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Abstract
Mobile banking refers to the use of smart phones or other mobile devices to perform

tasks online banking from your home computer, such as monitoring the account balances,
transfer of funds between accounts, pay bills and prepaid top-up. Mobile banking is a new
strategy for the bank to enhance their latest technology in a new dynamic marketing
environment. The low penetration of mobile banking in Malaysia, especially in terms of adoption
patterns is becoming the research interest, especially when compared to the total number of
cellular telephone subscriptions. The penetration rate of mobile banking in Malaysia is still in
the minority. One of the issues identified by a few researchers is the perception of trust. This
article will discuss along the trust issue and its constituents and then after the intention to use of
mobile banking services. The bank should enhance their strategy to improve and develop new
strategy in order to gain more utilization and adoption on intention to use. This article attempts

to discuss on the element of trust to benefit the service provider in Malaysia.

Keywords: Mobile banking; Interpersonal Trust; Disposition to Trust; Institutional Trust;
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1. Introduction

Mobile technology is revolutionizing the way we live. The number of smart phone users
globally has already topped one billion. Smartphone sales now exceed feature phone sales.
Commercial enterprises must ensure they remain on the pulsation of the needs of the new mobile
consumer in order to gain the most of the chance. Mobile banking is a new strategy for the bank
to enhance their latest technology in a new dynamic marketing environment. Similar to internet

banking, mobile banking offering customers mobile access to the accounts they carry in the
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banks. According to Ensor & Wannemacher (2012) there is an advantage and opportunity to the
bank client when using the mobile banking transaction such as funds transfer, checking of
account balances at any time and can be done at everywhere. The study by Devlin (2006),
customer have less time to spend on activities such as visiting a bank and thereafter want a
higher degree of convenience and accessibility.

The rapid growth, adoption of the digital technology, particularly in smart phone users
and other handheld gadgets become the principal way for the great unwashed to start out online.
The recent statistic from the ITU World Telecommunication Report (2013) disclosed that there
are nearly as many mobile cellular subscriptions as people in the world, with more than half in
the Asia-Pacific region (3.5 billion total subscriptions). While the mobile-cellular penetration
rates stand at 96 per cent globally, 128 per cent in developing countries and 89 per cent in
developing nations. In Malaysia the total penetration rate for the mobile banking user is still in
the minority. A few researchers have been studies on the factors of diffusion in mobile banking
adoption. One of the most popular studies is the aspect of trust. Trust is a prerequisite of social
behavior, especially regarding important decisions. Granting to the trustees literature, trust and
risk are two important determinants of intention behavior of people to carry out body processes
that involve risk (Gefen, 2000).

2. Definition of Mobile Banking

Mobile banking refers to the use of smart phones or other mobile devices to perform
tasks online banking from your computer, such as monitoring the account balances, transfer of
funds between accounts, pay bills and find an automated teller machine (ATM). Luo, Li, Zhang,
& Shim (2010) defined a mobile banking as an innovative method for accessing banking services
via a channel whereby the customer interacts with a depository financial institution using a
mobile device (e.g. mobile phone or personal digital assistant (PDA). From the Information
System (IS) perspective, there is no question that mobile banking is one of the major
technological innovations for financial institutions (Lin, 2011). Mobile banking can be regarded
as a subset of e-banking or online banking and refers to the shift of conducting financial
transactions from wired networks to wireless networks (Clarke, 1, 2008). Besides, mobile devices
improve the tone of the service because clients can do transactions at their convenience wherever

and whenever they desire it (Laukkanen, 2007).
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Customers today can access to their bank account or made their transaction without the
need to access to a computer terminal, in fact, they can execute at any time. While they are on
the go, when they are moving around, waiting for their bus to work, or when they are awaiting
for their societies to get through in a restaurant (Soram, 2009). Mobile banking is also can be
performed via SMS. There are two methods of SMS banking services widely used today, they
are the push and pull SMS messages. Push SMS message is the message that the depository
financial institution sends out to a customer's mobile phone, without the client initiating a request
for the data.

A model of push message could be a withdrawal alert, which alarms the user when a
withdrawal is produced from his explanation. Pull SMS message is a request originated by the
client, using a mobile phone, for obtaining information or executing a transaction in the bank
account. This is a full duplex communication system where users send a petition to the bank and
the bank replies with the information sought by the user. An example of pull SMS message is an
account balance inquiry made by a user. The other means to categorize the mobile SMS banking
services, by the nature of the service, gives us two kinds of services, inquiry based and
transaction based. Then a request for your bank statement is an inquiry based service and a
request for your fund transfer to whatever other bill is a transaction based service. Transaction
based services are also differentiated from inquiry based services in the sense that they need

additional security across the canal from the mobile phone to the bank's data servers.

Mobile banking offers many benefits and advantages not only to simply customers or
users, but also to the financial establishment that offers the service (Goswami&Raghavendran,
2009). Mobile banking is the new introductions to the banks when customers will shift from
traditional counter service to a new mobile store and customers will be free to manage the hassle
their digital transactions with transactions made immediately, while the banks use mobile
banking has the result of significantly reducing the monetary value and facilitate change in retail
banking (Laukkanen, 2007). One of the advantages, when the bank going online is the potential
savings in the monetary value of keeping a traditional branch network (Shih & Fang, 2004). That
was ever, since mobile banking was introduced, consumers have the power to perform banking
services 24 hours a day using their mobile telephones without having to visit to the traditional
bank counter service or to encounter any computer with a broadband link to a personal

transaction. This contributes to the simplicity of use of mobile banking as the amount the
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organization each time they require to increase their intentions to use the scheme and their
preferred (Daud, Kassim, Said, & Noor, 2011).

The recent statistic from the ITU World Telecommunication Report (2013) disclosed that
there are nearly as many mobile cellular subscriptions as people in the world, with more than
half in the Asia-Pacific region (3.5 billion out of 6.8 billion total subscriptions). While the
mobile cellular penetration rates stand at 96 per cent globally, 128 per cent in developing

countries and 89 per cent in developing nations.

3. Mobile Banking in Malaysia

Malaysia must move into value added industries, high knowledge to maintain
competitiveness and economic prosperity. Malaysian firms are utilized, the challenges of change
and the use of technology, as the state has endured decades of economic transformation brought
about by trade, global competition and rapid growth (Le &Koh, 2002). Presently there are 13
banks in Malaysia currently provide the mobile banking facility to their customers (Financial
Stability and Payment System Report, 2013). In Malaysia, although the number of broadband
subscriptions is 67.1 percent, yet the mobile banking penetration rate was just 12.7 per cent last
year against the total population. This implies that those who employ the mobile banking market
is still the minority. The report by Ministry of Communication & Multimedia Malaysia, (2013)
on the number of broadband subscriptions and penetration rate as indicated in Table 1.

The report exposed, the more effort is needed to improved the number of users and
penetration rate of mobile banking. Even if mobile banking is relatively new in Malaysia, it is
very important for the banks to mitigate this issue and thus, can draw more users. It is a fact that
mobile banking is yet in its infancy and quite foreign to the people of Malaysia. Therefore, there
is the possibility that mobile banking is still unknown by the bank customer. There is a need,
therefore, to see the degree of acceptance of mobile banking by the customer and to study the
factors that influence the intention to used it for financial transactions (Baba & Muhammad,
2012).Trust has been identified as critical for the success of building the e-commerce (Torkzadeh
& Dhillon, 2002). Research in the domain of e-commerce have shown that positive beliefs affect

the user's intention to engage in online activities (Jarvenpaa, Tractinsky, & Vitale, 1999). The
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statistics as per Table lare evidence of mobile banking indicates that utilization and acceptance

among consumers in Malaysia remains unclear.

Table 1: Number of Broadband Subscriptions and Penetration Rate
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Source: Ministry of Communication and Multimedia, Malaysia (2013)

Available at: http://jmi.readersinsight.net 5




Journal of Management Info 8(1), 1-14 (2015)

4, Literature Review

There are few studies by previous researchers on mobile banking adoption in Malaysia.
Mohd Daud et al. (2011) in their study in determining critical success factors of mobile banking
in Malaysia, using the extended Technology Acceptance Model (TAM). Their survey of 300
banking users resulted the perceived usefulness, perceived credibility and awareness about
mobile banking have significant effect on users attitude and influence the intention toward
mobile banking. Baba & Muhammad, (2012) adopts the Technology Acceptance Model (TAM)
to investigate the factors of individuals intention to use mobile banking among the bank
customer in Labuan and Kota Kinabalu. Determinants are perceived usefulness, perceived ease

of use, perceived credibility and perceived self-efficacy.

Hanudin et al., (2008) examines the factors that determine intention to use mobile
banking among Bank Islam Malaysia Berhad customers and using the extended Technology
Acceptance Model and the result of their study revealed that perceived usefulness and perceived
ease of use are strong determinants of behavioral intention to adopt mobile banking. Masrek,
Uzir, & Khairuddin, (2012) examined the aspect of trust factor as a critical issue identified in
intention to use mobile banking. There are three element of trust built in their study ie. the retail
bank that provide the mobile banking services, the mobile telecommunication provider that
provide mobile banking services and the mobile gadget that is used as a medium for engaging in
mobile banking. Poon, (2008) explore the determinants of users adoption momentum of e-
banking in Malaysia. The result of their study indicates that all elements of ten identified factors
i.e. convenience of usage, accessibility, features availability, bank management and image,
security, privacy, design, content, speed and fees and charges are significant with respect to the
user adoption of e-banking services. Privacy and security are the major roots of dissatisfaction,
which have momentously affected user satisfaction. The above-mentioned studies assist us to
understand the mobile banking in Malaysia. However, all of the above did not explain on the
interpersonal trust, disposition to trust and institutional trust. Thus, this study would like to
extend the trust factor as a gap in intention to use of mobile banking service.

5. Trust
The trust is one of the most important components and possibly the most important
material for the development and maintenance of a happy, relationship that works well (Fehr,
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1988). In business relations, a party might behave a chance if he knew that the other party trust
him/her (Williamson, Law, Olin, & Conference, 1993). Trust is defined as the constellation of
beliefs about the degree to which others are, or will be concerned about the welfare and interests
(Rubin, Pruitt, & Kim, 1994). According to the perspective of this recognition, belief is clear
when an individual repeatedly considered specifically other people are concerned about their
welfare, will take their views and personal interest into their account when making a decision,
and will work towards a fair and impartial result. Rotter (1967) define trust as the term held by
an individual or group (trustor) that said, promise and statements oral or written individual or
group (the trustees) to another can be used. Trust basically refers to how people experience stress
from voluntarily by the behavior of others and not controlling it. Mobile banking is still in the
early stages, users who are not clear about the technical capabilities of their banks to provide
mobile banking services and on the reliability and security of communication channels and

wireless internet in delivering their sensitive financial data, among others.

Individuals involved in a relationship that is defined by high levels of trust (Rempel,
Holmes, & Zanna, 1985). Trust is very important for economic growth and development in the
international banking industry (Yousafzai, Pallister, & Foxall, 2005). Thus, a stronger trust of the
users have in a bank, the lower the risk that he expects to accept mobile banking (Luo, Li, Zhang,
& Shim, 2010). Customer trust is recognized as a critical factor for the success of mobile
banking. With the explosion of electronic commerce (e-commerce) and mobile commerce (m-
commerce), more studies have been conducted on the basis of the structure, the establishment of
a trust mechanism and the effects of trust (Kim, Shin, & Lee, 2009). In the beginning of the
relationship, people use whatever information they have, such as the perception of the website, to
infer trust (McKnight, Cummings, & Chervany, 1998). Relations in the banking industry that
provides a clear context for analyzing the results of empirical trust (Saparito, Chen, & Sapienza,
2004). Mufioz-Leiva, Luque-Martinez, & Sanchez-Fernandez (2010) in their study to examine
the trust towards the bank and reliable by using various mechanisms 'institution-based' trust, such
as transaction security, reputation and quality of information has been found that the presence of
purely seal itself is not important explanations of beliefs about trust and reliability website by
electronic banking services. However, the manner in which the trust generates mechanism for

submission, either individually or in combination are different, have different effects on trust.
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5.1 Disposition to Trust

Disposition to trust refers to a general tendency to trust others (Khalil, M. N., & Pearson,
2008). Disposition to trust is the inherent propensity of an individual to trust or distrust others.
An individual’s disposition to trust does not vary for specific entities but is a stable characteristic
of their personality that governs how they view the trustworthiness of every other entity that they
encounter (Saadi, Hasan, Pierson, & Brunie, 2007). Disposition to trust refers to a general
disposition to commit another. It is based on the personality that explains why some of us have a
tendency to trust or not to trust others (Bahmanziari, Pearson, & Crosby, 2003). Another study
by Schoorman, Mayer, & Davis(2007), disposition to trust refers to a general tendency to trust
others. It is based on personality, which explains why some of us have a tendency to trust or not
to trust others. Trust, in general, is also the result of a disposition to trust. This disposition is
made through a process of socialization lifelong tendency to cause, or not, have trust in others
and to trust them (Rotter, 1967). When people start a new relationship, before they have time to
form an assessment whether they can trust the person or other organization, this disposition was

the main factors which affect their trust (Fan & Chen, n.d.).

As the relationship matures and people have appropriate opportunities to assess whether
they should trust other people, the importance of this disposal in determining the trust will
decrease (McKnight et al., 1998). Schoorman et al., (2007) determine the disposition to trust as '
the extent to which a person exhibits a tendency to completion depending on other people across
a broad spectrum of situations and people ". If a person has a high disposition to believe, he is
more likely to believe in the goodness of man and are more willing to give credit trust for the
initial interaction. People who have a high propensity to trust will be more trusting or naive
(Gefen, 2000).

Trust is a major aspect of everyday life. Some authors define trust as wish to depend on
another entity and separating the concept of trust to some interconnected components trust such
as trust beliefs (e.g., benevolence, efficiency, honesty, and predictability) believe the intention,
trusting behaviors, disposition to trust, and the institution-based trust (Vidotto, Massidda,
Noventa, & Vicentini, 2012).
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5.2 Interpersonal Trust

Interpersonal trust or trusting beliefs attribute to the trustor’s perception that the trustee
has characteristics that are advantageous to the trust or (McKnight, Choudhury, & Kacmar,
2002). Rosenberg (1956) defined interpersonal trust as individuals’ beliefs that others are
benevolent, that is, inclined toward helping rather than harming others. Suh & Han (2003) found
that trust belief also encompasses three characteristics, namely, competence (ability of the trustee
to do what the truster needs), benevolence (trustee caring and motivation to act in the truster’s
interests), and integrity (trustee honesty and promise keeping). Interpersonal trust or trusting
beliefs refers to the trustor’s perception that the trustee has attributes that are beneficial to the
trustor (McKnight et al., 2002). Interpersonal trust focuses on the trust established in certain
other parties (Tan & Sutherland, 2004).

Interpersonal trust had just limit this definition to the ' people ' or the situation among the
people. This definition refers to behavior (as in ' ability ") and internal dimensions or based on
people (such as ' integrity ' and ' character *). Therefore, one may be sure the person who means
well, but is likely to doubt his ability to solve the tasks intended (Geller, 2005). As the amount of
products and services offered via the internet grows rapidly, customer will be more concerned

about security and privacy issues (Jahangir & Begum, 2008).

Perceived competence means that the user believes the bank is fully capable of providing
online services financial effectively and conveniently (Khalil, M. N., & Pearson, 2008).
(Pennington, Wilcox, & Grover, 2003) suggests that customers evaluate technical competence of
a website in terms of their understanding of the basic processes governing online transactions. If
customers believe mobile banking firms offer the skills, ability and expertise to provide
convenient transactional services, then they will be more likely to decide mobile banking

favorably.

Benevolence (trustee of the caring and motivated to act in the interests of the trustor) and
integrity (honesty trustees and keep the promise). In the context of mobile banking, ability to
belief refers to individual impression that mobile banking firms have the ability, expertise and
skills to understand their needs in relation to handle personal finances, benevolence belief

defined as the individual perceptions that mobile banking firms concern about them and acts in
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the customer interest, and integrity belief defined as the individual perceptions that mobile
banking firms follows a set of principles (e.g., honesty and keeping promises) in most cases,
accepted by adopters (Mayer, Davis, & Schoorman, 1995; McKbnight et al., 2002). Benevolence
IS important to trust because it shows the extent that individual is believed to interpersonal care
and concern for others, and are willing to strive to do good for reasons other than ego and profits
(Robert, Denis, & Hung, 2009). Bhattacherjee (2002) resist that benevolence of trustee will assist
trustor, although not required or rewarded for doing so. If the customer believes that the mobile

banking firms are benevolence, they are more acceptable to use mobile banking.

Perceived integrity indicates adherence to a set of principles that can be accepted.
Integrity is important because it still in the trustors confidence in trustees behavior, and reduces
uncertainties and potential risks (Bhattacherjee, 2002). In the context of mobile banking,
regulations governing the integrity of providing accurate and timely manner, maintaining the
commitment of our customers and maintain the confidentiality of personal information. Mobile
banking firms have high integrity. The mobile banking firms was considered to have high
integrity when the customer believe mobile banking firms exhibit strong justice, objectivity and
honesty. Thus, customers with high integrity belief in mobile banking firms are more expected to

have a positive attitude toward adopting (or continuing to use) mobile banking.

53 Institutional Trust

The structure of guarantee means any circumstantial conditions (i.e.contracts, promises,
regulations and warranty) are an ideal area for success. This is due to the online environment that
offers an extra risk and uncertainties compared to the offline environment, users have to respond

well on the structural assurance (Wu, Hu, & Wu, 2010).

Sociology of trust theory (Mdllering, 2001) indicates that trust can emerge in multiple
forms, including institutional and inter-organizational trust. Institutional based trust in banks is
based on the implied rules widely accepted that regulate practices in the banking industry.
Institutional trust is essential in financial markets, yet inter-organizational trust is a
complementary managerial resource that is also vital to successful relationships (Morgan &
Hunt, 1994). Zucker (1986) suggests that institutional trust is a trust that is most important to

create a mod in the economic environment of a personal nature in which taste the same
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community with the same defect. In addition, the two-dimensional trust third-party certification
institutions and escrows that bond yields are expected. Shapiro (1987) describe the trust
institution as the trustor's belief about the security situation as collateral security, nets and other
structural performance. Trust institution has a wide range of views used by e-commerce, possibly
because e-commerce brings together organizations there are habitual and similarities (Pavlou,
Tan, & Gefen, 2003).

McKnight et al. (2002) had mentioned that, institution-based trust as a detracting part of
online transactions. In particular, they analyze two types of institution-based trust they argued in
relation to the initial situation, namely (1) structural assurance that they defined as the belief that
success is possible as there are promises, contracts, regulations or guarantees in place (2)
situational normality, they defined as the belief that success is possible because the situation is
normal. Pavlou (2002) had reviewed the role of various structures in building benevolence and
credibility in the seller within business to business. They use this argument to the context of the

B2B online and expect that the positive influence an organization’s trusting belief.

6. Conclusion

Mobile banking in Malaysia is still in infancy stage. Thus, it is a needed to identify the
factors of lower adoption. The purpose of this study is to examine the effect of the trust on
mobile banking user adoption. The service providers need to improve the trust factor to ensure
the maximum usage of mobile banking service. The study indicates that three categories of
trustees, which are the disposition to trust, interpersonal trust and institutional trust are critical in

establishing consumer trust leading towards mobile banking adoption.
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