
 

TABLE 3: EXTENT OF PROMOTIONAL STRATEGIES USED BY AUTOMOBILE COMPANIES 

Statements Mean S.D. C.V. Level of Agreement 

We use optimum mix of available promotional tools 4.32 0.489 0.11 Strongly Agree 

We design unique brand building plan 3.49 0.518 0.15 Agree 

We follow up customer purchases by Thank you letter 3.35 0.508 0.15 Neutral 

We are using promotional tools to build long term relationship with customers 3.71 0.498 0.13 Agree 

We regularly focus on celebrity endorsement to increase the customer base 3.98 0.471 0.12 Agree 

We sponsor charity programs to create positive brand image 3.12 0.527 0.17 Neutral 

We place promotional notes on envelopes 3.29 0.516 0.16 Neutral 

We have buy back schemes 3.74 0.714 0.19 Agree 

We offer discounts on every festival 4.06 0.659 0.16 Agree 
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Table 4 is presenting the overall extent of promotional strategies used by the automobile companies. As per results 31.91% respondents (N=164) were using 
promotional strategies to a very high extent whereas 19.65% respondents (N=101) were using promotional strategies to a very low extent. Majority of respondents 
(N=249, Percentage=48.44) were using promotional strategies up to medium extent and the mean score also confirmed the same results. 

 
TABLE 4: OVERALL EXTENT OF PROMOTIONAL STRATEGIES USED BY AUTOMOBILE COMPANIES 

Extent of Promotional Strategies Adopted N Percentage 

Low 101 19.65 

Medium 249 48.44 

High 164 31.91 

Total 514 100 

Mean Score 28.47 

Result Medium 

The research has focused on six automobile brands that are using different promotional strategies. So, to check the significant difference in the extent of promo-
tional strategies used by various brands the ANOVA test was applied and results received are presented in table 5. At 5% level of significance the F-statistic is 
significant so it can be concluded that there is a significant difference in the extent of promotional strategies adopted by the various brands of automobile sector 
 

TABLE 5: ANOVA RESULTS TO MEASURE DIFFERENCE IN THE EXTENT OF PROMOTIONAL STRATEGIES ADOPTED BY VARIOUS BRANDS OF AUTOMOBILE 
SECTOR 

Source of Variation Sum of Squares Degree of Freedom Mean Sum of Squares F-Ratio p-value Result 

Between Samples 45.336 5 9.067 

4.099 0.002 Significant Within Samples 1125.98 509 2.212 

Total 1171.32 514   

Level of Significance=5% 
 

CONCLUSION 
From this research following conclusions have been drawn: 
1. Automobile companies spend 20% to 30% of their revenue on promotional strategies. 
2. Most commonly used promotional strategies of automobile companies are electronic media advertisements, social media advertisements, print media ad-

vertisements and sales promotion. 
3. There is a significant difference in the extent of promotional strategies adopted by the various brands of automobile sector 
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ABSTRACT 
The present study has been undertaken to analyze the adoption behaviour of customers towards mobile banking services offered by various banks and to determine 
the awareness and satisfaction level among customers towards the services. Mobile Banking has emerged as a consequence of technology revolution. It has become 
a very important part of life as it saves time and is available 24*7 anywhere. A change is witnessed with the ongoing introduction of various channels in electronic 
form like ATM’s, banking through mobile phones, internet banking, etc. The study investigates whether the attitude varies among M-BANKING users on the factors 
such as perceived risk, relative advantage of cost and time, perceived trust and ease of use or convenience due to difference in their degree of awareness on these 
factors. The research is descriptive research and the data is primary in nature collected through survey method i.e. questionnaire. The survey includes 100 respond-
ents from Shimla only selected through non-probability sampling in order to analyze the opinion regarding mobile banking services. This has an effect on the 
generalization of the findings. Tools and techniques used to analyze the data include mean, standard deviation, skewness, kurtosis and factor analysis. The results 
stated that users using banking services through mobile phones are highly satisfied and with the advancement in technology adding new services to the banking 
industry is acting as a bonus for users. Various factors like perceived risk, relative advantage of cost and time, perceived trust and ease of use or convenience play 
important role for people to adopt mobile banking services. Rapid changes in banking industry are attracting more and more consumers thereby increasing the 
adoption rate of customers towards mobile banking services. Consumer awareness will help to attract a large number of consumers to use mobile banking. The 
convenience provided in doing banking business has made banking easy with the motive of anywhere anytime service. 
 

KEYWORDS 
mobile banking, banking technology, customer behaviour. 
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INTRODUCTION 
obile Banking is service provided by banks through mobile phones or where customers interact with the banks via mobile phones and the banks provide 
customers services like short message service (SMS), fund transfers, account details, issue of cheque books, etc. Mobile Banking (m-Banking), the newest 
channel for the delivery of banking services, has almost transformed branch banking in to virtual one-stop-shop. This concept of mobile banking in India 

has gained importance in recent years. Traditional banking was standing in queue for long hours to get the work done but mobile banking being a modern method 
of banking has eliminated this limitation. In the year 2000, Mobile Banking was started in India by way of short message service (SMS) which was considered as a 
crude form which worked more or less as an enquiry system. Now it has become a new generation platform in India. Mobile banking helps customers in inquiring 
about their account balance through mobile phones. Application based banking has emerged with the arrival of smart phones and increased use of internet on 
mobile handsets. Almost all transactions of banks can now be completed with the help of computer, laptop or smart phone. Everything from checking account 
balance to paying credit card bills, utility bills and transfer of funds can be done online within no time. Mobile Banking is now being considered as the latest and 
fastest technology to conduct banking transactions. TRAI (Telecom Regulatory Authority of India) has issued various rules and regulation for mobile banking to 
ensure better and reliable communication to conduct banking business by mobile phones. Mobile Banking does not always require an internet connection but can 
be used by downloading the mobile banking app which provides services through WAP (Wireless Application Protocol). Banking sector’s profitability depends on 
better customer relationship. People believe to make life easy without following traditional methods of banking which was standing in queues for hours to get the 
work done. So, to give the customers better services banks have introduced a new profitable technology which is called MOBILE BANKING. And many more options 
like internet banking, ATM, debit card, credit card etc. By harnessing the potential of mobile technology, large sections of the un-banked and under-banked society 
can be empowered to become inclusive through the use of electronic banking services. Even rural people have mobile phone which has allowed mobile banking 
to expand to remotest areas. Mobile banking is different from internet banking and ATMs anyways. The internet is not as commonly used as the mobile phones. 
Further, the internet requires particular devices such as a desktop or a laptop. Mobile banking can be said to consisting of three interrelated concepts i.e., Mobile 
accounting, Mobile brokerage and Mobile financial information. 
 

HISTORY OF M-BANKING 
A report of the Cellular Operators Authority of India (CAOI), regarding the entry of cell phones into India, depicts that it was in the year 1992 that telecommunica-
tion Sector in India liberalized to bridge the gap through Government spending and to provide additional resources for the nation’s telecom target and the private 
sector was allowed to participate. In the year 1994 India was licensed to provide cellular mobile services granted by the government of India for the Metropolitan 
cities of Delhi, Mumbai, Kolkata and Chennai. Kolkata became the first metro city to have a cellular network in 1995. TRAI was set up in the year 1997 for the 
regulation of telecommunication sector in India. In March 1999 National Telecom Policy (NTP) was announced. In 2003 CDMA network was launched. In 2004 
Broadband policy was announced. Mobile phone subscribers had reached 100 Million by 2006. In 2008, RBI issued operative guidelines for banks for mobile 
banking transactions in India. By the year 2009, wireless subscriber base crossed 400 million. At present wireless mobile phone subscribers are 867 Million. 
With the advancement in the operating systems of the mobile phones and mobile technology like 2G, 3G & 4G has brought a significant change in the way of 
working of mobile banking services providers. Since the introduction of 2G and the subsequently 3G, the demand for mobile phone has increased many folds. This 
can be interpreted by a rapid increase in the number of mobile phone subscribers. India is the second largest telecom market in the world and the industry is 
growing rapidly. Advancement of technology led countries to a conversion phase where each country is adopting new avenues to survive and gain advantage. In 
the initial phases, mobile banking was also not much developed. Earlier it was termed as M-banking or SMS banking. Use of SMS is the earliest example of mobile 
banking services which did not required an internet connection and worked more as an information system. It was in 1999, Deutsche Bank, a European bank, 
started the services called as Mobile Banking Services. Back then, smartphones were a new concept and many other devices did not support the services. Its 
success was not widespread in the initial period. Until 2010, SMS or mobileweb were the only methods of mobile internet banking. However, with the introduction 
of smartphones everything changed. Today, every bank is offering mobile banking solutions through apps and SMS banking. For example, SBI offers services 
through SMS Banking and Freedom app, Union Bank of India launched UMobile, and ICICI introduced iMobile, M-Pesa, and mRupee, HDFC mobile bank application, 
Bank of Baroda’s M-Connect Plus application, etc. Motorola was the first company that introduced mobile phone in the year 1973, which was very costly and also 
weighed more (in Kgs) as compared to present mobile sets which are cheap, small in size and easy to handle. The development in mobile technology has moved 
from 1st generation to 4th & 5th generation. 

M 
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CELL PHONE GENERATIONS COMPARED 
TABLE 1 

 STANDARDS TECHNOLOGY SMS VOICE SWITCHING DATA SWITCHING DATA RATES 

1G AMPS, TACS Analog No Circuit Circuit N/A 

2G GSM, CDMA, EDGE, GPRS Digital Yes Circuit Circuit 236.8kbps 

3G UTMS, CDMA2000, HSPDA, EVDO Digital Yes Circuit Packet 384 kbps 

4G LTE Advanced, IEEE 802.16 (WiMax) Digital Yes Packet Packet Upto 1 Gbps 

Source: cellphones.org. 
The next upcoming generation is 5G which is scheduled to be launched in 2020 with more advanced technology, faster data rates, higher connection density, much 
lower latency and other varying features. The anticipated theoretical speed of 5G is 20Gbps per second. 
 
MOBILE PHONE EVOLUTION TO EARLY SMARTPHONE 

PHOTO 1 

 
CHALLENGES FOR A MOBILE BANKING SOLUTION 

➢ Handset accessibility 
➢ Security 
Three main types of cyber-attacks can occur which include: 
Backdoor attacks, in which thieves exploit alternate methods of accessing a system that don't require the usual means of authentication. Some systems have 
backdoors by design; others result from error. 
Denial-of-service attacks prevent the rightful user from accessing the system. For example, thieves might enter a wrong password enough times that the account 
is locked and the rightful owner cannot access the account. 
Direct-access attack includes bugs and viruses, which gain access to a system and copy its information and/or modify it.  
The malicious app was activated when users opened a banking app, overlaying it so it can steal banking credentials. 
➢ Scalability and reliability 
Another challenge for the CIOs and CTOs (A CTO creates technology to sell to customers whereas a CIO focuses on managing infrastructure for the business oper-
ations) of the banks is to scale-up the mobile banking infrastructure to handle exponential growth of the customer base. With mobile banking, the customer may 
be sitting in any part of the world (true anytime, anywhere banking) and hence banks need to ensure that the systems are up and running in a true 24 x 7 fashion.  
➢ Application distribution 
Due to the nature of the connectivity between bank and its customers, it would be impractical to expect customers to regularly visit banks or connect to a web 
site for regular upgrade of their mobile banking application. It will be expected that the mobile application itself check the upgrades and updates and download 
necessary patches (so called "Over the Air" updates).  
➢ Personalization 
It would be expected from the mobile application to support personalization such as: 

 Preferred Language 

 Date / Time format 

 Amount format 

 Default transactions 

 Standard Beneficiary list 

 Alerts 
Personalization will make it easy for customers to adjust with the app based on their preference and knowledge level. Despite many initiatives taken in the field 
of mobile banking there are only 12% (17 million) users out of 143.2 million mobile phone internet subscribers who are using banking services on their mobile 
phones. So, the main issue of research is to understand the factors which contribute to user’s intention to use the mobile banking services in order to increase the 
customer base. 
 

REVIEW OF LITERATURE 
Review of literature helps in formulating the methodology of the study, finding out cause and effect relationship and exploring the existing research gap. In this 
study, various research papers and articles from various magazines, journals, websites, etc. were deliberately reviewed which had the following conclusions. 
Various researchers have researched in the context of mobile banking services so far. Jayawardhena & Foley (2000) stated that banks achieved cost and efficiency 
gains in their operational areas whereas others like Avinandan & Prithwiraj (2003) laid emphasis of perceived trust that customers expect in doing online banking 
transactions. Suoraanta & Mattila (2004) found that demographics and preferred communication mode strongly influences the mobile banking service adoption 
and its future usage. Xiaoyan & Sylvie (2005) revealed that m-banking users were mostly male and issue of security was important factor for adoption of m-
banking. Barriers to m-banking included lack of awareness and understanding the benefits given by m-bankers. Suggestions were given to create awareness in 
order to increase the mobile bank user rate. Bhatti (1970) used various models which revealed that perceived ease of use, perceived usefulness, subjective norms, 
personal innovativeness and perceived behavioural control were strong determinants of the intention to adopt mobile banking services. Mallat (2007) revealed 
the advantages provided by mobile banking services which included time savings, independence of place, availability, possibilities for remote payments and queue 
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avoidance. According to Agarwal, Rastogi & Mehrotra (2009) the most frequently used mobile banking service is balance enquiry. Adoption behaviour of consum-
ers is based on banks efficiency in providing best services with the best security. Perceived usefulness has direct impact on continued intention to use mobile 
banking services. Yang (2009) disclosed that mobile banking services helped in fulfilling personal banking needs, cost effectiveness and provided location free 
convenience which meant that banking services could be accessed from anytime and anywhere. Resistance factors that reduced the number of users of mobile 
banking included the concern regarding system configuration, security and fee for mobile banking web connection. Margaret, Craig, Susan & Heikki (2009) found 
that elicitation of technology and services could be a positive influence for adopters whilst it could be a negative influence for non-adopters. Chaipoopirutana, 
Combs, Chatchawanwan & Lin (2010) claimed that adoption of mobile banking is complex as it had negative relation with the intention to adopt mobile banking. 
In the paper they discussed various models and found that ease of use i.e., opposite of complexity had a great effect on attitude to adopt mobile banking services. 
In order to increase the number of adopters in mobile banking it must focus on reducing complexity. Advertising internet banking services by banks would help 
consumers to relate it to their values, beliefs and experience of adopters. Revels, Tojib & Tsarenko (2010) found that the main force that derived customers to 
use mobile banking services included satisfaction and ease of use. It found that perceived usefulness, perceived ease of use and perceived enjoyment positively 
affected satisfaction with m-banking services while perceived cost had a negative effect. Riquelme & Rios (2010) revealed that usefulness, social norms and social 
risk, are the factors that influence the intention to adopt mobile banking services. Salim, Khraim, Al Shoubaki & Khraim (2011) found that factors like self-efficacy, 
compatibility, complexity, risk and relative advantage affected Jordanian consumer’s adoption of mobile banking service. Vanessa (2012) found that people’s 
entrepreneurial inclination and learning tendency would determine how they responded to marketing and knowledge about m-banking. The practical implications 
were that financial institutions involved in e-finance could divert their marketing efforts to increase people’s exposure to mobile banking. Shallone & Simon (2013) 
tells that perceived usefulness, perceived ease of use, relative advantages, personal innovativeness and social norms had significant effect on user’s attitude thus 
influencing the intention toward mobile banking, whilst perceived risks and costs deterred the adoption of the service. Goel, Nayak & Nath (2014) studied various 
models like Technology Acceptance Model (TAM), Theory Planned Behaviour(TPB), Innovation Adoption Model(IAM), etc. Chandran (2014) revealed that for 
inclusive growth the benefits of mobile banking should reach to the common man at remotest locations in the country. Umrez, Jyothi & Haseena (2014) observed 
that the customers lacked awareness about the benefits of mobile banking and many of them who were aware felt that it was not secure. Irshad & Gupta (2015) 
found from the results that difference in the attitude of customers towards mobile depend on the difference in their degree of awareness based upon factors like 
perceived ease of use, perceived usefulness, perceived security & privacy and perceived risk. Verma & Nehra (2016) tried to determine the attitude behaviour gap 
by exploring the factors that affected mobile banking adoption behaviour. Mohanraj & Jaganathan (2017) found that banks should create certain programs for 
customers regarding the changes taking place in mobile banking process which will make the consumers satisfied with the services provided by the banks. Rajaram 
(2017) revealed that electronic mode of banking served as an opportunity as well as a threat, but still it was important to adopt it because of convenience it 
brought. Better fraud management and security aspect could boost electronic transactions. Pathak & Mishra (2019) conducted a descriptive research. The results 
of his research stated that factors like ease of use, usefulness and convenience made the people to use mobile banking facilities. Consumers’ awareness also 
provides an intention among consumers to use mobile banking. 
The crux is that mobile banking services has brought ease in doing banking business. It helps in saving time and is also cost effective. Security and trust are 
considered the most crucial factors which affect the satisfaction level among the consumers. Other factors that have considerable impact on user intention to use 
mobile banking services include self-efficacy, compatibility, complexity and relative advantage. Some of the problems faced by consumers are on part of the 
telecom operator, handset and software application support and the banks. Innovation in mobile banking services offered by the service provider is also one factor 
that leads to increase in the consumer usage rate. Results of some analysis also revealed that young generation with high education level and income are the 
highest adopters of mobile banking application. Lack of technology proficiency was seen among the consumers and as a result there was an urge or willingness to 
learn about the new technology. Also, awareness measures can help to increase the consumer usage rate towards mobile banking services. 
 

RESEARCH METHODOLOGY 
SAMPLE AND DATA COLLECTION 
The research plan is a call for gathering primary data. Primary data are data gathered for specific research projects. The analysis of present study has been based 
on primary data. It is the data which is collected for the first time to address a specific problem in hand. It is first-hand information. More emphasis has been laid 
on primary data which has been collected directly from the respondents who have served to be a part of the study. However, secondary data has also been used 
in the form of literature review that is used to review work done earlier by researchers to get a brief view of the research conducted. Review of literature helps to 
develop a methodology for the research to be conducted. It guides the researcher to conduct further research in the same area and also provides an insight into 
the problem. Certain information has been collected through personal observations. There are some incomplete questionnaires, which give ambiguous infor-
mation. Therefore, personal observation has been made to reveal the data and complete the incomplete information left by the respondents due to boredom, 
lack of interest, lack of knowledge, etc. As the study required primary data to be collected, help of questionnaire is taken. The developed questionnaire is pre-
tested (pilot tested). Pilot testing is done with a few respondents to find out any error in the questionnaire before final drafting is done. 
SAMPLING is a procedure that helps to draw a portion of unit, representative of the whole population and help to make a conclusion for the whole population. 
Snowball sampling is used to obtain the required information. It is a method to collect data in which a person from whom information is being collected gives 
reference of others whom in his opinion are also making use of the services. It offered an easy way to obtain the raw data for the further analysis and it saved time 
and cost since the respondents could be randomly selected. Multi-stage sampling has been used for seeking information from the respondents for the research 
purpose. Shimla city of Himachal Pradesh has been a part of the study to collect information as it covers people of the entire state which will be representative of 
the sample. Thus, the sample size for the present study consists of 100 respondents. self-administered questionnaires were distributed among the respondents 
to obtain information. The questionnaire for the study consisted of three sections, the first section consists of demographic details, the second section measured 
the usage pattern, and the third section includes statements, which study the awareness level of the consumer towards mobile banking. The research conducted 
to answer the objectives framed and study four factors that is consumer awareness, perceived usefulness, ease to use and convenience of using mobile banking 
services. It further examines the factors, which decide the awareness level between the consumer and their perception towards use of mobile banking facility. All 
the questions related to customers attitude towards M-BANKING were measured by using a 5-point Likert Scale ranging from 1= strongly disagree, 2= disagree, 3= 
undecided, 4= agree, 5= strongly agree. 
 

OBJECTIVES OF THE STUDY 
1. To analyze the awareness level of customers towards mobile banking services. 
2. To analyze the factors influencing the decision of customers to use mobile banking. 
3. To observe the overall customer satisfaction in mobile banking. 
 

SCOPE OF THE STUDY 
Scope of the study represents the area within which the research work is confined. In the present study the aim is to know the Adoption Behaviour of Customers 
towards Mobile Banking Services. The study is limited to the people of Shimla. A sample of 100 respondents was interviewed which included respondents from 
various municipality wards and questionnaires were distributed among them to obtain their responses by way of non-probability sampling method. 
 

LIMITATIONS OF THE STUDY 
1. The study is based on the primary data which has been collected by snowball sampling, therefore the result might have been affected by sampling error. 
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2. The study on adoption behaviour of customers can be done on various aspects which requires in depth study, but in the present study keeping in view the 
time constraints, it has been decided to restrict this study to general awareness of people and their opinion regarding mobile banking services. 

3. Major difficulty which was faced during research was passive attitude of most of the people which became a constraint in collection of data. A culture of 
silence was very much seen as a part of behaviour of the respondents, they did not feel to reveal information regarding family details, business, etc.  

 

ANALYSIS & INTERPRETATION 
The demographic profile of the respondents based on their gender, age, education qualification, background, occupation, etc, is presented here. It also presents 
a view of opinion of respondents towards adoption of mobile banking services. The following section is focusing on the demographic characteristics of the study 
area. Demographics are the quantifiable statistics of a given population. Demographic variables reveal ongoing trends, such as shift in age, gender and occupation 
that signal mobile banking services. The study is conducted on people of Shimla district of Himachal Pradesh. This part also deals with the analysis and interpreta-
tion of the factors contributing towards the awareness level of people regarding various mobile banking services. It is also concerned with the factors contributing 
towards the extent of usage of the services of mobile banking. It gives a clear view of the responses given by respondents as it is analysed using various descriptive 
measures like arithmetic mean, standard deviation, skewness and kurtosis. One of the non-parametric test used for analysis is the chi-square test. Factor analysis 
has also been a part of the study as it helps in reducing the large number of variables to a fewer manageable once having same characteristic giving a better picture 
of the collected data. 
DEMOGRAPHIC PROFILE 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF GENDER 

TABLE 1.1 
  
 
 
 

 

Source: Data collected through questionnaire 
For the purpose of this study 100 respondents were purposefully surveyed. Table 1.1 shows that respondents have been classified on the basis of gender into two 
categories. In this survey there are 56% male and 44% females. Gender plays an important role in the selection of various kind of services related to banking or 
any other field. Male were considered more powerful than women but now women have got equal place in each and every field. Female generation are also 
excelling in every aspect today. 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF THEIR AGE GROUP 

TABLE 1.2 

Age (Years) No. of Respondents Percentage 

Below 25 54 54 

25-35 30 30 

35-45 10 10 

45-55 6 6 

Above 55 Nil Nil 

Total 100 100 

Source: Data collected through questionnaire 
It is observed from the table 1.2 that respondent are categorized into five categories on the basis of their age group. The first category comprises respondents 
having age below 25 and 54% respondents belong to this category. The second category comprises respondents having age between25-35 and 30% respondents 
belong to this category. The third category comprises respondents having age between35-45 and 10% respondents belong to this category. The fourth category 
comprises respondents having age between45-55 and 6% respondents belong to this category. The last category above55 years of age have nil respondents. Age 
has an impact on the adoption behaviour of customers. Older generation are resistant to change but the younger generation adopt changes easily at a faster pace.  
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF THEIR EDUCATION LEVEL 

 
TABLE 1.3 

Education Qualification No. of Respondents Percentage 

Primary Nil Nil 

Secondary 21 21 

Technical & Vocational 25 25 

University 54 54 

No Formal Education Nil  Nil 

Total 100 100 

Source: Data collected through questionnaire 
It is represented in table 1.3 that the total respondents are categorized in five categories on the basis of education level. According to education level none of the 
respondents are available from primary level. 21% respondents belonged to secondary level education. Another 25% of respondents are from technical & voca-
tional level. 54% respondents belonged to university level of education and no respondent is from the last category i.e., no formal education. Education helps in 
better enhancement of skills and memory. A well educated person can distinguish between the right and wrong. He is well versed with any changes taking place 
in the society because of better understanding and proper education. 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF BACKGROUND 

TABLE 1.4 

Background No. of Respondent Percentage 

Rural 61 61 

Urban 39 39 

Total 100 100 

Source: Data collected through questionnaire 
The distribution of the respondents has been categorized into two categories on the basis of their background in table 1.4. Background wise distribution shows 
that the majority of the respondents belonged to rural area i.e. 61% and 39% of respondents belong to urban area. People living in rural areas adapt changes 
irrespective of the time at which such changes take place. They may be slow adopters but they will sooner or later adopt new lifestyles and technology. People 
living in urban areas adapt any change faster than people living in rural areas. 
  

Gender No. of respondents Percentage 

Male 56 56 

Female 44 44 

Total 100 100 
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CLASSIFICATION OF RESPONDENTS ON THE BASIS OF OCCUPATION 
TABLE 1.5 

Occupation No of Respondents Percentage 

Student 55 55 

Government Employee 13 13 

Private Employee 14 14 

Businessman/Professional 9 9 

Housewife 6 6 

Others 3 3 

Total 100 100 

Source: Data collected through questionnaire 
The break-up of respondent on the basis of their occupation is done into six categories. There are 55% students out of the total respondents. 13% respondents 
are government employees. The third category is private employees which makes 14% of the total respondents. 9% respondents are businessman/professionals. 
6% respondents are housewives whereas 3% respondents are included in others. Occupation also affects the adoption pattern of individuals towards mobile 
banking services. A housewife who has time to go and visit a bank branch would prefer this over any other service whereas a working women may prefer to 
transact through a smartphone in order to transfer funds to some another person because of shortage of time. Therefore, occupation plays an important role in 
selection of services. 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF DURATION OF TRANSACTION WITH BANKS 

 
TABLE 1.6 

Time No. of Respondents Percentage 

Less than 2 years 40 40 

3 years 22 22 

More than 3 years 38 38 

Total 100 100 

Source: Data collected through questionnaire 
From the table 1.6 it is clear that respondents have been doing banking transactions with the banks from less than two years, three years or more than three 
years. According to the data collected 40% respondents have been doing transactions with bank from less than 2 years. 22% respondents have been doing trans-
actions from 3 years and the remaining 38% have been doing transactions with the banks from more than 3 years. Years of transactions with the banks shows the 
adoption pattern of consumers. Better the services provided by banks better will be the loyalty of consumers towards the service provider. It thereby, increases 
the number of years the consumers transacts with these service providers. 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF FREQUENCY OF USING MOBILE BANKING SERVICES 

 
TABLE 1.7 

Time No. of Respondents Percentage 

Daily 8.0 8.0 

Once a Week 34.0 34.0 

Once a Month 39.0 39.0 

Many a Times 19.0 19.0 

Total 100.0 100.0 

Source: Data collected through questionnaire 
On the basis of information it is clear that people who use mobile banking services daily account for only 8% of the collected data. 34% respondents belong to the 
category of using mobile banking services once a week whereas 39% account for respondents using the services once a month. The last category which uses mobile 
banking services many a times accounts for 19% of the respondents. To increase the frequency of using mobile banking services, the service provider should take 
measures to increase the awareness level among the population which will help to increase the market share. Customers will increase the frequency to use the 
mobile banking services if the service providers provide the services effectively and efficiently. 
CLASSIFICATION OF RESPONDENTS ON THE BASIS OF MOST FREQUENTLY USED MOBILE BANKING SERVICE  

 
TABLE 1.8 

Services No. of Respondents Percentage 

Transfer of funds 26 26 

Check account balance 13 13 

Pay bills 29 29 

Check account information 32 32 

Total 100 100 

Source: Data collected through questionnaire 
From this it is clear that the respondents make use of services like transfer of funds, check account balance, pay bills and check account information. The first 
service i.e., transfer funds is used to the extent of 26%. The second service being checking account balance is used to the extent of 13%. The third service of paying 
bills is used to the extent of 29%. Last but not the least service being checking account information is used to the highest extent of 32%. There are several banking 
services provided by different service providers and the extent to which these services are used is based on requirement of different individual. An individual who 
use checking account balance the most may not make use of transfer of funds through mobile banking. So, frequency of usage differs from individual to individual 
based on his requirements and preference. 
AWARENESS LEVEL REGARDING MOBILE BANKING SERVICES 
Table 1.9 presents the awareness level among people from different age groups, gender, occupation, etc. regarding various mobile banking services on a five point 
likert scale indicating very high, high, moderate, low and very low awareness level. In order to increase the customer usage rate it is necessary to create awareness 
among consumers of various options or services provided by different banks. Awareness is the key to expand the market share and enhance the customer usage 
rate. 
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TABLE 1.9 

Sr. No. Statements N Min Max Mean Std. Deviation Skewness Kurtosis Chi Square P Value 

1. Check account balance 100 2 5 4.0500 .77035 -.357 -.494 42.16 .000 

2. Transfer of funds 100 1 5 3.7000 .84686 -.703 -.479 88.00 .000 

3. Check account information 100 2 5 3.9100 .80522 -.071 -.934 32.88 .000 

4. Alerts on account activity 100 2 5 3.8000 .89893 -.187 -.824 20.16 .000 

5. Monitoring term deposit 100 1 5 2.6700 .99549 .018 -.361 43.50 .000 

6. Access to loan statement 100 1 4 2.0200 .90988 .535 -.546 24.00 .000 

7. Branch Locator 100 1 5 2.5200 .99980 .037 -.787 35.30 .000 

8. Processing cheque details 100 1 5 2.2400 .95473 .422 -.377 45.40 .000 

9. View interest paid on various accounts 100 1 5 2.4400 .94623 .322 -.165 48.00 .000 

10. View of last 30 days transactions from history 100 1 5 3.5800 .94474 -.455 -.092 52.00 .000 

11. Make payment directly to vendors 100 1 5 3.5800 1.12079 -.643 -.212 32.40 .000 

12. Make payments for e-commerce transactions 100 1 5 3.6400 1.08730 -.729 .150 38.30 .000 

 
USAGE OF MOBILE BANKING SERVICES 

TABLE 1.10 

S. No. Statements N Min Max Mean Std. Deviation Skewness Kurtosis Chi Square P Value 

1. Check account balance 100 2 5 4.1000 .74536 -.463 -.168 50.16 .000 

2. Transfer of funds 100 1 5 3.5900 1.00599 -.799 .467 57.40 .000 

3. Check account information 100 1 5 3.9700 .84632 -.657 .546 69.70 .000 

4. Alerts on account activity 100 1 5 3.7500 .93609 -.608 .257 55.30 .000 

5. Monitoring term deposit 100 1 5 2.4900 1.04924 .402 -.100 39.00 .000 

6. Access to loan statement 100 1 5 1.9700 .98939 .891 .385 55.30 .000 

7. Branch Locator 100 1 5 2.4600 1.11392 .393 -.287 36.50 .000 

8. Processing cheque details 100 1 5 2.1500 .99874 .685 .271 46.70 .000 

9. View interest paid on various accounts 100 1 5 2.3200 1.00383 .540 -.008 42.10 .000 

10. View of last 30 days transactions from history 100 1 5 3.5700 1.02745 -.591 -.044 43.30 .000 

11. Make payment directly to vendors 100 1 5 3.4000 1.31041 -.451 -.874 10.70 .030 

12. Make payments for e-commerce transactions 100 1 5 3.4700 1.34431 -.482 -.909 11.90 .018 
 

FACTORS CONTRIBUTING TOWARDS THE USAGE OF MOBILE BANKING SERVICES 
To meet the main objective of the study, a scale has been developed, comprising of seventeen variables. These statements are measured in a five point Likert 
scale i.e., (1) Strongly disagree, (2) Disagree, (3) Undecided, (4) Agree, (5) Strongly Agree. On the basis of responses from the respondents related to mobile banking 
factor analysis has been done to extract the factors from observed variables which facilitate to measure the opinion regarding mobile banking services. 
Table 1.11 explains, the descriptive statistics for the opinion of respondents regarding mobile banking services in the study area. The table shows the values of 
mean and standard deviation for seventeen variables. Further, the table depicts that the mean value is highest i.e., 4.27, 4.21 and 4.00 respectively for relative 
advantage of accessibility, relative advantage of quickness in work and perceived convenience as compared to other variables. Therefore, it can be said that these 
variables are the most important that has developed a strong opinion in the mind of respondents regarding mobile banking services. 

 
TABLE 1.11 

S. No. Statements N Mean Std. Deviation 

1  Security concerns are good 100 3.9000 .89330 

2 Mobile Banking is not risky 100 3.3900 .96290 

3 No fear of use of personal information 100 3.3700 1.05078 

4 No fear of losing money when making mobile banking transfer 100 3.4100 1.10184 

5 No fear of access of account by others 100 3.4800 1.16758 

6 Use of mobile banking services has enabled me to do my daily tasks quickly  100 4.2100 .83236 

7 I can access the service anytime and anywhere i go 100 4.2700 .87450 

8 It is the cheapest way of making banking transactions 100 3.9400 1.01325 

9 I believe banks are trustworthy 100 3.7500 .95743 

10 Ability of provider has influenced me to use mobile banking service 100 3.3800 .86199 

11 My mobile banking service provider provides the service effectively 100 3.7000 .74536 

12 Integrity of service provider influences in choosing mobile banking service 100 3.3500 .83333 

13 Mobile banking service is convenient and easy to use 100 4.0000 .95346 

14 Mobile banking service is not complex so it will take a little time to learn how to use 100 3.6000 .99494 

15 Goodwill of service provider influences in choosing mobile banking service 100 3.4500 .85723 

16 More options are available in mobile banking service 100 3.7800 .85965 

17 Mobile banking service should be in one’s preferred language 100 3.7100 .91337 

Further, the calculated values of standard deviation expose high variation in the factors contributing to the opinion of respondents towards mobile banking ser-
vices. Moreover, the mean scores for all variables have been found more than three which reveals more than moderate opinion of respondents towards mobile 
banking services. 
KAISER-MEYER-OLKIN MEASURE OF SAMPLING ADEQUACY AND BARTLETT’S TEST OF SPHERICITY 
Table 1.12 depicts the results of Kaiser-Meyer-Olkin measures of sampling adequacy and Bartlett’s test of Sphericity. The Kaiser-Meyer-Olkin (KMO) measures the 
sampling adequacy which should be greater than 0.5 for a satisfactory factor analysis to proceed further. This measure assesses the overall significance of the 
correlation matrix with the Bartlett test, when taken overall the results are significant at 1 percent level which is.814. The Kaiser-Meyer-Olkin (KMO) should be 
more than 0.5 for satisfactory factor analysis. 
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TABLE 1.12 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .814 

Bartlett's Test of Sphericity Approx. Chi-Square 815.081 

df 136 

Sig. .000 

Table 1.12 shows that Kaiser-Meyer-Olkin measure is 815.081, which implies that the sample is adequate and factor analysis is appropriate for the data. The 
Bartlett’s test is another indication of the strength of the relationship among variables. This tests the null hypothesis that the correlation matrix is an identity 
matrix in which each variable correlates perfectly with itself but has no correlation with the other variables. Further, the table shows that the Bartlett’s test of 
Sphericity is significant i.e., its associated probability is less than 0.05. In fact, it is actually 0.000 i.e., the significance level is small enough to reject null hypothesis. 
This means that correlation matrix is not an identity matrix. All the measures tested above, indicate that the reduced set of variables is appropriate for factor 
analysis. 
TOTAL VARIANCE 
Table 1.13 explains the total variance. Further, table shows all the factors extractable from the analysis along with their eigenvalues, the percent of variance 
attributable to each factor, the cumulative variance of the factor and the previous factors. 

 
TABLE 1.13 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 6.052 35.603 35.603 6.052 35.603 35.603 3.491 20.536 20.536 

2 2.356 13.860 49.463 2.356 13.860 49.463 2.713 15.956 36.492 

3 1.330 7.822 57.285 1.330 7.822 57.285 2.391 14.062 50.554 

4 1.198 7.045 64.331 1.198 7.045 64.331 2.342 13.776 64.331 

5 .872 5.128 69.459       

6 .777 4.569 74.028       

7 .720 4.234 78.262       

8 .666 3.920 82.181       

9 .591 3.475 85.656       

10 .536 3.151 88.806       

11 .421 2.475 91.282       

12 .372 2.189 93.471       

13 .314 1.846 95.317       

14 .259 1.522 96.838       

15 .242 1.425 98.263       

16 .180 1.060 99.323       

17 .115 .677 100.000       

Extraction Method: Principal Component Analysis 
The table reveals that the first factor accounts for 35.603% of the variance, the second factor for 13.860%, the third factor for 7.822%, fourth factor 7.045% and 
the fifth factor for 5.128%. Since all the other factors which are remaining are below 5%. This means that the remaining factors are not significant. 
SCREE PLOT 
Figure 1.1 shows the scree plot, it is a graph of the eigenvalues against all the factors. The graph is useful for determining how many factors are to be retained. 

 
FIGURE 1.1 
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Further, the graph depicts that the curve begins to flatten between factors three and four. Therefore, only four factors have been retained which makes it clear 
that the remaining factors are insignificant. 
COMPONENT MATRIX 
Table 1.14 shows the component matrix results. Component matrix shows the seventeen variables extracted as a result of factor analysis. The four factor extracted 
includes perceived risk, relative advantage of cost and time, perceived trust and ease of use or convenience. 

 
TABLE 1.14 

 Component 

1 2 3 4 

No fear of access of account by others .761 -.436 .014 -.077 

I can access the service anytime and anywhere I go .719 .271 -.055 -.373 

No fear of misuse of personal information when using mobile banking services .703 -.575 .206 -.012 

Integrity of service provider influences in choosing mobile banking service .686 .094 -.214 .386 

Security concerns are good which help me check my account using mobile phones .682 -.106 .009 .083 

Use of mobile banking services has enabled me to do my daily tasks quickly .657 .214 -.026 -.517 

I believe banks are trustworthy .643 -.053 -.346 -.068 

Ability of provider has influenced me to use mobile banking service .618 -.119 -.501 .342 

No fear of losing money when making mobile banking transfer .588 -.578 .114 .029 

It is the cheapest way of making banking transactions .561 .180 -.189 -.484 

Goodwill of service provider influences in choosing mobile banking service .552 .226 .163 .361 

My mobile banking service provider provides the service effectively .536 .410 .074 .304 

Mobile banking service is convenient and easy to use .473 .435 .298 -.065 

Mobile banking is not risky .507 -.637 .321 .008 

More options are available in mobile banking service .454 .489 .333 .208 

Mobile banking service should be in one’s preferred language .385 .316 -.502 .046 

Mobile banking service is not complex so it will take a little time to learn how to use .463 .398 .481 -.014 

Extraction Method: Principal Component Analysis 
a. Four Components Extracted 
The above table reveals the loadings of seventeen variables on the four factors extracted. The higher the absolute value of loading, the more the factor contributes 
to the variable. The four factor extracted includes perceived risk, relative advantage of cost and time, perceived trust and ease of use or convenience. 
Rotated Component Matrix 
Table 1.15 exhibit the results of rotated component matrix. Further, the table reports that four factors are extracted through factor analysis i.e., perceived risk, 
relative advantage of cost and time, perceived trust and ease of use or convenience. The rotation matrix reduces the number of factors on which the variables 
under investigation have high loadings. 

TABLE 1.15 

 Component 

1 2 3 4 

No fear of misuse of personal information when using mobile banking services .904 .106 .158 .122 

Mobile banking is not risky .873 .050 .009 -.049 

No fear of losing money when making mobile banking transfer .813 .010 .087 .156 

No fear of access of account by others .772 .084 .313 .272 

Security concerns are good which help me check my account using mobile phones .478 .289 .230 .344 

More options are available in mobile banking service -.008 .759 .105 .110 

Mobile banking service is not complex so it will take a little time to learn how to use .105 .724 .238 -.110 

My mobile banking service provider provides the service effectively .026 .632 .098 .378 

Mobile banking service is convenient and easy to use .027 .629 .331 .008 

Goodwill of service provider influences in choosing mobile banking service .203 .601 -.005 .332 

Use of mobile banking services has enabled me to do my daily tasks quickly .194 .255 .796 .096 

It is the cheapest way of making banking transactions .117 .106 .747 .183 

can access the service anytime and anywhere I go .181 .347 .729 .220 

Ability of provider has influenced me to use mobile banking service .307 .040 .087 .812 

Integrity of service provider influences in choosing mobile banking service .271 .377 .080 .673 

Mobile banking service should be in one’s preferred language -.166 .092 .329 .599 

I believe banks are trustworthy .307 .049 .419 .518 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalisation. 
Further, table reports the loading of different statements on identified four factors i.e., perceived risk, relative advantage of cost and time, perceived trust and 
ease of use or convenience. Following variables are loaded on factor one i.e., no fear of misuse of personal information when using mobile banking services, mobile 
banking is not risky, no fear of losing money when making mobile banking transfer, no fear of access of account by others and security concerns are good which 
help me check my account using mobile phones. Factor two includes variables which include more options are available in mobile banking services, mobile banking 
service is not complex so it will take a little time to learn how to use, my mobile banking service provider provides the service effectively, mobile banking service 
is convenient and easy to use and goodwill of service provider influences in choosing mobile banking service. Variables loaded on factor three include use of mobile 
banking services has enabled me to do my daily tasks quickly, it is the cheapest way of making banking transactions and I can access the service anytime and 
anywhere I go. The last factor is loaded with variables which include ability of provider has influenced me to use mobile banking service, integrity of service provider 
influences in choosing mobile banking service, mobile banking service should be in one’s preferred language and I believe banks are trustworthy. 
CONSUMERS SATISFACTION TOWARDS MOBILE BANKING SERVICES 
Mobile Banking Services has brought ease in doing banking business. It has been the fastest method to carry banking transactions anywhere and at any time. 
Consumer satisfaction towards mobile banking services has been analysed keeping in mind age and satisfaction level of respondents towards various mobile 
banking services provided by various banks. 
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TABLE 1.16 

Age  
(in years) 

Satisfaction Level regarding Mobile Banking Services  
Total Very Low Low Moderate High Very High 

Below 25 
 

0 
(0.0) 

1 
(1.9) 

23 
(42.6) 

28 
(51.9) 

2 
(3.7) 

54 
(100) 

25-35 
 

0 
(0.0) 

1 
(3.3) 

6 
(20.0) 

18 
(60.0) 

5 
(16.7) 

30 
(100.0) 

35-45 
 

0 
(0.0) 

0 
(0.0) 

3 
(30.0) 

6 
(60.0) 

1 
(10.0) 

10 
(100.0) 

45-55 
 

0 
(0.0) 

0 
(0.0) 

2 
(33.3) 

3 
(50.0) 

1 
(16.7) 

6 
(100.0) 

Chi Square = 7.894 P Value =.545 
Note: Figure in parenthesis show percentage. 

Source: Data collected through questionnaire. 
It is clear from the table 1.16 that majority of the sample respondents irrespective of their age group have been found moderately to very high satisfied by the 
mobile banking services provided by various banks. However, few respondents have shown their disagreement with the mobile banking services provided by the 
banks. It may be on account of such reasons which do not come under the purview of bankers. On applying chi square test, its calculated value has been found 
significantly much lower and insignificant at 5 percent level of significance which accepts the null hypothesis and rejects the alternate hypothesis. Thus, it also 
supports the above analysis that age and satisfaction level are not associated with each other. 
 

RESULT ANALYSIS 
The extent of usage of different services provided by mobile banking service provider are analysed as well as the awareness level of respondents towards these 
services. The analysis of demographic variables revealed that percentage of male using mobile banking services was more as compared to women. Based on age 
the younger generation are more inclined towards using mobile banking services. Maximum respondents are well educated having university as education quali-
fication, maximum of them belong to rural area and are students. Frequency of transactions with banks clearly reveals that now people are getting more and more 
inclined towards mobile banking services which help to increase the market share for banking industry as well as boost the economy as a whole. The most fre-
quently used mobile banking service by the respondents is check account information. The awareness level of respondents towards mobile banking services depicts 
that among all the services offered by service providers check account information, check account balance, transfer of funds, alerts on account activity, view of 
last 30 days transaction from history and make payments directly to vendors are most known to the consumers. The usage level of mobile banking services reveal 
that all services towards which the consumers are aware including check account information, check account balance, transfer of funds, alerts on account activity, 
view of last 30 days transaction from history and make payments directly to vendors are used to a wide extent by the respondents. The association of demographic 
variable with the extent of usage reveals that age factor has no impact on selection of mobile banking services to some extent and it shows that services towards 
which the consumer are aware and make high use have responses concentrated at high level on five point likert scale.  
The factors which contribute towards mobile banking services were analysed using factor analysis which revealed that mean for relative advantage of accessibility, 
relative advantage of quickness in work and perceived convenience is the highest. Kaiser-Meyer-Olkin measure of Sampling Adequacy and Bartlett’s Test of Sphe-
ricity revealed that overall the results are significant at 1 percent level which shows that the sample is adequate and factor analysis is appropriate for the data. 
Total Variance states that all factors below 5% are not significant and factors above 5% are significant. Scree plot depicts that the graph begin to flatten between 
factors four and five which means only five factors have been retained and the others are insignificant. Component Matrix shows the seventeen variables extracted 
as a result of factor analysis. Rotated component matrix reduces the number of factors on which the variables under study have high loadings which included four 
factors. The four factors are perceived risk, relative advantage of cost and time, perceived trust and ease of use or convenience. The representation of age wise 
satisfaction level of respondents towards mobile banking services reveal that members are not equally distributed over five point scale and the responses are 
concentrated at high level. Impact of promotional activities and advertisement on encouragement to adopt mobile banking services reveal that respondents to a 
large extent are motivated to adopt these services. The source of motivation to use mobile banking services shows that friends and relatives are the most important 
source to encourage in using these services. 
Mobile banking services help consumers to carry banking transactions easily without any hassle. The users who are using banking services on their mobiles are 
highly satisfied ones, because of several reasons: 
The first reason is the availability of facilities of balance checking, transfer of funds, monitoring term deposit, branch locator, view of last 30 days transactions from 
history, view interest paid on various accounts, access to account and card statement, checking recent transactions, access to loan statement, processing cheque 
details, ordering of cheque books, blocking of lost cards, etc. In the earlier times customers used to stand in the long queue in banks for money transfer, money 
deposit, checking account information, checking account balance, transfer funds, etc. but now mobile banking is providing facilities of anytime and anywhere 
banking. Security in the mobile banking services is also enhanced by the introduction of OTP i.e. one time password service in their mobile phones. Before the 
completion of any transaction you need to enter the OTP that is generated by the bank on mobile phones on the registered number while the user is trying to 
initiate any mobile banking transaction and it is generated for one time use only and it expires after single use. A new transaction will issue a new OTP and the 
process goes on which helps to maintain security.  
 

CONCLUSION 
The analysis stated that majority of the consumer are aware about the mobile banking services provided by the bank. People are performing banking transaction 
from their mobile phone but still people of age group above 55 are not using the mobile banking apps. It is a age group, which really require this type of services. 
Mobile banking should be very easy to operate and understand which will attract rural and uneducated people too to use this facility. Consumers are getting 
awareness from advertisements. The banks are lacking behind in creating awareness among the people. Consumers in the age group of 18-35 years are the ones 
to adopt mobile banking. In all other groups there is less acceptance of mobile banking. The perception of consumers is influenced by ease to use, usefulness of 
mobile banking, awareness related to mobile banking, interest to use and also perceived trust. It will help to reach a wide range of consumer. More and more 
people are attracted towards mobile banking. Consumer can operate and perform the financial activities irrespective to time and place. Awareness of the consumer 
leads to the interest of the consumer to opt for the services. Banks should create awareness about the mobile banking services through Advertisements, Pamphlets, 
Demo Fares, Campaigning etc. so that the customer feel informed and it may create interest among them. Consumers are interested to use mobile banking services 
anytime but in some age group people have a fear of using mobile banking because of security or trust reasons. Trust is an important point of concern. Trust 
between the customers and the service provider is very important, without security and privacy users will not make use of mobile for financial transactions. 
Footfalls at ATM centres is likely to be very high, campaigns may be carried out at these locations to attract more customers towards these services. Banks should 
update the Authentic Security Programmes to guard system and account against Hackers, virus attacks and other malware. Technology has enabled the consumer 
to be in connection with the bank in just a click on button. It is acting as a tool for increasing the number of mobile users. Banks should create certain programs 
for the customers regarding the dynamic change in the mobile banking process, which will make the customer to be satisfied with the service of banks. Perceived 
cost is also an important factor. This study suggests that the creative promotional and pricing strategies, including cost reduction should be implemented to attract 
more price-conscious customers. The bank should provide the facility of feedback for their customers to know whether the customers are satisfied or dissatisfied 
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with the services provided by the bank. For better mobile banking services proper mobile banking Legislation and adequate Complaints/Grievances Redressal Cell 
should be established to handle banking problems immediately. 
The above review shows that to fulfil the expectations of the consumers and to increase the mobile banking users, mobile banking service provider needs to 
increase the awareness about mobile banking services. It will help to increase the extent of usage of mobile banking services. This will also help mobile banking 
service providers to expand to remotest location and to increase the market share. The findings of this research can be utilised by the banks for improving the 
service quality, which will make people attract towards mobile banking. The analysis of this study showed the importance to the factors like as ease to use, 
convenience, perceived usefulness of mobile banking, which will create the intention in the mind of the consumer to use the mobile banking facility. It will create 
a positive impact on the intention of using mobile banking in day-to-day activity. Providing better and enhanced services will attract more consumers and there 
will be great advancement in banking services. Banks and the mobile service providers need to come together to bring a revolution in the field of mobile banking. 
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