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ABSTRACT 
M-banking is a fully automatic service for traditional banking customer’s products based on information technology platforms. M-banking services provide 

customer access to accounts, the ability to move their money between different accounts or making payments via e-channels.  Banking in several developing 

countries has transcended from a traditional brick-and mortar model of customers queuing for services in the banks to modern day banking where banks can be 

reached at any point for their services. This can be attributed to the tremendous growth in mobile penetration in many countries across the globe including 

Rwanda. This study was conducted with the aim of identifying the customer’s perception towards perceived ease of access/use, perceived risk, perceived cost, 

and perceived usefulness to the usage of mobile banking and its influence on customer commitment to the various banks under study in the Rwandan banking 

industry.  Data for this study was collected using a self structured questionnaire. Out of 350 questionnaires that were distributed, 305 where retrieved indicating 

(87%) return success rate. In the survey, all factors under study – perceived ease of access/use, perceived risk, perceived cost, and perceived usefulness were seen 

to have an influence on the commitment of the customers towards the various banks under study-(Agaseke, BK, BPR).  

 

KEYWORDS 
Mobile banking, quality of service delivery, perceived cost, perceived ease of access/use, perceived risk. 

 

INTRODUCTION 
he terms Mobile Phone banking and mobile banking (M-Banking) are used interchangeably. The term M-Banking is used to denote the access to banking 

services and facilities offered by financial institutions such as account-based savings, payment transactions and other products by use of an electronic 

mobile device. Mobile banking has yielded a multiple effect on the number of solutions available to clients. This is in addition to more efficient 

transactional environment and the high substitution of banking points (Njenga, 2012). 

Mobile Banking is  a financial transaction conducted by logging on to a Bank’s website using a cell phone, such as viewing account balances, making transfers 

between accounts, or paying bills, performing balance checks, account transactions, payments etc. via a mobile device such as a mobile phone. In recent time 

mobile banking is most often performed via SMS or the Mobile Internet but can also use special programs called clients downloaded to the mobile device.  The 

spread of mobile phones across the developed and the developing world is one of the most remarkable technology stories of the past decade. Propelled by 

prepay cards and inexpensive handsets, hundreds of millions of first-time telephone owners have made voice calls and text messages part of their daily lives. 

However, many of these same new mobile users live in informal and/or cash economies, without access to financial services that others take for granted. 

Indeed, across the developing world, there are probably more people with mobile handsets than with bank accounts (Donner, 2008).   

Many companies in the financial services sector have been quick to implement Internet capabilities, and electronic service is becoming a viable option for 

interaction between financial service providers and their customers.  Technology, in particular, has been increasingly employed in service organizations to 

enhance customer service quality and delivery, reduce costs, and standardize core service offerings, thus enabling Mobile banking service customers to manage 

their accounts with ease. 

 

MOBILE BANKING SERVICES 
Banks offering mobile access are mostly supporting some or all of the following services: 

A. ACCOUNT INFORMATION 

• Mini-statements and checking of account history 

• Alerts on account activity or passing of set thresholds 

• Monitoring of term deposits 

• Access to loan statements 

• Access to card statements 

• Mutual funds / equity statements 

• Insurance policy management 

• Pension plan management 

B. PAYMENTS & TRANSFERS 

• Domestic and international fund transfers 

• Micro-payment handling 

• Mobile recharging 

• Commercial payment processing 

• Bill payment processing 

T
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Perceived ease of 

access/Use  

C. INVESTMENTS 

• Portfolio management services 

• Real-time stock quotes 

• Personalized alerts and notifications on security prices 

D. SUPPORT 

• Status of requests for credit, including mortgage approval, and insurance 

coverage 

• Check (cheque) book and card requests 

• Exchange of data messages and email, including complaint submission and 

tracking 

E. CONTENT SERVICES 

• General information such as weather updates, news 

• Loyalty-related offers 

• Location-based services 

One way to classify these services depending on the originator of a service session is the ‘Push/Pull' nature. ‘Push' is when the bank sends out information based 

upon an agreed set of rules, for example your banks sends out an alert when your account balance goes below a threshold level. ‘Pull' is when the customer 

explicitly requests a service or information from the bank, so a request for your last five transactions statement is a Pull based offering. 

Rwanda has a successfully growing economy as its telecommunication industry has advanced tremendously in the recent years. Rwanda's mobile technology, 

which had started to grow strongly over the last few years, is gearing up for further growth. The mobile population has been increasing remarkably with three 

mobile companies operating in Rwanda. People belonging to all income groups are using this technology as a result of foreign investment in Rwanda and 

reduced telecommunication rates. The most common sercvices offered by Banks in Rwanda  to their customers today include: Account alerts, security alerts and 

reminders, Account  balances, updates and history, Customer service via mobile, Branch or ATM location information, Bill pay(i.e. electric bill),deliver online 

payments by secure agents and mobile client applications, Funds transfers, Transaction verification, Mortgage alerts ( Saleem & Rashid, 2011).  The present 

study aims at examining the impact of perceived usefulness, perceived ease of use, perceived cost, perceived risk of mobile banking services and their influence 

on customer commitment to the various banks under study. 

 

STATEMENT OF THE PROBLEM 
The perception of customers on the quality of service delivery is an important aspect that needs to be examined for those clients who have moved to use mobile 

banking. Mobile banking has proven popular with customers since its inception.  However, BPR has not carried out any analysis to evaluate the effects that 

mobile banking services has on the commitment of the customers to the bank. This research is therefore geared towards analyzing and finding out the 

perception of the clients view on the quality of service, evaluated through perceived usefulness, perceived ease of access/use, perceived cost, and perceived 

risk, as revealed and portrayed by mobile banking and the effect it has towards the commitment of the customers to the bank. 

 

NULL HYPOTHESIS 
There is little doubt that hypotheses are important and indispensable tools of scientific research (Kerlinger & Lee, 1985).  Based on the literature review and the 

conceptual framework under this study the following hypotheses were developed for statistical analysis. 

H01:  Perceived cost has no influence on customer commitment 

H02:  Perceived ease of access/use has no influence on customer commitment 

H03:  Perceived risk has no influence on customer commitment 

H04:  Perceived usefulness has no influence on customer commitment 

H05 There is no significant relationship between independent and dependent variables 

 

CONCEPTUAL FRAMEWORK 
The conceptual framework presented in figure 1 summarizes the relationship between dependent and independent variables that are used as the fundamental 

basis for the study.  Using the Technology Acceptance Model, Pikkareinen et al (2004) opined that perceived usefulness and perceived ease of use among other 

factors significantly affects the use of e-banking, other factors being: Perceived cost, and perceived risk  ( Odumeru, 2007). 

 

FIGURE 1: CONCEPTUAL FRAMEWORK ON INDEPENDENT AND DEPENDENT VARIABLES 
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THEORETICAL AND RELATED LITERATURE REVIEW 
Banking industry is driven by the technological innovation, market uncertainty and competition. There has been a rapid shift from traditional banking to 

electronic banking. Competitive banks make significant investments in adopting new technology to align business strategies, enable innovative functional 

operations and provide extended customer services ( Saleem & Rashid, 2011).   

Mobile banking services can be described as the newest services in electronic banking. They are performed using mobile phones or other mobile devices. Mobile 

banking services are provided through a convention of connection to these services. Access to the database is made through a password and a customer code. 

Customers can check their balance and make adjustments between accounts. The potential for providing mobile banking services may be far greater than 

services thru typical desktop access, as there are several times more mobile phone users than online pc users. There are two main types of technology available 

for use in mobile banking: WAP (wireless application protocol) and WIG (wireless internet gateway).  The first one is an application environment and set of 

communication protocols for wireless. 

Devices built to enable manufacturer, vendor and platform independent access to the internet and advanced telephony services. The other one (WIG) is a sms-

based service in which a menu of banking services options is downloaded from the bank to the phone. This enables the user to browse to all bank services 

options and through their accounts and to conduct specific tasks ( Daniela, Simona, & Drago, 2010).  The main problems in developing mobile banking as 

highlighted by Daniela, Simona, & Drago, (2010) inlcude: Internet connectivity costs, Difficult user interface, Lack of awareness amongst customers, Limitation in 

functionality of mobile devices, Accessibility issues, Security concerns, Organizational changes, Small number of choices, and technology overload. 

PERCEIVED EASE OF ACCESS/USE  AND PERCEIVED USEFULNESS 

Numerous researchers have investigated perceived usefulness and perceived ease of use as a valid construct to measure customer commitment level ( Saleem & 

Rashid, 2011).  Given the expansion of the use of mobile banking services, customers inevitably will have to receive their financial transactions information 

through the mobile services networks. Thus, providing simple and easy instructions, comprehensive menus, and ease of use the mobile banking services 

influence the users’ behavioral intentions. There are many studies that confirm the effect of variable “ease of access/use” on variable “perception of the 

usefulness”.  Perceived usefulness and perceived ease of use are the two components of Technology Acceptance Model (TAM). Many authors used the TAM and 

various extended versions of TAM to research consumer acceptance of mobile banking applications (Chung & Kwon, 2009; Gu, Lee, & Suh, 2009; Kleijnen, 

Wetzels, & Ruyter, 2004; Luarn & Lin, 2005; Yu & Fang, 2009).  

Perceived usefulness is the extent to which a person believes that using a particular system will enhance his or her performance, while perceived ease of use is 

the extent to which a person believes that using a particular system will be free of effort”.  Perceived usefulness and perceived ease of use is significant factors 

affecting acceptance of an information system or new technologies. Prior research has empirically found positive relationship between perceived ease of use 

and perceived usefulness as critical factors on the use of e- banking (Safeena, Hundewale, & Kamani, 2011).  Rogers (1962) affirmed perceived ease of use is the 

term that represents the degree to which an innovation is perceived not to be difficult to understand, learn or operate. He further stated that perceived ease of 

use is the degree to which consumers perceive a new product or service as better than its substitutes (Rogers, 1983). Similarly, Zeithaml et al. (2002) stated that 

the degree to which an innovation is easy to understand or use could be considered as perceived ease of use.   

According to Mathieson (1991), the perceived ease of use is the consumer’s perception that banking on the internet will involve a minimum of effort. Similarly, 

Consult (2002) noted that perceived ease of use refers to the ability of consumers to experiment with a new innovation and evaluate its benefits easily. He also 

affirmed that the drivers of growth in electronic banking are determined by the perceived ease of use which is a combination of convenience provided to those 

with easy internet access, the availability of secure, high standard electronic banking functionality, and the necessity of banking services. 

Prior studies have also shown that while the direct effects of perceived ease of use remain important over time, the indirect effect of perceived ease of use 

becomes stronger; there is also a significant influence of perceived ease of use, and perceived usefulness on the intention to use Internet banking (Venkatesh & 

Morris, 2000; Riyadh, Shahriar, & Islam, 2008). A system which is easier to use will facilitate more system use and task accomplishment than systems that are 

hard to use (Venkatesh & Morris, 2000). 

In their research Chavidi and Mulabagula (2004), found that ease of access/use  to relevant information or service is the most important feature in mobile 

banking. Perceived ease of use may contribute towards performance, and therefore, near-term perceived usefulness and the lack of it can cause frustration, and 

therefore, impair the commitment of a customer to either the service or the bank.  Mobile services in particular that are easy to use will be less threatening to 

individuals, in that, they might find them less complex or tedious to use. For example, there is evidence in the media that using certain services on a mobile 

device can be quite tedious, especially when browsing Internet-like interfaces on mobile devices (Rao & Troshani, 2007).   Based these findings there is a need 

for the banks to minimize complicated procedures and need to enhance ease of use to attract more consumers. Ease of use is enhanced by the use of simple 

technology and applications that are easy to operate; such that little technical knowledge is required in using the system. 

PERCEIVED RISK  

Perceived risk is the consumer’s subjective expectation of suffering a loss in pursuit of a desired outcome’ (Wang et al., 2003). Perceived risk is multi-dimensional 

in nature and captures performance, physical, financial, psychological, social loss and time (Greatorex and Mitchell, 1994).  Risk barrier is the degree of potential 

risks an innovation may entail. Gerrard et al. found that risk is the main factor that explains why consumers do not use mobile banking.  In their research  on the 

resistance to mobile banking adoption in Egypt: a cultural perspective, Elbadrawy and  Abdel, (2011), note that the first type of risk is physical risk: harm to 

person or property that may be inherent in the innovation. The second type of risk is economic risk, the higher the cost of an innovation, as with capital goods, 

the higher the perceived economic risk. The third type of risk is due to performance uncertainty and is known as functional risk. The customer worries that the 

mobile banking may not have been fully tested and that therefore it is possible that it may not function properly or reliably. The fourth type of risk is social risk. 

Customers do resist the usage of mobile banking because they feel that they will face social ostracism or peer ridicule when they adopt it. 

PERCEIVED COST  

Kohli (2004) asserted that the mobile banking service gives customers the convenience of account access information and real-time transaction capabilities, he 

further consents that mobile banking does not only improve one’s access to financial transactions but also reducing one’s transaction costs.  Mobile banking as 

indicated by   Pai, Ghosh, and Benoy, (2011) it serves as a cost-efficient mechanism, with the cost of transaction on a mobile estimated to be one-tenth of the 

transaction cost of a bank branch and one-sixth the cost of a transaction through an ATM. Due to these advantages over conventional forms of banking, mobile 

banking has significant potential and is likely to witness strong growth. 

Anyasi & Otubu,  (2007) argues that ffinancial institutions, which have had difficulty providing profitable services through traditional channels to poor clients, see 

m-banking/m- payments as a form of “branches banking”, which lowers the costs of serving low-income customers.  The same concept is conceived by Njenga, 

(2012) in his research on mobile phone banking: Usage experiences in Kenya, where he alludes that m-banking reduces the cost of basic banking services to 

customers with over 60 percent from what it would cost through traditional channels. The electronically managed transactions result in huge cost savings, the 

benefits of which are transferred to the users.  

 

RESEARCH METHODOLOGY 
The research employed and utilized descriptive and correctional research design.  The choice of these designs was informed by the ability of descriptive method 

to profile respondents categorically (Greener, 2008) and the correlation was to examine the relationship between variables (Wallace and Wray, 2006). Primary 

data was used for the research. The research employed a self structured questionnaire that covered all the variables under study. The questionnaire was 

specifically designed to accomplish the objectives of the study. The questionnaire consisted of three sections, and employed the Likert scale of four points: 

Strongly Agree, Agree, Disagree, and Strongly Disagree.  The first section collected information such as age, gender, level of education, and the number of years 

that the respondent has been using mobile banking. The second section covered issues to deal with the quality service offered via mobile banking.  The section 

had ten questions that covered the independent variables – perceived ease use/access and usefulness, perceived cost and perceived cost. The third section 

evaluated the respondent’s response towards their commitment to the bank based on the services received from the mobile banking services from the 
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respective banks.  The questionnaire was administered using a convenience sample method to the customers belonging to three banks in Kigali city.   Of the 350 

questionnaires distributed for this study, 305 of them were retrieved/useable from the respective banks, giving a response rate of 87 per cent, which was 

considered satisfactory for subsequent analysis. The sample size decisions were primarily based on cost considerations. 

 

TABLE 1.1: DISTRIBUTION OF RETRIEVED QUESTIONNAIRES FROM THE RESPECTIVE BANKS UNDER STUDY 

Name of Bank Frequency of retrieved questionnairePercent 

 Agaseke 80 26.2 

Bank of Kigali 100 32.8 

Banque Populaire du Rwanda125 41.0 

Total 305 100.0 

Primary data was used for the research. This was collected through a self-constructed questionnaire. The questionnaire was constructed on a likert-scale. The 

face, content, and construct validity (Greener, 2008) were established through experts’ intervention from the field of management.  The respondents’ 

participation was solicited through a consent letter and the data gather are for academic purpose only. 

 

DATA ANALYSIS, INTERPRETATIONS AND DISCUSSIONS 
The data was analyzed by using the Statistical Package for Social Sciences (SPSS 17 version). Hypothesis testing was performed on the basis of regression 

analyses. Similarly, correlation analysis is performed to check the intensity of association between the variables of the study. 

The profile of the respondents was analyzed through descriptive statistics as presented in Table 1.1 and it indicates that a total of 155 male representing (52.5%) 

and 150 female, representing (46.0%) of the total 274 respondents used in the study. 

 

TABLE 1.2: DISTRIBUTION OF THE RESPONDENTS BY DEMOGRAPHIC FACTORS 

Demographic Variables Categories Frequency Percentage  

Gender Male 155 50.8% 

Female 150 49.2% 

 

Age 

Below 35 years old 150 49.2% 

36 -50 years 120 39.3% 
51 and above 35 11.5% 

 

Educational Level 

Diploma / Certificate 125 41.0% 

Bachelors 85 27.9% 

Masters 80 26.2% 

PhD 15 4.9% 
How long the customer has used Mobile banking services below 1 years 110 36.1% 

1 -2 years 13 4.2% 
3 - 4 years 182 59.6% 

Table 1.2 further indicates that out of the 274 respondents, 125 represented (41.0%) has a certificate or Diploma, 85 respondents (27.9%) has Bachelors Degree, 

80 respondents (26.2%) with Masters Degree, 15 respondents (4.9%) have a PhD.  Table 1.2 also indicates the duration in which the respondents have been 

using mobile banking services.  110 respondents representing 36.1% indicated that they have been using the Mobile banking services for less than one year, 13 

respondents representing 4.2% have been using the service for between one and two years, and 182 respondents representing 59.6% indicated to have been 

using the service between three and four years.   

 

TABLE 1.3: SUMMARY OF THE RESPONDENT’S PERCEPTION ON THE PERCEIVED EASE OF ACCESS/USE, PERCEIVED COST, PERCEIVED RISK, PERCEIVED 

USEFULNESS    OF MOBILE BANKING SERVICES TO CUSTOMER COMMITMENT 

Variables N Min MaxMean Std. Dev 

Perceived Ease of Access/Use3051.00 4.00 3.2568.66884 

Perceived cost 3051.00 4.00 3.3770.54234 

Perceived risk, 3051.00 4.00 3.4623.46952 

Perceived usefulness     3051.00 4.00 3.4426.46695 

From table 1.3 all the variables had a mean greater than 3.00.  This is a clear indication that all these variables have a positive influence on the respondent’s 

perception of usage. 

 

TABLE 1.4: SUMMARY OF THE CORRELATION MATRIX BETWEEN CUSTOMER COMMITMENT AND PERCEIVED EASE OF ACCESS/USE, PERCEIVED COST, 

PERCEIVED RISK, PERCEIVED USEFULNESS 

  Variables Significant Level Pearson Correlation Coefficient 

Perceived Ease of Access/Use 0.000 0.889** 

Perceived cost   0.000 0.905** 

Perceived risk   0.000 0.883** 

Perceived usefulness   0.000 0.875** 
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TABLE 1.5: SUMMARY OF THE OUTPUT OF THE HYPOTHESIS 

Null Hypothesis Correlation Coefficient p-value Accept/Reject 

Null Hypothesis 

H01: Perceived cost has no influence on customer commitment 0.889** 0.000 Reject  

H02: Perceived ease of access/use has no influence on customer commitment 0.905** 0.000 Reject 

H03: Perceived risk has no influence on customer commitment 0.883** 0.000 Reject 

H04: Perceived usefulness has no influence on customer commitment 0.875** 0.000 Reject 

H05 There is no significant relationship between independent and dependent variables 0.911** 0.000 Reject  

The entire null hypotheses are dropped and the alternative hypothesis upheld since for all the p-values are less than 0.05. 

 

ECONOMETRIC MODEL/ MULTIPLE REGRESSION ANALYSIS 
An econometric model is developed for the study in order to testify the relationship between the dependent and independent variables and to test the 

hypotheses relevant for the study.  The regression is a statistical relationship between two or more variables.  When their are two or more independent 

variables, the analysis that describes such relationship is multiple regression.  This analysis is adopted where there is one dependent variable that is resumed to 

be in relation with the function of two or more independent variables.  In multiple regression, a linear composite of explanatory variable is formed, in such a way 

that it has maximum correlation with an active criterion variable.  The main objective of using this technique is to predict the variability of the dependent 

variable, based on it co-variance with all the independent variables. 

The result of the independent variables -Perceived cost (PC), Perceived Risk (PR), perceived ease of use/access (PEU/A), Perceived Usefulness (PU), were used to 

predict the dependent variable -customer commitment (CC).   Customer commitment as a function of quality mobile banking services was depicted in the form 

of the following equation. 

CC= α0 + β1(PC) + β2(PR) + β3(PEU/A) + β4(PU)  + ε 

where: α0-intercept, Customer Commitment-CC, Perceived cost Factor-PC, Perceived Risk Factor-PR, perceived ease of use/access factor–PEU/A, Perceived 

Usefulness factor -PU, and ε-coefficient of error term. 

The customer commitment to the bank due to the quality of mobile banking services was studied by selecting four independent factors.  The results were 

subjected to multiple regression analysis as shown in table 1.6.  

 

TABLE 1.6: REGRESSION CO-EFFICIENT 

                                                         Coefficients 

Model Unstandardized CoefficientsStandardized Coefficientst Sig. 

B Std. Error Beta 

1(Constant) .159 .101  1.574 .117

Perceived ease of access/use.344 .046 .306 7.549 .000

Perceived Risk .308 .025 .390 12.300.000

 Perceived Cost .307 .043 .316 7.199 .000

Perceive Usefulness .003 .021 .003 .165 .869

Table 1.6 indicates the standardized co-efficient that explain the factors that influence customer commitment.  The beta value (.306) with a sig .000 for 

perceived ease of access/use, the beta value (.390) with the sig .000 for perceived risk, the beta value (.316) with a sig .000 for perceived cost shows perceived 

ease of access/use, perceived risk, and perceived cost positively influence the customers commitment to the bank, since the p-value 0.000 is less than 0.05.  The 

beta (.033) with a sig .869 show that there is insignificant relationship between perceived usefulness and customer commitment because the p-value.869 is 

greater than 0.05.  The results of model fit are presented in table 1.7.  The factors included in the multiple regression model are capable of explaining 90% 

Variation in the overall customer commitment.  
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TABLE 1.7: MODEL FIT 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .950
a
 .903 .901 .16574 

a. Predictors: (Constant), Perceived Usefulness, Perceived Cost, Perceived Risk, Perceived ease of access

b. Dependent Variable: Customer Commitment 

The adjusted R-square in table 1.7 highlights that the dependent variable customer commitment is influenced by 90% by the independent variable i.e. Perceived 

Usefulness, Perceived Cost, Perceived Risk, and Perceived ease of access and this is statistically significant at 1% level and 5% level respectively.  It explains that 

Perceived Usefulness, Perceived Cost, Perceived Risk, and Perceived ease of access are liable for the commitment of the customer to the bank.  The above 

mentioned model has also significant, as examined with the aid of ANOVA, as indicated in table 1.8. 

 

TABLE 1.8: ANOVA 

ANOVA
a
 

Model Sum of Squaresdf Mean SquareF Sig. 

1 Regression75.008 4 18.752 682.661.000
b
 

Residual 8.103 295 .027   

Total 83.111 299    

a. Dependent Variable: Commitment 

b. Predictors: (Constant), Perceived Usefulness, Perceived cost, Perceived Risk, Perceived ease of access/use 

 

CONCLUSION 
Based on the findings, of this research, it can be concluded that: perceived ease of access/use, Perceived Usefulness, Perceived cost, and Perceived Risk on the 

mobile banking services, have an influence on the commitment of the customers to the bank. 
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