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ABSTRACT

Profitable operation of a new technology, particiyl innovation in services, depend on its acceqgady society.
So in this study are specific to the banking systaistomers springing forth can be considered antiateclient, mobile
banking, the study population included customerthenbanking system and the sample is 400 custorAards modified
technology acceptance model mobile banking adoptators affecting the banking system and is usgaustomers
using Likert questionnaire and structural equatinodels was examined. Based on the results posiélagionship
between perceived ease of adoption of mobile bankhe negative relationship between perceived gisitomers with
adoption of mobile banking, positive relationshiptween the perceived influences the adoption of idianking
customers to make confirmed. There is also a pesitlationship between perceived usefulness custto an adoption

of mobile banking has been confirmed.
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INTRODUCTION

Technologies such as internet banking, phone bgnkihd mobile banking in recent years, as methods f
maintaining customer loyalty and increase markatestare rampant. Banks of technology to reducedise of providing

services that were once exclusively done by a leamidoyee is used.

In these circumstances, innovation and the emeesgefhinew tools such as mobile banking will hasgaificant
impact on the development of electronic bankingcdkding to statistics, the mobile penetration riathigher than any

other technology.

In the application of information technology systein organizations, efficiency and lack of demasidhe
problem. So one of the critical factors affecting Bank's competitive strategy, customer behasiit is very important
to study factors influencing his behavior. Becatlmedevelopment of new technologies is subjectstad¢ceptance by the

customer. Customer demand plays an important naleei company's decision to adopt an innovation.

Profitable exploitation of an innovation, partiadly innovation in services, depend on its accemany society.
Hence, when the demand of non-uniform, firm in deeision to use the technology needs assessmeseofinterest in

the use of technology, products, or services ane ae the main question of this study is what fec®urfing the adoption
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of mobile banking customers by the banking systdih@ main objective of this study was to investigtte factors

influencing the adoption of customer acceptancaalbile banking is the banking system.

THEORETICAL AND LITERATURE
Mobile Banking

Mobile banking as a channel for wireless commuidoa for the production of value by customer bagki
transactions came into existence. Bank Mobile bapkian be done through mobile devices like the tagifiones called.
As well as a new method to access banking sertizesigh the channel whereby the customer to intexitb the bank
via a mobile device. Through mobile banking, custesncan bank accounts and financial services gfdyhavailable.
Currently, most banks in the world to offer mohilenking services to customers. The main motivatibthe banks to

provide mobile banking services, having a distifmuthannel and the other is more efficient andicetbperating costs.
The most important system services in the followonder, they are:

* The possibility of receiving a variety of informati related to customer accounts

» The possibility of purchasing from stores, shoppiegters and paid expenses Hotel

« Observation of the market, buying and selling afusities and transfer them via mobile internet

e Check and replace it

e The possibility of payment of bills via mobile phemin the form of mobile banking
Technology Adoption Models

Several theoretical models for understanding #teakior and attitudes of consumers towards newntdobies is
presented. Acceptance by customers as soon ashebnyf of Reasoned Action 2- The Theory of reasofetibn 3-
Technology Acceptance Model 4- Theory of TheorjRefisoned Action 5- The Theory of reasoned Actioheghnology
Acceptance Model7- Theory of planned behavior 8dMmf Combining the technology acceptance modeltha theory
of planned behavior 9- Model of PC Utilization. Pas the differences between these models, theiapstcucture and

relations between them are given in each common.

So that all the models and their perceptions abumers believe technology has a significant impaatonsumer
behavior in using these services. The most fameusion Technology Acceptance Model (T AM) is, Thisedel is based
on the theory of the cause of action TRA)) is destj Davis et al (1989) using different variableshaviors, people have
with the theory of design practice. TRA based anttteory of individual behavior and intentions & imtentions is also a
function of attitudes and norms within them. Tlhiedry is one of the most comprehensive modelsuiyitg the adoption

of information technologies and associated systems.
LITERATURE

The present study, the effects of various factorshe acceptance of mobile banking customerstadiesl. And

models provide more comprehensive than previoudiegusome research on the following table
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Table 1

Researcher Year The Factors Influencing Technology Adoption
Legzian & yaghma| 2010 facilitator conditions, penfiance expectations, effort expectancy and satiphct
Taghavi & torabi 2010 | compatibility, cost of test functionality and uskeiess

Yaghoobi & et al 2011 Expectations about perforneamerformance expectations, expectations of wgrkin
conditions and facilitating social impact

Sun & et al 2012] community

Yu 2012 | Expected performance, an effort expectedjak influence, facilitating conditions,

perceived reputation, financial costs and percesadfiperceived ability
Kazi & Muhammad| 2013 Social influence, perceivesttrperceived usefulness, and perceived ease of use

Fen Lin 2013| Social influence, perceived risk,cedred usefulness, and perceived ease of use
Liébana-Cabanillas| 2013 | Strategic variables of social, economic, faialn

& et al

Hanafizadeh & eta] 2014 Social influence, peragifisk, perceived usefulness, and perceived eagseof
ljaz & et al 2015| Compatibility (lifestyle and dees), perceived usefulness and attitude

Development of a Conceptual Model and Research Hyfieesis

* In this study, factors affecting the adoption oflihe® banking, using the Technology Acceptance MddeAM)
with the addition of risk factors and perceived iabdinfluence by Cooper and Schindler (2011) haenbe
introduced, so the relationship between perceivase eof use, perceived usefulness, perceived rabials
influence, and customer acceptance of mobile bgnkinstomers to make the banking system. The main
assumptions of the study are as follows:

» Perceived ease of use in customers' acceptanceobflembanking customers' banking system to make a

significant impact.

* Perceived usefulness customers, the acceptanceobflembanking customers' banking system to make a

significant impact.
» Customers' perceived risk in the banking systeadtupt mobile banking customer acceptance was gignif

» Perceived social influence on the adoption of nebihnking customers' banking system to make aftigni
impact.

Since taking into account all factors regarding tise of mobile banking services are difficult, thdex theory
reforms presented in this field, and Observationspseychological characteristics, demographic anggueal users of
mobile banking services and features technicalicesy a conceptual model for this study was obthiffée important
thing is to use a lot of different research modélis model, according to various studies conduatetthis area and the

pattern has been extracted from the papers.
RESEARCH METHODOLOGY

The Liker scale questionnaire used in this study &king notes from the library is also involvédethods of
data analysis in this research, regression is glygrartial regression methods of structural eiqueatmodeling (SEM) is.
The research community, customers' banking systemobile banking does not use, and to involve themunity in the
sample, and to increase the similarity of the comityuand increase the accuracy of sampling stesisBample required
for this study and hypothesis testing for selectivasidered. The main advantage of this metholdaisit can ensure that

the characteristics of the selected samples. Sbisnstudy, the selective sampling method is u3éa realm of time,
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place, topic research, so that customers of Mdkélek do not use during the first week of May of @38anches during
office hours (8 to 12) refer, among bank branche$ahran and Boroujerd cover is each branch aaogridi the number

of users on the number of samples to be chosen.

DATA ANALYSIS AND RESULTS
The Results of the Research Models
After importing the raw data for analysis of theegtionnaires, the software SPSS, data analysisa@ftto

analyze structural equation EQS entered.
The next step was included in software researchehantt the model output was extracted Drnrm
Based on the results obtained relationships bettegent variables is as follows:

Table 2: Results of Structural Equation Modeling

Path Coefficients

Description of the Estimating | Standard Deviation | T Statistic
Education> perceived ease 0A61 0033 *7/85
Terms facilities> perceived ease 1/1 0047 *223 29
Ease of felt -> perceived ease 5304 172 3084
Usefulness -> perceived usefulness 064 0019 *33/46
Perceived costs -> perceived usefulngs  -0485 0023 *-21083
Experience dating -> perceived 0321 0027 *120036
usefulness
Social influence -> perceived influenc 0401 0016 *24/885
Satisfaction -> perceived influence 0387 0013 *30/114
Notifications -> perceived influence 0102 0006 *16/ 565
Reputation felt -> perceived influence 0138 0005 *26/119
Awareness persons -> perceived risk 0087 0011 *-8048
Anxiety -> perceived risk 0810 0014 *22/393
Feel risk -> perceived risk 08393 0031 *12562
Trust is perceived -> perceived risk 0421 0057 *-7/328
Ease perceived -> Reception 0259 0066 *3025
Perceived usefulness -> admit 0036 0/ 014 2K7*
Perceived influence -> Reception 047 0064 *7hA05
Perceived risk -> Reception -0409 0071 *-5/797

* Parameters marked with an aglteaie significant at the 5% level. (confidencelinal of 95 percent(

THE TEST RESEARCH HYPOTHESIS
The Final Research Model

The hypothesis according to statistics confirndemy t have been as follows:

Table 3
: Approve or Reject the Hypothesis
Effective Factors Dependent Factor Based on the T-Statistic
Perceived ease of use in customers customers Axaeapof| Verification
Perceived usefulness customers mobile banking to adogt Verification
Perceived risk in customers Verification
Perceived social influence Verification
Training customers to use the perceived ease Rettease of use inVerification
Facilitating conditions of use customerg Verification
Perceived usefulnegs  Perceived usefulness jnVerification
Experience acquaintances customer| Verification
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: Approve or Reject the Hypothesis
Effective Factors Dependent Factor Based on the T-Statistic
Perceived costs Verification
Personal anxiety on perceived risk Perceived [iSterification
BankTrust Verification
Awareness persons Verification
Perceived satisfaction Perceived social influendéerification
Reputation felt Verification
Reputation felt Verification

With regard to significant variations in the ac@qmte of mobile banking customers the ultimate moelgarch is

to develop the banking system is low.
CONCLUSIONS AND SUGGESTIONS

The results showed that consumer education, t&iilg conditions of use, notification of the adoptof mobile
banking services have a significant effect. Crédé@l a sense of confidence in the bank and an immpbifactor in
accepting risks have been assessed, a significarglation was also beneficial. Intervening varésbinto two categories:
the variables under the control of banks and stiswulariables are divided. Stimulus variables, iditlg customer

training, facilitating conditions of use, notifigan of service

These variables all have a high impact on adoptiimthe other hand, confidence in the bank and loasdiit as
control variables affect the bank's acceptancesatidfaction and can have a significant positifeatfon driving variables.
The bank's policymaking to develop a relationshithweustomers to gain the trust of the bank, credit increase the
acceptance and customer satisfaction to be hadh&uks to the significant adoption of mobile bawgkand variables in the
final model, this research suggests is that baakes the necessary measures to increase adoptioalife banking in this

area do. For example, it is suggested banks ifidlteof consumer education and awareness of, ldre p
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