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With the rapid development of the mobile device and Internet usage, the mobile banking has seen remarkable growth across the
world, especially in the past few years, as one of the emerging financial innovations. *is paper attempts to explore the mobile
banking services offered by selected commercial Chinese banks. *e main data of this study were obtained through the
comprehensive evaluation of mobile banking services. *e DEMATEL-ANP method was used to evaluate the main factors
influencing the adoption of mobile banking. *e results show that there is still big space for the improvement of the mobile
banking services for the selected Chinese banks. *e management significance and suggestions for these banks are also discussed.

1. Introduction

Nowadays, with the development of wireless technology,
mobile banking (MB) has become one of the most popular
ways of dealing with financial service [1]. According to
Laukkanen and Cruz [2], MB can make a client indepen-
dently access banking services without temporal and spatial
restrictions. *anks to this promotion in MB, telecommu-
nication technology and wireless breakthrough in the mobile
have made significant progress in this system. Another
major factor behind MB development is identified as the
technology to provide people with high quality services over
more innovative and cost-effective channels to meet client
needs [3].

China is one of the fastest mobile and telecommuni-
cation technology growing countries in Asian; and there are
three mobile service providers working in the China market.
By the end of 2016, more than 900 million clients usedMB in
the Chinese banking market [4]. China’s banks are mainly
divided into three major policy banks, five state-owned
banks, and other commercial banks. Luarn and Lin [5]
investigated whether it is a state-owned bank or a

commercial bank in China which is progressively intro-
ducing MB systems to reduce costs and enhance produc-
tivity. Meanwhile, both traditional banks’ branches and
customers benefit from MB. *e banks can save operating
costs, while for customers, the convenient operating rules
and more flexible use of time can save their effort and time
through using MB [6]. In addition, the use of MB also
provides impetus to economy for the whole country de-
velopment. For example, the convenience and security of
transaction contributes to the improvement of the whole
economy [7]. Consequently, MB is an innovative application
to handle bank transactions by which customers interact
with a bank via a mobile device. In the same vein, MB is an
indispensable part in personal financial business and
commercial arena.

However, it must be noted that consumer adoption and
usage of new technology is significantly influenced and
driven by the speed and ease of connecting with service
providers [8]. Most customers have less interest in this
service of MB and the adoption rates also do not reach the
desired level in developing countries [9]. For instance,
Alalwan et al. adopted nearly 4000 clients’ information of
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mobile services around the world, but only 19% of the
customers are using MB services. Because MB is still in its
infancy stage of development, leaving plenty of room to
improve, to increase the adoption rate, banks need to un-
derstand customers’ needs and find the factors influencing
their thoughts to adopt MB services. Meanwhile, Friedman
et al. [10] conducted MB research and revealed that the
factors of perceived trust or credibility of users, in relation to
web systems, play an important role to use MB, in online
shopping, and to communicate sensitive personal infor-
mation. Because of the unexpected disclosure of informa-
tion, customers refuse to provide sensitive personal
information to banks. *e lack of trust makes customers
more worried that their information will be revealed to the
third party without their consent. *e prior research has
tried to explain the adoption factors, such as technology
advances, better understanding of technology, and more
tech-savvy consumers [11]. In the meantime, many re-
searchers have given greater emphasis to perceived risk as a
precondition of behavioral intention [12, 13]; the extent
research is mostly conducted in accordance with eight as-
pects, such as performance, financial, time, psychological,
social, privacy, physical, and overall risk [14], but most
articles have inadequately considered the factors; the
comprehensiveness and depth of these researches are not
enough at the same time. In this paper, we consider nine
factors to study the degree of adoption in MB, such as,
design, usefulness, popularity, content, security, common
services, convenience services, finance, and livelihood. In
addition, this related information can help MB service
providers to design corresponding systems that are more
responsive to customers.

In short, this paper focused on identifying the main
factors influencing the adoption of MB. *e remainder of
this paper is organized as follows. Section 2 introduces the
related literature about MB and factors influencing adop-
tions. Following is a brief introduction about the ANP-
DEMATEL (analytic network process-decision-making trial
and evaluation laboratory) method used in this research.
Section 4 describes an empirical analysis of evaluating the
MB in China. *e basic data derives from a comprehensive
of MB evaluation. In the end, the purpose of this article is to
examine and empirically identify the factors that affect the
user’s adoption and intention of MB in the Chinese banking
context.

2. Literature Review

As one of the most convenient and serviceable technologies,
MB has the potential to offer both banking and transaction
services to clients in the development of market [15]. Due to
cost-effectiveness and greater reachability, banks prefer the
MB channel and encourage customers to adopt m-banking
services. In the context of MB, consumers should have
accession to the required resources. Most consumers visit a
bank branch because they do not have access to MB or they
are not aware of it [16]. Hence, several efforts were made to
explore factors affecting m-banking adoption and usage
behavior in the previous literature [17–19]. Changchit et al.

[19] collected 309 subjects and used multiple regression
analysis to analyze data in this study. Various studies related
to MB adoption have been conducted. For instance, a
plethora of prior studies, such as Luo et al. [20] and Lee et al.
[21] as well as Laukkanen and Cruz [2] have investigated the
key factor of risk perception in the original adoption stage of
wireless Internet platform, and the results can be used to
better understand and improve the acceptance of this spe-
cific case for mobile communication. Moreover, numerous
studies indicate that intention, performance expectancy,
ease of use, compatibility, and self-efficacy can also be used
in the research of MB [22–24]. In the extended domain of
MB, previous researches have identified the attitude of
clients. For instance, Sahoo and Pillai [23] find that attitudes
towards banking mediate and MB service scape may affect
the customer participation. In addition, Kuisma et al. [24] as
well as Bhatiasevi [25] compared the customer-perceived
value in the Internet and mobile bill paying service. In the
meantime, satisfaction of the users and experience level have
been studied. For example, Lin et al. [26] conceptualized
their model and found that there are some similarities and
differences between high and low experience groups in terms
of the MB quality.

Both internal and external perceived behavioral control
factors were first differentiated by Ajzen andMadden [27]. It
was then increasingly adopted by analyzing the factors that
influence adoption of MB in the world. Various studies have
been carried on the control factors of behavior. For instance,
Alalwan et al. [9], using the Unified *eory of Acceptance
and Use of Technologymethods, found that the performance
of the behavioral intention and motive of hedonic price are
greatly affected by the value and risk perception. Based on
survey data and descriptive data analysis, Alalwan et al. [28]
examined the factors of bank customer intention and be-
havior to influence the adoption of MB.

Usefulness is one of the main factors that affect the use of
MB [29]. Both Alalwan et al. [9] and Hanafizadeh et al. [15]
investigated the importance of usefulness on adoption be-
havior which can best explain the key factors to the Jor-
danian customers’ intention to use MB. In order to better
understand the adoption behavior, Alalwan et al. [9] applied
the above research to propose the conceptual model and
relevant factors, and the major barriers are unable to cap-
italize upon the usefulness [30, 31].

Demographic factors, namely, gender and experience,
are dominant dimension of the traditional service in MB,
such as a study by Riquelme and Rios [30] which examined
the gender in the adoption of MB effect and the influence of
MB adoption in Singapore. Alalwan et al. [9] also investi-
gated the intention ofMB adoption in Jordan. Main statistics
(mean and standard deviation) with the intention of
adoption show that the fluctuation comes from the differ-
ence between the customer demographics and intention of
MB adoption.

Several researchers have investigated the MB adoption
behavior using both qualitative and quantitative methods
[1, 17, 18, 31, 32]. *e technology acceptance model (TAM)
[16], innovation diffusion theory (IDT) [33], unified theory
of acceptance and use of technology (UTAUT I and II) [28],
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and theory of planned behavior (TPB) [34] were the models
used in previous studies to explore m-banking adoption
behavior. Literature suggests that perceived ease of use,
perceived usefulness, trust, convenience, risk, perceived
behavioral control, compatibility, and facilitating conditions
are the major factors affecting MB adoption intention [17].

Trust is considered related to, but different from, other
predictors. *is refers to the extent to which a person
believes in MB. Lin [33] and Zhou [35] as well as Kim et al.
[36] verify user’s initial reliability in MB. *ey found that
trust has a stronger influence on the adoption behavior
compared to other factors. In addition, Luarn and Lin [5]
proposed the extension work of MB based on the trust
construct and two resource-based constructs, and on this
basis, Zhou et al. [37] suggest that structural assurance
and information quality are key factors affecting initial
confidence.*e summary of relevant influencing factors is
shown in Table 1.

*e overall evaluation of MB both in theory and in
practice has proven to be very important and complex.
However, the research on MB is not enough and there have
been limited researches in the current literature. *is paper
extends the study of these factors discussed above and strives
to contribute to subsequent research.

3. Research Methodology

*e research on causal analysis has become more and
more popular in recent years. AHP method, BP neural
network, fuzzy evaluation theory of application, and the
establishment of mathematical model can make causal
analysis results more objective and fair. Along with fuzzy
AHP and Internet banking, “customer service” is an
important factor affecting MB efficiency[26]. As with
other types of technology acceptance models (TAM),
Luarn and Lin [5] added the trust construct (perceived
credibility) and two resource-based constructs (perceived
self-efficacy and perceived financial cost) of determining
factors of the MB user authorization model, and on this
basis, Kim et al. [36] integrated TAMs and initial trust to
research the adopted information. With the method of
unified theory of acceptance and use of technology
(UTAUT), Martins et al. [43] described the risk of internet
banking based on perception and action. However, Zhou
et al. [42] focused on explaining user adoption of tech-
nology perceptions. In the meantime, Gu et al. [38] used
structural equation modeling (SEM) to test the causal
relationship and verify the behavioral intention of MB.
However, these methods ignore an influence or feedback
relationship between evaluation indicators.

Bayazit and Karpak [44] as well as Karpak and Topcu
[45] proposed the selection of evaluation indexes and
evaluation methods of appropriateness, and the choice of
the characteristics of the evaluation index and evaluation
method has a certain relevance. *e DEMATEL method,
also known as the decision-making trial and evaluation
laboratory, is the logical relationship between elements by
direct effect on the matrix structure, suitable for the study
of complex systems of the interaction relationship

between factors [46, 47]. ANP is an extension of AHP
(analytic hierarchy process), which allows for quantifiable
or unquantifiable coexistence of multiple indicators,
which is suitable for a system with internal dependency
and feedback relationship [48]. Using the DEMATEL
method to evaluate the influence factors of MB, although
it can handle the causal relationship between the indexes,
the calculation of the index weight is the same and does
not take into account the weight of high and low points
[49]. As a result, the DEMATEL method is used to obtain
impact factors evaluation matrix, and the overall impact
of the ANP method calculated the index weight; it is
concluded that the mixed weight of indicators, which
reflects the relationship between the factors of size and
considering the factor weight, make up for the deficiency
of the single-use DEMATEL method. An overview of the
integrated DEMATEL and ANP approach is given in
Figure 1.

Briefly, the values are gathered with questionnaires. In
cases of inner dependency, DEMATEL is employed. *is
method can effectively identify the causal relationship and
the degree of interaction between the criteria or elements.
Further calculations are carried out with ANP. ANP is to
demonstrate the complexity of the system network structure;
network of each element may influence each other con-
straints; the characteristics of the network structure happen
to be a reasonable description of the interaction relationship
between real things. *e integrated DEMATEL and ANP
methodology can be summarized in the following steps
[50–53]:

Step 1: define the element and judge the relationship:
analyze and define the elements in the system and judge
the relationship between the two elements according to
the expert discussion and questionnaire.

Step 2: construct direct relation matrix: first, the re-
lationship between elements is expressed in the fol-
lowing three influences [50]: no influence (0), low
influence (1), medium influence (2), high influence (3),
and very high influence (4). DMs require experts to
identify the degree of comparison. If there are n ele-
ments, then we can get an n× n matrix based on
comparison results, which is called the direct rela-
tionship between the matrix.. Here, aij stands for the
degree to which the criteria i affects the criteriaj.

Step 3: normalize the direct relation matrix: by mul-
tiplying the elements of the direct relationship matrix
by λ, the normalized direct relation matrix can be
obtained, using the following formulas:

M � λ∗A, (1)

λ � min
1

max
n

1≤i≤n
j � 1 αij





,
1

max
n

1≤i≤n
i � 1 αij





⎛⎜⎜⎜⎜⎜⎜⎜⎜⎜⎜⎝
⎞⎟⎟⎟⎟⎟⎟⎟⎟⎟⎟⎠,

i, je 1, 2, 3, . . . , n{ }.

(2)
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Step 4: calculate the total-relation matrix: after
obtaining the normalized direct relation matrix X,
because of limk⟶∞Xk � 0, the comprehensive rela-
tional matrix T can be obtained from the following
formula, where 0 is the zero matrix and I is the identity
matrix. Calculation formula (3) of the integrated in-
fluence matrix is as follows:

T � N + N
2

+ N
3

+ · · · � 

∞←

I�1
N

i
� N(I − N)

− 1
. (3)

Step 5: calculate the influence degree and the influence
degree of the calculation elements, such
askij(i, j � 1, 2, . . . , n); j is affected by i, as indicated in
formulas (4)–(6). *e sum of the rows (Di) is denoted
as the comprehensive influence value of the corre-
sponding elements which is called the influence degree,
and the corresponding elements of each column (Rj)
are affected by the comprehensive influence of other
elements, which is called the influenced degree.

K � Kij 
n∗ n

, i, j ∈ 1, 2, 3, . . . , n{ }, (4)

Di � 
n

i�1
Kij, (i � 1, 2, . . . , n), (5)

Rj � 
n

j�1
Kij, (j � 1, 2, . . . , n). (6)

Step 6: calculate a threshold value (D+R, D−R). D+R
are the elements in the evaluation index system of the size,
and the higher the degree, the more the important it is.
D−R is the reason factor, and the element is greater than
0, which indicates that this factor has influence on other
indexes. If less than 0, this factor means a lot of room to
improve.

Step 7: draw a causal diagram. By mapping the dataset
of the (D +R, D −R) and using the horizontal axis
indicating D +R and the vertical axis indicating D−R,
the impact-diagraph map is obtained. Results analysis
can clearly identify the relationship between indica-
tors and its importance. In the meantime, the result
can find out the main factors that influence the
adoption of MB.
Step 8: construct the network of the considered
problem and evaluate the remaining nodes and alter-
natives using the ANP [54].
Step 9: construct the network structure and two
comparison judgment matrices. As the correlation
index of the degree is smaller, when calculating the
relative weight, the impact is not large; so, by setting
the threshold value (threshold) to remove the
smaller correlation connections, using the DEMA-
TEL questionnaire safety evaluation index of com-
prehensive influence relation matrix T, we can
remove less than the threshold value of the element.
*en, we can draw the system network architecture
according to the remaining relation. According to
the expert discussion results and ANP evaluation
scale table (as shown in Table 2), the two comparison
judgment matrices between each element can be
formed. *erefore, the transpose judgment consist
of the reciprocal of these values.
Step 10: calculate the eigenvalues and eigenvectors of
the comparison matrix. Supposing that the general goal
of the control layer is A, its control criteria are
(C1, . . . , Ci, . . . , Cn)and the pairwise comparison ma-
trix A � aij. *e column vectors in this matrix rep-
resent the influence of all the elements inCi on each
element in Cj. Saty introduced the row vector average
method and normalized the results with formula (7) as
follows:

Table 1: Influencing factors of customer satisfaction.

Influencing factors of customer satisfaction
Factor Trust Cost-

effective
Self-

efficacy
Risk

perception
Behavioral
intention

Ease of
use

Performance
expectation Compatibility Value UsefulnessAuthors

[3] √
[5] √ √
[5] √ √ √ √
[36] √ √ √ √
[38] √ √ √ √
[26] √ √ √ √
[2] √ √ √
[39] √ √
[2] √ √
[25] √ √ √
[21] √ √ √
[40] √ √ √ √
[41] √ √ √ √
[20] √ √
[15] √ √ √ √ √ √
[42] √
[36] √ √
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Wi �


n

j�1 aij/
n

i�1aij 

n
, ∀i, j � 1, 2, . . . , n. (7)

Here, the comparison matrix A completely responds to
aik � aij.ajk, ∀i, j, k. *e largest eigenvalue λmax can be
concluded in the following formula:

AW � λWλmax �
1
n



n

i�1

(AW)i

Wi

. (8)

Step 11: check consistency test: based on formulas (9)
and (10), the consistency test was performed. CR
represents the consistency ratio; CI represents the
consistency index, and RI is a random indicator.

C.I �
λmax − n

n − 1
, (9)

C.R �
C.I
R.I

. (10)

If the CR is less than 0.1, the pairwise comparisons are
acceptable; otherwise, they are not acceptable. RI’s
control index is shown in Table 3.
Step 12: after complete consistency check, we can get
the unweightd supermatrix by integrating the index of
characteristic vector into the supermatrix, and un-
weighted supermatrix is multibplied by λmax to
determin the weighed supermatrix. *en, calculate the
“limit supermatrix” of the matrix, the matrix of each

Start
Delphi technique

Expert
opinions

Step 8: construct
network structure

Step 9: construct pair-
wise comparsion matrixes

Step 10: calculate
relative important

Step 11: check consistency
of matrixes

CR≤0.10

Step 12: form a matrix by
entering evaluations of the experts

Step 13: normalize
unweighted super matrix
and raise it to the power

Step 14: obtain RER
selection criteria

Step 15: find the most
appropriate RER

Finish

Intrgration
of DEMATEL and

ANP

Need
modification

Literature
survey

Step 1: define dimensions, subdimentions,
and alternatives to build framework

Step 1: establish interdependence
between dimensions

Step 2: construct initial direct
relation matrix within

dimension using DEMATEL

Step 3: normalized direct
relation matrix

Step 4: construct total
relation matrix

Step 5: compute dispatcher
and receiver

Step 6-7: obtaininner
dependence matrix and

observe casual relationship

Figure 1: Overview of the integrated DEMATEL and ANP approach.
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element is the various elements of the weights in the
network, so as to get the relative order of all elements in
the system [55].
Step 13: determine the most suitable alternative: the
weights are calculated for ranking the alternatives.
Using the supermatrix, the alternative that has the
highest overall priority value is selected.

4. Data Collection and Results Analysis

Due to the rapid growth of China’s macro economy and the
stable monetary policy, the financial deleveraging has
achieved remarkable results. China’s banking sector has
picked up and the nonperforming loan ratio has fallen (2017
China banking development trend report). According to the
latest CBRC official report, the number of commercial banks
has reached thirty thousand, and the number is gradually
expanding. *e details are as follows: banks in China, in-
cluding three policy banks, five large commercial banks, one
postal savings banks, twelve share-holding commercial
banks, one hundred and thirty three urban commercial
banks, five private banks, eight hundred and fifty nine rural
commercial banks, seventy one rural cooperative banks, one
thousand three hundred and seventy three rural credit co-
operatives, one home DE housing savings banks, one
thousand three hundred and eleven rural banks, and forty
eight rural capital supports, a total of three thousand eight
hundred and twenty two, as shown in Table 4. Considering
the differences between large commercial banks and small
rural credit cooperatives in terms of business resources and
building MB capabilities, ten commercial banks (five state-
owned commercial banks and five national joint-stock
commercial banks) were selected for this study.

Four raters are participated to make an appropriate
rating and each of them needs to evaluate all selected ten
banks in China. Based on a pretest with selected criteria for
consistency consideration, the selected items from all types
of mobile banking are rated with the commonly used Little
Scale, i.e., from a scale of 1 (being the worst possible sce-
nario) to 5 (meaning excellent) accordingly. *e average
value is taken as the final evaluation result.

Most of the banks in China can achieve customers’
satisfaction in terms of visual effect. For example, consid-
ering the visual effect, only 10% of observed banks scored

less than three points; 20% of observed banks need to im-
prove their structure classification; 20% of the Chinese banks
are lacking visual appeal, as shown in Table 5. Regarding to
the visual effect of the MB, we evaluate the color assortment,
site aesthetic, and visual attraction. All of the Chinese banks
that were observed used texts and pictures to introduce their
product information, but none of the banks had video clips,
but the video was more convincing to customers. In short,
more than 80% of the banks canmeet the needs of customers
in the MB design, but there is still a lot of room for
improvement.

*e size of the MB, number of downloads, convenience
of the research, version, and replacement of the page are all
important factors that affect the users’ adoption of MB. *e
convenience of use is a very important thing for customers, if
the steps are too complex, it will be possible to forgo the use
directly. Since the user’s mobile phone memory is limited,
the size of the software becomes the primary factor affecting
the user’s installation of MB. According to the results of the
investigation, the memory of the 60% of observed banks is
concentrated in 30M– 60M, and the other 40% banks have
two less than 30M and two more than 60M, with the largest
memory footprint of 87.9M, as shown in Table 6. Similarly,
the number of downloads that MB needs is also a key factor
affecting the user’s use. Research shows that 80% of selected
banks only need to download one software to make it all
work. All banks can meet the needs of customers in their
search for convenience. At the same time, MB also includes
both IOS and Android versions. In addition, only one bank
needs to relog on the page when changing to another in-
terface, and the other nine selected banks can switch pages
more easily.

*e collected data in terms of information content and
the security of MB are summarized in Table 3. According to
the observation, all the Chinese banks under investigation
are required to verify their online payments, for example, the
five methods of verification and two approaches of testing
each account for 10%; 20% of the observed banks have four
ways and a large portion (60%) of Chinese banks have three
methods to verify it, as shown in Table 7. However, most
observed banks are unsatisfactory in ensuring safe inno-
vation, such as facial and fingerprint unlocking, with only
30% of banks doing so. It can be assumed that protecting
customer’s information security is the premise of gaining
users’ trust, and 90% of the banks can do better to protect
customer information. For example, in the page operation of
some MBs, it is necessary to have corresponding permission
to carry out; on the basis of no security measures, private
client information is not allowed on the Internet and so on.

Table 2: ANP evaluation scale table.

Important degree Definition Explanation
1 Equal importance *e contribution of the two indicators is of equal importance
3 Moderate importance Experience judgment shows a slight approval of an indicator
5 Strong importance Empirical judgment strongly endorses an indicator
7 Very strong importance *e facts show that they strongly agree with an indicator
9 Extreme importance *ere is enough evidence to support a certain indicator
2, 4, 6, 8 Intermediate values Between the above evaluation criteria

Table 3: RI’s control index.

Matrix order 1 2 3 4 5 6 7 8 9 10
RI 0 0 0.52 0.89 1.11 1.25 1.35 1.4 1.45 1.49
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*e information of common services is very important
for banks, especially for the MB. In this research, all the
banks under investigation can meet customers’ requirement
about account management. Over half (8 out of 10) of the
observed banks can apply for credit card throughMB, which
implies that this method eliminates the need to handle long
waits at the counter and reduce banking business. Sur-
prisingly, 60% of the Chinese banks need to improve the
management of deposit and loan. However, this server can
not only make customers more convenient to handle deposit
business but also can increase the bank’s business perfor-
mance. With the improvement of the living standard in our
country, the annual number of tourists traveling abroad

increases year by year, and the demand for foreign currency
is gradually increasing. Nevertheless, half of the MB do not
have this business, and only 20% of observed banks manage
well in foreign currency management, as shown in Table 8.
Since most banks need to apply for foreign currency in
advance, clients have to wait a certain amount of time to get
the corresponding foreign currency, especially the small
currency. *erefore, it is necessary for banks to increase this
business, not only to improve the work efficiency of the
outlets but also to some extent to attract potential users.

Most of the convenience services, such as mobile pay-
ment, no card withdrawals, foreign currency cash reserva-
tion, cross-border payments, and network reservation, can

Table 6: Summary of the ease of use.

Ease of use
Category Ranking Number %

File size
(0, 30M] 2 20

(30M, 60M] 6 60
(60M, 100M] 2 20

Total 10 100

Number of APPs to download Number (�1) 8 80
Number (�2) 2 20

Total 10 100

Finding convenience Need improvement (≤3) 0 0
Satisfied (>3) 10 100

Total 10 100

Version IOS 10 100
Android 10 100

Problems with replacing the page Replace the page (1) 1 10
Do not replace the page (0) 9 90

Total 10 100

Table 4: *e list of the selected commercial banks in China.

Country No. Commercial bank Type of the bank

China

B1 Industrial and Commercial Bank of China State-owned commercial bank
B2 Construction Bank of China State-owned commercial bank
B3 Bank of China State-owned commercial bank
B4 Agricultural Bank of China State-owned commercial bank
B5 Bank of Communications State-owned commercial bank
B6 China Postal Savings Bank National joint-stock commercial bank
B7 China Everbright Bank National joint-stock commercial bank
B8 China Merchants Bank National joint-stock commercial bank
B9 China Minsheng Bank National joint-stock commercial bank
B10 Bank of Beijing National joint-stock commercial bank

Table 5: Summary of the visual effect of the MB.

Visual effect of the MB
Category Ranking Number %

Color assortment Need improvement (≤3) 1 10
Satisfied (>3) 9 90

Total 10 100

Site aesthetic Need improvement (≤3) 2 20
Satisfied (>3) 8 80

Total 10 100

Visual attraction Need improvement (≤3) 2 20
Satisfied (>3) 8 80

Total 10 100
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bring convenience to customers. Mobile payment is widely
used in both large and corner stores in China. According to
our observation, 30% of the observed banks need to improve
their mobile payment method. Similarly, a large portion of
MB needs to improve the no card withdrawals as well as the
foreign currency cash reservation services, and even more
surprisingly, only 10% of the selected banks provide the
cross-border payments services on their MB, as shown in
Table 9. In addition, due to the limited bank outlets, queuing
users will take a long time to do their business, this is not
only a waste of time for the user but also reflects that the
bank efficiency is low from the side, and cannot satisfy the
needs of customers.

Except the convenience services, more and more cus-
tomers start concentrating on the investment/finance
management, so we collect the data in this research which
are summarized in Table 10. According to our survey, all the
observed banks offer the investment/finance management
services. However, 10% of the selected banks need to im-
prove the extensive products and 20% of the banks need to
improve the detailed introduction to customers. Otherwise,
these imperfect services may cost a long time for clients to
find useful information.

*e livelihood payment is the addition items to help
people settle the cost of living, so in large majority liter-
atures the livelihood payment is identified as the significant
index for evaluating the payment method. In this research,
among the 10 banks surveyed, there are options for people’s
livelihood, but the details of the content and information
are different. For example, as shown in Table 11, 90% of
observed banks have the functions of charging, Internet,
and electricity; 60% of the banks can offer food coupons
and movie tickets and 70% of the banks have the option of
paying a fine or purchase a ticket on MB. In addition, 100%
of mobile phone banks can be registered by the corre-
sponding option, but 70% of the banks have fewer than 10
hospitals to choose from, and the largest number of hos-
pitals have 30. However, most banks do not provide the
corresponding service of health management, only 10% of
the bank provide this service, but the content is not so
detailed.

*e number of downloads and user comments are key
factors that affect the popularity of MB. As can be seen from
Table 8, half of the MB have been downloaded from 0–50
million times, and 30% of the banks are concentrated in
50–100 million times, with the maximum number of

Table 7: Summary of security.

Security
Category Ranking Number %

Online payment or remittance security method

Method (�5) 1 10
Method (�4) 2 20
Method (�3) 6 60
Method (�2) 1 10
Method (�1) 0 0

Total 10 100

Client confidentiality Need improvement (≤3) 1 10
Satisfied (>3) 9 90

Total 10 100

Ensure safe innovation (fingerprint, face) Yes (1) 3 30
No (0) 7 70

Total 10 100

Table 8: Summary of the available common services.

Ease of available common services
Category Ranking Number %

Account management (balances, details) Need improvement (≤3) 0 0
Satisfied (>3) 10 100

Total 10 100

Transfer money Need improvement (≤3) 0 0
Satisfied (>3) 10 100

Total 10 100

Apply for a credit card Need improvement (≤3) 2 20
Satisfied (>3) 8 80

Total 10 100

Deposit and loan management Need improvement (≤3) 6 60
Satisfied (>3) 4 40

Total 10 100

Foreign currency management Need improvement (≤3) 8 80
Satisfied (>3) 2 20

Total 10 100
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downloads reaching 320 million times. 50% of MB should
improve their user evaluation, as shown in Table 12.
According to the survey, user evaluation is the key factor for
customers to download MB. *erefore, the bank should pay
close attention to the contents of MB in order to improve
users’ evaluation.

*e MB customer service is a very important factor to
impact load. As shown in Table 10, all the observed banks
have offered some consulting ways. In various ways of user
feedback, such as message board, contact phone, online
solution banks, and e-mail, can solve customers’ needs more
quickly. 10% of the banks have five consulting methods; 10%

Table 10: Summary of the investment/finance management.

Ease of investment/finance management
Category Ranking Number %

Investment/finance management services Yes (1) 10 100
No (0) 0 0

Total 10 100

Extensive m-banking products Need improvement (≤3) 1 10
Satisfied (>3) 9 90

Total 10 100

Detailed introduction Need improvement (≤3) 2 20
Satisfied (>3) 8 80

Total 10 100

Table 11: Summary of Livelihood payment.

Ease of use
Category Ranking Number %

Payment recharge (life payment, credit) Need improvement (≤3) 1 10
Satisfied (>3) 9 90

Total 10 100

Food and leisure (ticket, movie tickets) Need improvement (≤3) 4 40
Satisfied (>3) 6 60

Total 10 100

Traffic travel (paid fines, ticket purchases) Need improvement (≤3) 3 30
Satisfied (>3) 7 70

Total 10 100

Medical registration
(0, 10] 7 70
(10, 20] 0 0
(20, 30] 3 30

Total 10 100

Health management (health assessment, daily tasks) Need improvement (≤3) 9 90
Satisfied (>3) 1 10

Total 10 100

Table 9: Summary of the available convenience services.

Ease of available common services
Category Ranking Number %

Mobile payment (collection, payment) Need improvement (≤3) 3 30
Satisfied (>3) 7 70

Total 10 100

No card withdrawals Need improvement (≤3) 7 70
Satisfied (>3) 3 30

Total 10 100

Foreign currency cash reservation Need improvement (≤3) 9 90
Satisfied (>3) 1 10

Total 10 100

Cross-border payments Need improvement (≤3) 9 90
Satisfied (>3) 1 10

Total 10 100

Network reservation Need improvement (≤3) 6 60
Satisfied (>3) 4 40

Total 10 100
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of the selected have three types of consulting; and most
banks have one or two types of consulting, as shown in
Table 13. According to the actual survey, 50% of MB need to
speed up their feedback to improve customer satisfaction. In
addition, 70% of banks need to improve the accuracy of their
feedback; although most banks can answer it quickly, the
feedback is irrelevant to the client’s problem. *erefore,
these are urgent problems for banks to settle which can
improve the customers’ satisfaction.

5. Solutions from DEMATEL-ANP Analysis

To further determine the factors which influence the
adoption rate of MB, the DEMATEL-ANP is employed in
this research. *is approach relies on a team of experts to
measure data. In the study, three experts were selected to
discuss the motivations, decisions, and considerations that
influence the adoption rate of MB.*e three experts selected
in this case are the company manager, technical engineer,
and sales manager. *e questionnaire is mainly used to
evaluate the importance of the factors, and in the decision-
making process, the evaluation criteria are sorted to obtain
the direct relation matrix.

Step 1: the influencing factors, decision goals, stan-
dards, subcriteria, and alternatives of decision-making
are shown in Table 14. In summary, nine criteria and 34
subcriteria are identified.
Step 2: in the process of choosing whether to download
theMB, customers will be compared according to the 4-
leveled scale of DEMATEL.

Step 3: internal dependencies are found in each index of
the direct relationshipmatrix, as shown in Table 15.*e
columns sum {0, 3.67, 5.34, 8.33, 8, 3.68, 8, 26.66, 9.66}
are derived from the above direct relationship matrix.
Also, we can have the rows sum {11.34, 13.67, 12, 6.33,
6, 5, 5, 5.67, 8.33}. From this, we can get a maximum of
the popularity of the columns 26.66.*en, according to
formulas (1) and (2), the direct relation matrix is
standardized, and the normalized direct relation matrix
of Table 16 is obtained.
Step 4: finally, through formula (3), and using MAT-
LAB tools to carry out operation, the comprehensive
influence matrix is given in Table 17.
Step 5: with the help of formulas (4)–(6), computing
center factors and reason factors are shown in Table 18.
Step 6: based on the previous steps, the matrix for
influencing aspects is concluded by using the dataset
(Di + Ri), (Di − Ri). *e causal diagram for the total
influencing factors is given in Figure 2. Due to the
limited space, only five indicators are taken as exam-
ples. Here, the result indicates that A, B, C, and F are
dispatchers and D, E, G, H, and I are receivers.
*erefore, the visual effect, ease of use, security, and
investment management index will have a great in-
fluence on the common services, convenience services,
livelihood payment, popularity of the MB, and cus-
tomer service index. From Table 14, it is seen that the
visual effect (A) has the value of (Di − Ri � 0.583) and
is considered to be an important factor affecting all the
other factors with a high importance (Di + Ri � 0.583).

Table 12: Summary of the popularity of the APP.

Website popularity
Category Ranking Number %

APP downloads
(0, 5000] 5 50

(5000, 10000] 3 30
(10000, 15000] 2 20

Total 10 100

User reviews Need improvement (≤3) 5 50
Satisfied (>3) 5 50

Total 10 100

Table 13: Summary of the customer service.

Ease of available common services
Category Ranking Number %

Consultation (message board, contact phone number, online answer, e-mail, etc.)

Method (�5) 1 10
Method (�4) 0 0
Method (�3) 1 10
Method (�2) 4 40
Method (�1) 4 40

Total 10 100

Feedback speed Need improvement (≤3) 4 40
Satisfied (>3) 6 60

Total 10 100

Feedback accuracy Need improvement (≤3) 7 70
Satisfied (>3) 3 30

Total 10 100
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Table 15: *e initial direct relation matrix for economic aspects.

A B C D E F G H I
A — 1.67 0 1.67 1.33 0.67 1.67 2.33 2
B 0 — 1 2 2 0.67 3 3.67 1.33
C 0 2 — 2 1.67 1 1.33 3.33 0.67
D 0 0 0.67 — 0.67 0 0.33 3.33 1.33
E 0 0 0.67 0.33 — 0 0 3.67 1.33
F 0 0 0.67 0 0 — 0 3.33 1
G 0 0 0.33 0 0 0 — 3.67 1
H 0 0 1 1 1.33 0.67 0.67 — 1
I 0 0 1 1.33 1 0.67 1 3.33 —

Table 14: *e measures of the online services of mobile banking.

Goal Aspects Criteria

Online services of
e-banking

A: visual effect
A1 color assortment
A2 site aesthetic

A3 visual attraction

B: ease of use

B1 file size
B2 number of APPs to download

B3 finding convenience
B4 version (IOS, Android)

B5 problems with replacing the page

C: security
C1 online payment or remittance security method

C2 client confidentiality
C3 ensure safe innovation (fingerprint, face)

D: common services

D1 account management (balances, details)
D2 transfer money

D3 apply for a credit card
D4 deposit and loan management
D5 foreign currency management

E: convenience services

E1 mobile payment (collection, payment)
E2 no card withdrawals

E3 foreign currency cash reservation
E4 cross-border payments
E5 network reservation

F: investment/finance
management

F1 investment/finance management services
F2 extensive m-banking products

F3 detailed introduction

G: livelihood payment

G1 payment recharge (life payment, credit)
G2 food and leisure (ticket, movie tickets)

G3 traffic travel (paid fines, ticket purchases)
G4 medical registration
G5 health management

H: popularity of the APP H1 APP downloads
H2 user reviews

I: customer service

I1 consultation (message board, contact phone number, online answer, e-
mail, etc.)

I2 feedback speed
I3 feedback accuracy

Table 16: *e normalized direct relation matrix.

A B C D E F G H I
A 0.000 0.063 0.000 0.063 0.050 0.025 0.063 0.087 0.075
B 0.000 0.000 0.038 0.075 0.075 0.025 0.113 0.138 0.050
C 0.000 0.075 0.000 0.075 0.063 0.038 0.050 0.125 0.025
D 0.000 0.000 0.025 0.000 0.025 0.000 0.012 0.125 0.050
E 0.000 0.000 0.025 0.012 0.000 0.000 0.000 0.138 0.050
F 0.000 0.000 0.025 0.000 0.000 0.000 0.000 0.125 0.038
G 0.000 0.000 0.012 0.000 0.000 0.000 0.000 0.138 0.038
H 0.000 0.000 0.038 0.038 0.050 0.025 0.025 0.000 0.038
I 0.000 0.000 0.038 0.050 0.038 0.025 0.038 0.125 0.000
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Table 18: *e comprehensive influence matrix after influence.

A B C D E F G H I Di Di +Ri Di−Ri
A 0.000 0.064 0.017 0.08 0.069 0.033 0.079 0.145 0.096 0.583 0.583 0.583
B 0.000 0.004 0.055 0.092 0.094 0.034 0.125 0.2 0.074 0.678 0.839 0.517
C 0.000 0.076 0.018 0.092 0.083 0.046 0.067 0.182 0.049 0.613 0.919 0.307
D 0.000 0.003 0.035 0.012 0.037 0.007 0.02 0.147 0.06 0.321 0.747 −0.105
E 0.000 0.003 0.035 0.024 0.013 0.007 0.008 0.157 0.059 0.306 0.733 −0.121
F 0.000 0.002 0.033 0.01 0.011 0.006 0.007 0.14 0.045 0.254 0.453 0.055
G 0.000 0.002 0.021 0.01 0.011 0.006 0.007 0.15 0.045 0.252 0.642 −0.138
H 0.000 0.003 0.044 0.045 0.058 0.029 0.031 0.033 0.047 0.29 1.359 −1.022
I 0.000 0.004 0.048 0.061 0.051 0.031 0.046 0.158 0.016 0.415 0.906 −0.076
Ri 0.000 0.161 0.306 0.426 0.427 0.199 0.39 1.312 0.491
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0.2

0.1
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Figure 2: *e causal diagram for the total influencing factors.

Table 19: *e comprehensive influence matrix.

A B C D E F G H I
A 0.000 0.064 0.017 0.08 0.069 0.033 0.079 0.145 0.096
B 0.000 0.004 0.055 0.092 0.094 0.034 0.125 0.2 0.074
C 0.000 0.076 0.018 0.092 0.083 0.046 0.067 0.182 0.049
D 0.000 0.000 0.035 0.012 0.037 0.007 0.000 0.147 0.06
E 0.000 0.000 0.035 0.024 0.013 0.007 0.008 0.157 0.059
F 0.000 0.000 0.033 0.000 0.011 0.006 0.007 0.14 0.045
G 0.000 0.000 0.021 0.000 0.011 0.006 0.007 0.15 0.045
H 0.000 0.000 0.044 0.045 0.058 0.029 0.031 0.033 0.047
I 0.000 0.004 0.048 0.061 0.051 0.031 0.046 0.158 0.016

Table 17: *e comprehensive influence matrix.

A B C D E F G H I
A 0.000 0.064 0.017 0.08 0.069 0.033 0.079 0.145 0.096
B 0.000 0.004 0.055 0.092 0.094 0.034 0.125 0.2 0.074
C 0.000 0.076 0.018 0.092 0.083 0.046 0.067 0.182 0.049
D 0.000 0.003 0.035 0.012 0.037 0.007 0.02 0.147 0.06
E 0.000 0.003 0.035 0.024 0.013 0.007 0.008 0.157 0.059
F 0.000 0.002 0.033 0.01 0.011 0.006 0.007 0.14 0.045
G 0.000 0.002 0.021 0.01 0.011 0.006 0.007 0.15 0.045
H 0.000 0.003 0.044 0.045 0.058 0.029 0.031 0.033 0.047
I 0.000 0.004 0.048 0.061 0.051 0.031 0.046 0.158 0.016
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Figure 3: Network structure of the evaluation model.

Table 20: *e pairwise comparison matrix.

Super decisions main window: influence factor.sdmod; cluster matrix view

Cluster node labels A: visual
effect

B: ease
of use

C:
security

D: common
services

E: convenience
services

F: investment/
finance

management

G: livelihood
payment

H: popularity
of the MB

A: visual effect 0.3333 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000
B: ease of use 0.2909 0.2364 0.2527 0.0000 0.0000 0.0000 0.0000 0.0000
C: security 0.0000 0.4757 0.4898 0.5579 0.5579 0.4736 0.7085 0.0000
D: common
services 0.1285 0.1059 0.1022 0.2772 0.2772 0.0000 0.0000 0.0000

E: convenience
services 0.0645 0.0537 0.0396 0.1293 0.1293 0.0000 0.0000 0.0000

F: investment/
finance
management

0.0542 0.0376 0.0422 0.0000 0.0000 0.4736 0.0000 0.0000

G: livelihood
payment 0.0535 0.0458 0.0503 0.0000 0.0000 0.0000 0.2311 0.0000

G: popularity of the
MB 0.0148 0.0201 0.0228 0.0354 0.0354 0.0526 0.0603 1.0000
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*e ease of use (B) has (Di − Ri � 0.517) in the cause
group, and its (Di + Ri � 0.839) is the second impor-
tant indicator.

6. Conclusions and Suggestions for
Future Research

*is paper focuses on the factors influencing the adoption
rate of MB, including the analysis of competition between
five state-owned banks and five commercial banks in
China’s financial market. *e purpose of this study is to
(1) investigate the effectiveness of 10 banks in MB ser-
vices; (2) compare the differences between state-owned
banks and commercial banks in various indicators; and
(3) provide relevant correction suggestions to relevant
banks.

Step 7: according to the above results, it can be seen that
there is a strong internal correlation among selected
indicators. *e internal dependence of other indicators
is studied by the same research method. From the
expert opinion and repeated tests, the threshold val-
ue� 0.03, remove the irrelevant association relation-
ship and obtain the relationship shown in Table 19.
Step 8: relevant data generated by the DEMATEL
method above is input into the ANP application
software super decision, and the network structure of
the evaluation model can be established through the
external independence between factors, as shown in
Figure 3. *e application of the ANP method can
better reflect the proportion of each index, while DM
only shows the causal relationship between each
factor and can give the judgment of the numerical

Figure 4: Display of the normalized weight vector and consistency index.

Figure 5: Implementation of the unweighted super matrix.
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model. At the same time, using experts from different
fields to grade evaluation indicators will greatly help
the impartiality of the decision-making process. *e
next step is to use the ANP method to calculate the
weight of each index.
Step 9: according to the comprehensive influence
matrix, input the 10 mutual influences of the rela-
tionship between the indexes; due to space limitations,
only capture some indexes between the pairwise
comparison matrices, as shown in Table 20.

Step 10: through equations (7) and (8), the relative
weight of each indicator can be obtained. Using Super
Decisions software, the weight value of the above
pairwise comparison matrix was input in the “Show
New Priorities under the “Computation menu bar,”
and the normalized weight vector and consistency
index value as shown in Figure 4 could be obtained.*e
consistency index value of the judgment matrix is
0.09963< 0.1, which meets the requirements and the
weight is within the acceptable range.

Figure 6: Implementation of the weighted supermatrix.

Figure 7: Implementation of the limit matrix.
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Step 11: according to equations (9) and (10), all element
level judgment matrices are entered in accordance with
the above steps. If C · R≤ 0.10, the consistency test is
satisfied and the weight is within an acceptable range.
IfC · R≤ 0.10, the result in this case is valid.

Step 12: the consistency of the matrix is tested. *e
Super Decision software, after passing through the
consistency check, through the “Computation of main
interface” menu bar under the “Unweighted Super
Mater” and “Weighted Super Mater” bar menu com-
mand, can get a weighted matrix and weighted
hypermatrix, as shown in Figures 5 and 6, respectively;
*e limit matrix can be obtained through the “Limit
Matrix” menu command under the “Computation”
menu bar in the main interface, as shown in Figure 7.

Step 13: through the above results, the final ranking of each
index weight value can be obtained, as shown in Table 21.

*e main data of this study were obtained through the
comprehensive evaluation of MB services, which mainly
includes the visual effect, ease of use, security, common

service, convenience service, investment/financemanagement
services, livelihood payment, the popularity of the MB, and
customer service of the 10 banks which use DEMATEL-ANP
evaluation on the MB services. According to the global weight
obtained in Table 20, the four indicators for evaluating MB in
online services are (1) visual effects, whose weight� (0.22,
0.15, 0.17), (2) ease of use, weight� (0.07, 0.03, 0.04, 0.01,
0.38), (3) security, weight� (0.00, 0.15, 0.17), and (4) common
services, weight� (0.04, 0.02, 0.01, 0.02, 0.02). As shown in
Table 1, the three factors that foreign scholars pay most at-
tention to in the research on the adoption rate ofMB are trust,
risk perception, and behavioral intention. As a result, a
number of important management influences are obtained:
(1) MB in finance and investment service should enrich its
product introduction and the related kinds of choices sim-
plified the process of online purchase financial products at the
same time. (2) Research shows that when users downloadMB,
they will pay attention to other users’ comments and the
number of downloads of their software. (3) Banks should also
enhance their services on people’s livelihood payment so that
users can pay their living expenses through MB and other
related issues.

Table 21: Implementation of the stable weight vector.

Aspects Criteria Local
weight

Global
weight

A: visual effect
A1 color assortment 0.40124 0.216694
A2 site aesthetic 0.27514 0.148590

A3 visual attraction 0.32362 0.174771

B: ease of use

B1 file size 0.49184 0.073943
B2 number of APPs to download 0.47049 0.028617

B3 finding convenience 0.25408 0.038199
B4 version (IOS, Android) 0.32988 0.014977

B5 problems with replacing the page 0.25408 0.381990

C: security
C1 online payment or remittance security method 0.10124 0.000694

C2 client confidentiality 0.27234 0.148059
C3 ensure safe innovation (fingerprint, face) 0.12362 0.174771

D: common services

D1 account management (balances, details) 0.34686 0.039817
D2 transfer money 0.19058 0.021877

D3 apply for a credit card 0.12685 0.014562
D4 deposit and loan management 0.16382 0.018806
D5 foreign currency management 0.17189 0.019732

E: convenience services

E1 mobile payment (collection, payment) 0.29175 0.012195
E2 no card withdrawals 0.19667 0.008221

E3 foreign currency cash reservation 0.14828 0.006198
E4 cross-border payments 0.23017 0.009621
E5 network reservation 0.13313 0.005565

F: investment/finance
management

F1 investment/finance management services 0.37253 0.022659
F2 extensive m-banking products 0.15698 0.009548

F3 detailed introduction 0.47049 0.028617

G: livelihood payment

G1 payment recharge (life payment, credit) 0.21616 0.009491
G2 food and leisure (ticket, movie tickets) 0.18494 0.008120

G3 traffic travel (paid fines, ticket purchases) 0.18494 0.008120
G4 medical registration 0.18494 0.008120
G5 health management 0.22903 0.010056

H: popularity of the MB H1 MB downloads 0.67012 0.030424
H2 user reviews 0.32988 0.014977

I: customer service

I1 consultation (message board, contact phone number, online answer, e-
mail, etc.) 0.91307 0.002626

I2 feedback speed 0.04346 0.000125
I3 feedback accuracy 0.04346 0.000125
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By comparing the data of state-owned banks and
commercial banks, it can be concluded that the customer
satisfaction of commercial banks is higher than that of state-
owned banks. Commercial banks score higher on the ease of
use, security, and common services than state-owned banks,
for example, the file size in the ease of use, the software of
state-owned banks size with an average of 53.86 M, and the
commercial banks is 36.12. In terms of ensuring safe in-
novation in security, three of the five commercial banks have
introduced fingerprint and facial recognition functions,
which can ensure the security of user accounts and the
convenience of operation. In the deposits and loans man-
agement in common services, the satisfaction rate of
commercial banks is 60%, while that of the state-owned
banks is only 20%. But in convenience services, significantly
higher than the score of state-owned banks to commercial
banks, in mobile payment, no card withdrawals, and net-
work reservation of the three functions, the customer sat-
isfaction of state-owned banks were higher than 50%, while
in commercial banks, customers’ satisfaction was only 40%,
20%, and 0%; in other words, the five commercial banks in
the study does not exist in the function of network reser-
vation. In livelihood payment, the popularity of MB, and
customer service, three aspects of state-owned banks and
commercial banks have their own advantages. For example,
five state-owned banks can be fulfilled in this software for
traffic travel (paid fines and ticket purchases), only two
banks of commercial banks in providing the service. In terms
of medical registration, for example, in Beijing, only 27
hospitals can be reserved by state-owned banks, while 57
hospitals can be reserved by commercial banks, more than
double that of state-owned banks. Among the popularity of
MB, the download volume of state-owned banks is much
higher than that of commercial banks, and the user reviews
of commercial banks is slightly higher than that of state-
owned banks. Customer service in the kinds of consultation
and feedback accuracy of the customer satisfaction of
commercial banks were significantly higher than that of
state-owned banks, and the feedback speed of customer
satisfaction in state-owned banks is 80% and the commercial
bank is only 20%.

Based on the results of this study, from the perspective of
MB, there is still much room for banks to increase their MB
adoption rate. We suggest that MB services of banks should
be strengthened as follows: (1) banks should enhance their
attention to users in terms of the softwires’ color, structure,
and visual appeal of MB; (2) to ensure that customer’s
personal information will not leak when participating in
online banking, as well as to add the fingerprint and face
unlock function, MB in the login, and payment security to
further strengthen; (3) the size of the MB users to download
the MB will focus on software and looking for convenience;
at the same time, the number needed to download the MB
software can significantly affect the downloads; banks should
make the function of theMB concentration in a software; (4)
generally, the management of deposit, loan, and foreign
currency should be strengthened in the common services of
MB, and the functions of credit card application, deposit and
loan management, and foreign currency management

should be increased; (5) enhancing the service quality and
service speed of online customers service, reducing the
waiting time of users, and improving customer satisfaction.

Data Availability

*e main data of this study were obtained through the
observation sheet of mobile banking services from the APP
of the following banks: Industrial and Commercial Bank of
China, Construction Bank of China, Bank of China, Agri-
cultural Bank of China, Bank of Communications, China
Postal Savings Bank, China Everbright Bank, China Mer-
chants Bank, China Minsheng Bank, and Bank of Beijing.

Conflicts of Interest

*e authors declare that they have no conflicts of interest.

Acknowledgments

*e work was supported by the National Natural Science
Foundation of China (nos. 71602008 and 71802021), Beijing
Natural Science Foundation (no. 9184023), and Beijing
Social Science Fund Research Project (nos. 16JDGLC032,
17JDGLB011, and 18GLB022).

References

[1] A. Shankar, C. Jebarajakirth, andM. Ashaduzzaman, “How do
electronic word of mouth practices contribute to mobile
banking adoption?” Journal of Internet Banking and Com-
merce, vol. 52, no. 1, pp. 1019-1020, 2020.

[2] T. Laukkanen and P. Cruz,Comparing Consumer Resistance to
Mobile Banking in Finland and Portugal. E-Business and
Telecommunications, Springer Berlin Heidelberg, Berlin,
Germany, 2009.

[3] G. Mols, I. Brandes, V. Kessler et al., “Volume-dependent
compliance in ards: proposal of a new diagnostic concept,”
Intensive Care Medicine, vol. 25, no. 10, pp. 1084–1091, 1999.

[4] L. Guttmann and W. Yan, “A research on audio-visual
product industry ideology’s security,” IEEE, vol. 25, 2017.

[5] P. Luarn and H.-H. Lin, “Toward an understanding of the
behavioral intention to use mobile banking,” Computers in
Human Behavior, vol. 21, no. 6, pp. 873–891, 2005.

[6] P. Cruz, L. Barretto Filgueiras Neto, P. Muñoz-Gallego, and
T. Laukkanen, “Mobile banking rollout in emerging markets:
evidence from Brazil,” International Journal of Bank Mar-
keting, vol. 28, no. 5, pp. 342–371, 2010.

[7] M. Polasik, “*e use of electronic distribution channels of
banking services in Poland,” Copernican Journal of Finance &
Accounting, vol. 2, pp. 139–152, 2013.

[8] P. Duarte, S. Costa e Silva, and M. B. Ferreira, “How con-
venient is it? Delivering online shopping convenience to
enhance customer satisfaction and encourage e-WOM,”
Journal of Retailing and Consumer Services, vol. 44, pp. 161–
169, 2018.

[9] A. A. Alalwan, Y. K. Dwivedi, N. P. P. Rana, and
M. D. Williams, “Consumer adoption of mobile banking in
Jordan,” Journal of Enterprise Information Management,
vol. 29, no. 1, pp. 118–139, 2016.

[10] B. Friedman, P. H. Khan, and D. C. Howe, “Trust online,”
Communications of the Acm, vol. 43, no. 12, pp. 34–40, 2000.

Discrete Dynamics in Nature and Society 17



[11] T. Jacobs, Multi-channel Banking: Banks Go Mobile, Provenir
Inc., London, UK, 2007.

[12] M. S. Featherman and P. A. Pavlou, “Predicting e-services
adoption: a perceived risk facets perspective,” International
Journal of Human-Computer Studies, vol. 59, no. 4, pp. 451–
474, 2003.

[13] D. J. Kim, D. L. Ferrin, and H. R. Rao, “A trust-based con-
sumer decision-making model in electronic commerce: the
role of trust, perceived risk, and their antecedents,” Decision
Support Systems, vol. 44, no. 2, pp. 544–564, 2008.

[14] K. S. Lee, H. S. Lee, and S. Y. Kim, “Factors influencing the
adoption behavior of mobile banking: a South Korean per-
spective,” Journal of Internet Banking and Commercevol. 12,
no. 2, 2007.

[15] P. Hanafizadeh, M. Behboudi, and A. Abedini Koshksaray,
“Mobile-banking adoption by iranian bank clients,” Tele-
matics and Informatics, vol. 31, no. 1, pp. 62–78, 2014.

[16] A. Jalilvand Shirkhani Tabar and B. Datta, “Factors affecting
mobile payment adoption intention: an Indian perspective,”
Global Top Performers, vol. 19, no. 3, pp. 72–89, 2018.

[17] M. A. Shareef, A. Baabdullah, S. Dutta, V. Kumar, and
Y. K. Dwivedi, “Consumer adoption of mobile banking
services: an empirical examination of factors according to
adoption stages,” Journal of Retailing and Consumer Services,
vol. 43, pp. 54–67, 2018.

[18] A. Shankar, B. Datta, and C. Jebarajakirthy, “Are the generic
scales enough to measure service quality of mobile banking? a
comparative analysis of generic service quality measurement
scales to mobile banking context,” Services Marketing
Quarterly, vol. 40, no. 3, pp. 224–244, 2019.

[19] C. Changchit, R. Lonkani, and J. Sampet, “Mobile banking:
exploring determinants of its adoption,” Journal of Organi-
zational Computing & Electronic Commerce, vol. 27, no. 1,
2017.

[20] X. Luo, H. Li, J. Zhang, and J. P. Shim, “Examining multi-
dimensional trust and multi-faceted risk in initial acceptance
of emerging technologies: an empirical study of mobile
banking services,” Decision Support Systems, vol. 49, no. 2,
pp. 222–234, 2010.

[21] M. S. Y. Lee, P. J. Mcgoldrick, K. A. Keeling, and J. Doherty,
“Using zmet to explore barriers to the adoption of 3g mobile
banking services,” International Journal of Retail & Distri-
bution Management, vol. 31, no. 6, pp. 340–348, 2003.

[22] W. W. Chin, “Issues and opinions on structural equation
modeling,” Embo Journal, vol. 11, no. 12, pp. 4261–4272, 2003.

[23] D. Sahoo and S. S. Pillai, “Role of mobile banking servicescape
on customer attitude and engagement: an empirical investi-
gation in India,” International Journal of Bank Marketing,
vol. 28, no. 4, 2017.

[24] T. Kuisma, T. Laukkanen, and M. Hiltunen, “Mapping the
reasons for resistance to internet banking: a means-end ap-
proach,” International Journal of Information Management,
vol. 27, no. 2, pp. 75–85, 2007.

[25] V. Bhatiasevi, “An extended utaut model to explain the
adoption of mobile banking,” Information Development,
vol. 32, no. 4, 2016.

[26] H.-F. Lin, “Determining the relative importance of mobile
banking quality factors,” Computer Standards & Interfaces,
vol. 35, no. 2, pp. 195–204, 2013.

[27] I. Ajzen and T. J. Madden, “Prediction of goal-directed be-
havior: attitudes, intentions, and perceived behavioral con-
trol,” Journal of Experimental Social Psychology, vol. 22, no. 5,
pp. 453–474, 1986.

[28] A. A. Alalwan, Y. K. Dwivedi, and N. P. Rana, “Factors
influencing adoption of mobile banking by Jordanian bank
customers: extending UTAUT2 with trust,” International
Journal of InformationManagement, vol. 37, no. 3, pp. 99–110,
2017.

[29] N. Sobti, “Impact of demonetization on diffusion of mobile
payment service in India,” Journal of Advances in Manage-
ment Research, vol. 16, no. 4, pp. 472–497, 2019.

[30] H. E. Riquelme and R. E. Rios, “*e moderating effect of
gender in the adoption of mobile banking,” International
Journal of Bank Marketing, vol. 28, no. 5, pp. 328–341, 2010.

[31] A. A. Shaikh and H. Karjaluoto, “Mobile banking adoption: a
literature review,” Telematics and Informatics, vol. 32, no. 1,
pp. 129–142, 2015.

[32] A. Shankar and P. Kumari, “Factors affecting mobile banking
adoption behavior in India,” Journal of Internet Banking and
Commerce, vol. 21, no. 1, pp. 1–24, 2016.

[33] H.-F. Lin, “An empirical investigation of mobile banking
adoption: the effect of innovation attributes and knowledge-
based trust,” International Journal of Information Manage-
ment, vol. 31, no. 3, pp. 252–260, 2011.

[34] A. Giovanis, P. Athanasopoulou, C. Assimakopoulos, and
C. Sarmaniotis, “Adoption of mobile banking services,” In-
ternational Journal of Bank Marketing, vol. 37, no. 5,
pp. 1165–1189, 2019.

[35] T. Zhou,Understanding Users’ Initial Trust inMobile Banking:
An Elaboration Likelihood Perspective, Elsevier Science
Publishers, Berlin, Germany, 2012.

[36] G. Kim, B. Shin, and H. G. Lee, “Understanding dynamics
between initial trust and usage intentions of mobile banking,”
Information Systems Journal, vol. 19, no. 3, pp. 283–311, 2009.

[37] C. Zhou, Z. Yang, and L. Jiang, “When do formal control and
trust matter? a context-based analysis of the effects on
marketing channel relationships in China,” Industrial Mar-
keting Management, vol. 40, no. 1, pp. 86–96, 2011.

[38] J.-C. Gu, S.-C. Lee, and Y.-H. Suh, “Determinants of be-
havioral intention to mobile banking,” Expert Systems with
Applications, vol. 36, no. 9, pp. 11605–11616, 2009.

[39] S. Brown and K. Taylor, “Early influences on saving behav-
iour: analysis of British panel data,” Journal of Banking &
Finance, vol. 62, pp. 1–14, 2016.

[40] G. Baptista and T. Oliveira, “Why so serious? gamification
impact in the acceptance of mobile banking services,” Internet
Research, vol. 27, no. 1, pp. 118–139, 2017.

[41] A. A. Alalwan, N. P. Rana, Y. K. Dwivedi, B. Lal, and
M. D. Williams, “Adoption of mobile banking in Jordan:
exploring demographic differences on customers’ percep-
tions,” Open and Big Data Management and Innovation,
vol. 9373, pp. 13–23, 2015.

[42] T. Zhou, Y. Lu, and B. Wang, “Integrating TTF and UTAUT
to explain mobile banking user adoption,” Computers in
Human Behavior, vol. 26, no. 4, pp. 760–767, 2010.

[43] C. Martins, T. Oliveira, and A. Popovič, “Understanding the
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