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Abstract:

This study examines the roles of Perceived External Control (PEC) and
Computer Playfulness (CP) in shaping users' Behavioral Intention (BI) to adopt
mobile banking, alongside Perceived Ease of Use (PEOU) within the
Technology Acceptance Model (TAM) (Mathew, Sulphey, & Prabhakaran,
2014). PEC refers to users' beliefs about their ability to control the mobile
banking environment, which can lead to increased confidence and BI
(Marpaung, Dewi, Grace, Sudirman, & Sugiat, 2021). CP is characterized by
enjoyment and engagement, positively influencing users' attitudes and BI
(Salah & Ayyash, 2024). The study highlights the significance of PEC and CP
in enhancing PEOU, which explains 65% of the variance in Bl. PEC allows
users to feel in command, reducing anxiety and enhancing user confidence (Gu,
Lee, & Suh, 2009). CP contributes to a more enjoyable interaction,
encouraging exploration and usage (Zhang, Lu, & Kizildag, 2018). PEOU acts
as a crucial mediator between PEC, CP, and B, indicating that users who find
mobile banking easy to use are more likely to adopt it (Obaid, 2021). The
research emphasizes the importance of enhancing PEOU to boost user adoption
rates in mobile banking services (Aldammagh, Abdeljawad, & Obaid, 2021).
However, factors such as trust and perceived risk also play critical roles in user
acceptance, suggesting a multifaceted approach is necessary (lllia,
Ngniatedema, & Huang, 2015; Obaid, 2021). By integrating playful elements
and enhancing users' perceptions of external control, banks can improve PEOU
and user satisfaction, aligning with the TAM and emphasizing the importance
of perceived enjoyment and control in fostering user engagement.
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Introduction

The rapid growth of mobile banking applications has dramatically changed the financial
industry, especially in China, where platforms such as Alipay and WeChat Pay dominate.
However, Hangzhou City Commercial Bank faces challenges in user adoption and satisfaction,
lagging behind competitors such as Ningbo Bank. This situation can be analyzed through
several key aspects. Regarding user experience and satisfaction, research shows that user
experience is crucial for mobile banking adoption. Factors such as customer support,
application functionality, and performance significantly affect user satisfaction (Jamadar,
Karnik, Birari, & Patil, 2024). Research shows that many users report low satisfaction due to
usability issues, which highlights the need for banks to enhance their application interfaces and
functionality(Hardi, Simorangkir, Hutagaol, Saputra, & Sunardi, 2023). Regarding adoption
challenges, security issues and privacy risks are the main barriers to mobile banking adoption.
Users often hesitate to use mobile banking due to concerns about data breaches (Ananth &
Thandayudhapani, 2024). In addition, technical barriers and lack of trust in digital financial
services further complicate user adoption(Ananth & Thandayudhapani, 2024). Regarding the
competitive landscape,The competitive landscape in mobile banking is intense, with
established players like Alipay setting high standards for user experience and service
delivery(Chatterjee, 2023). Hangzhou Bank must innovate and address user issues to improve
its position in this competitive market, as evidenced by the success of its competitors (Rawat
& Sharma, 2024). Despite the challenges facing Hangzhou Bank, the overall trend in mobile
banking remains positive, with increasing global adoption. However, addressing user
experience and security issues is critical for banks to thrive in this changing environment.

The study of Perceived External Control (PEC) and Computer Playfulness (CP) in mobile
banking adoption highlights their potential roles alongside traditional factors like Perceived
Ease of Use (PEOU). While the Technology Acceptance Model (TAM) has established PEOU
and Perceived Usefulness (PU) as critical determinants, integrating PEC and CP can provide
deeper insights into user behavior. PEC refers to the extent to which users feel they can
influence their interactions with technology. Research indicates that higher PEC can enhance
user confidence, leading to increased Behavioral Intention (BI) to adopt mobile banking
services(Inoubli & Sallami, 2024). Users with a strong sense of control are more likely to
perceive mobile banking as beneficial and easy to use, thus fostering adoption(Pramesti &
Damayanthi, 2024). CP is characterized by the enjoyment and engagement users experience
while interacting with technology. Studies suggest that CP positively affects user satisfaction
and can enhance the perceived ease of use, thereby influencing Bl(Cera & Khan). Gamification
elements in mobile banking applications can increase CP, making the experience more
enjoyable and encouraging adoption(Cera & Khan). PEOU remains a significant mediator in
the relationship between PEC, CP, and BI. Evidence shows that both PEC and CP can indirectly
influence BI through PEOU, reinforcing the importance of user-friendly interfaces in mobile
banking(Augusta, Susant, & Budiarti, 2024). Conversely, while PEC and CP are emerging
factors, traditional determinants like PU and security still play a crucial role in shaping user
intentions. The interplay between these factors suggests a complex landscape where both new
and established elements must be considered for effective mobile banking adoption strategies.
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Perceived External Control (PEC) and Computer Playfulness (CP) significantly influence user
engagement and satisfaction with mobile banking applications. PEC relates to users' beliefs
about their control over the app's functionality and external support, while CP emphasizes the
playful interaction with technology. Understanding these concepts can enhance user
experience and application effectiveness. Users who feel they have control over the mobile
banking app's features are more likely to perceive it as easy to use, leading to higher satisfaction
levels(Fajriyah, 2024). High perceived control can mitigate stress and enhance coping
strategies, suggesting that users with a strong sense of control may navigate mobile banking
challenges more effectively(Wessa et al., 2024). Playful elements, such as gamification, can
increase user engagement by making interactions more enjoyable and less
transactional(Ramadhan & Viana, 2023). Users who engage playfully with technology are
more likely to explore features, leading to a deeper understanding and utilization of the
app(Zimmermann, Martin, Schumann, & Widjaja, 2024). Conversely, while PEC and CP are
crucial for enhancing user experience, excessive focus on playfulness may detract from the
app's primary functionalities, potentially leading to user frustration if essential features are
overlooked.

AIJBES

The study of mobile banking adoption reveals critical relationships among Perceived Ease of
Use (PEOU), Perceived Enjoyment (PE), and Behavioral Intention (Bl). Understanding these
dynamics can significantly enhance user experience and foster customer loyalty for banks like
Hangzhou Bank. The following sections outline the key factors influencing mobile banking
adoption. A strong predictor of BI, as users are more likely to adopt mobile banking if they
believe it enhances their banking experience(Inoubli & Sallami, 2024; Rokhimah & Suhermin,
2024). Users prioritize security, which moderates the relationship between PU and satisfaction,
ultimately influencing continuance intention(Rokhimah & Suhermin, 2024; Wijaya &
Noviaristanti, 2024). Enjoyment derived from using mobile banking positively affects Bl,
indicating that user experience is crucial(Siagian & Handoko, 2023; Wijaya & Noviaristanti,
2024). Recommendations from peers can significantly impact users' intentions to adopt mobile
banking services(Siagian & Handoko, 2023; Wijaya & Noviaristanti, 2024). While these
factors are essential for driving mobile banking adoption, it is also important to consider
potential barriers, such as technological apprehension and varying user demographics, which
may hinder widespread acceptance. Addressing these challenges can further enhance the
effectiveness of mobile banking strategies.

Literature Review

Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) remains a pivotal framework for understanding
technology adoption, emphasizing Perceived Ease of Use (PEOU) and Perceived Usefulness
(PU) as critical determinants of Behavioral Intention (Bl). Recent studies have expanded on
TAM, revealing additional factors that influence technology acceptance, particularly in user
study and consumer contexts. PEOU significantly impacts users' attitudes and intentions to
adopt technology, as evidenced in educational settings where ease of use is prioritized over
usefulness(Alshammari). Factors such as easy registration and navigability enhance PEOU,
which in turn affects users' attitudes towards technology adoption(K.-A. Sun & Moon, 2024).
PU remains a vital component, although its correlation with Bl can vary; for instance, in
educational contexts, teachers may prioritize ease of wuse over perceived
usefulness(Alshammari). In the context of e-wallets, PU, alongside social influence and
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perceived trust, significantly shapes users' intentions to adopt technology(Belmonte, Prasetyo,

Cahigas, Nadlifatin, & Gumasing, 2024). Recent research suggests that ATU mediates the

relationship between PEOU, PU, and intention to use, enhancing the explanatory power of

TAM(Or, 2024). Incorporating ATU into TAM provides a more nuanced understanding of user

behavior, particularly in voluntary technology use scenarios(Or, 2024). While TAM has proven

effective in various contexts, ongoing research highlights the need for model refinement to

address limitations and incorporate emerging factors influencing technology adoption(Scherer,
2024).

AIJBES

Perceived Ease of Use (PEOU) is a crucial factor influencing the adoption of mobile banking
applications, as it reflects the user's belief that the system is easy to navigate and requires
minimal effort. Research indicates that a user-friendly interface significantly enhances user
satisfaction and trust, which are essential for encouraging the use of digital banking services.
The following sections elaborate on the impact of PEOU in mobile banking. High PEOU
correlates with increased user satisfaction, as users feel that the application meets their needs
effectively(Fajriyah, 2024). Trust acts as a mediator between PEOU and the intention to use
digital banking services, emphasizing that ease of use fosters trust, which in turn influences
adoption(Anwar, Astuti, & Sugit, 2024). Interestingly, while PEOU is vital, it does not directly
drive impulsive buying behavior in mobile commerce; instead, hedonic and utilitarian values
moderate this relationship(Soomro & Habeeb, 2024). In different contexts, such as among
Yemeni academics, PEOU did not significantly affect actual mobile banking usage,
highlighting that perceived usefulness and security may play more critical roles(Al-Fahim et
al., 2024). Conversely, while PEOU is essential, its impact can vary based on contextual factors
and user demographics, suggesting that a multifaceted approach is necessary for understanding
mobile banking adoption fully.

Perceived Usefulness (PU) plays a crucial role in the adoption of mobile banking applications,
as users are more inclined to utilize services that they believe will enhance their financial
management and productivity. Research indicates that high PU correlates with user
satisfaction, as it reflects the app's ability to meet user needs effectively. The following sections
elaborate on the key aspects of PU in mobile banking. Studies show that PU significantly
impacts user satisfaction in mobile banking, with users reporting positive experiences when
they perceive the app as beneficial(Fajriyah, 2024). A quantitative analysis revealed that
perceived usefulness is a dominant factor influencing consumer satisfaction, even more so than
perceived risk(Dinda Maharani, Filiya, & Siska Ernawati, 2024). Research indicates that PU,
alongside perceived ease of use and security, positively affects financial management among
users, particularly students(Arifah & Widajantie, 2024). Users who find mobile banking apps
useful are more likely to engage in effective financial practices, enhancing their overall
financial management skills(Arifah & Widajantie, 2024). PU also contributes to building
customer trust in mobile applications, as users are more likely to trust services that they find
useful and reliable(Qhoirunnisa & Azizah, 2024). Conversely, while PU is essential, perceived
risks associated with mobile banking, such as security concerns, can deter users despite the
app's perceived benefits. This highlights the need for a balanced approach in addressing both
usefulness and security to foster user adoption.

The Technology Acceptance Model (TAM) has evolved significantly to better understand user
behavior in various contexts, including mobile banking, e-commerce, and online learning.
Researchers have expanded TAM by integrating additional constructs, such as perceived
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enjoyment and subjective norms, to enhance its predictive power. This evolution is evident in
several studies that apply extended TAM frameworks to different technological environments.
Venkatesh and Bala (2008) introduced these constructs in TAM3, emphasizing their role in
influencing user attitudes and intentions(llham & Sihotang, 2024). Studies on mobile wallets
and digital lending have incorporated these factors, highlighting their importance in user
adoption decisions(Salah & Ayyash, 2024; Yadav & Shanmugam, 2024). Research in specific
regions, such as Palestine and Indonesia, demonstrates how local factors can be integrated into
TAM to address unique user behaviors and preferences(Berisca, Clive, Hardani, & Hutabarat,
2024; Salah & Ayyash, 2024). While TAM provides a robust framework for understanding
technology adoption, its limitations in addressing advanced technologies and diverse user
behaviors suggest the need for ongoing adaptations and contextual considerations(lshengoma,
2024).

AIJBES

The Technology Acceptance Model (TAM) has proven effective in elucidating user adoption
of mobile banking, particularly through the constructs of Perceived Ease of Use (PEOU) and
Perceived Usefulness (PU). Research indicates that users who find mobile banking
applications easy to navigate are more likely to view them as beneficial, thereby increasing
their intention to adopt these services. This relationship is supported by various studies that
highlight the significance of these constructs in influencing user behavior. Users' perceptions
of ease significantly impact their overall experience and satisfaction with mobile banking
applications(Al-Fahim et al., 2024; Inoubli & Sallami, 2024). A direct correlation exists
between users' belief in the utility of mobile banking and their intention to adopt it, as evidenced
by findings from multiple studies(Nihayah & Purnama, 2024; Yadav & Shanmugam, 2024).
Security concerns can mediate the relationship between PEOU and PU, influencing users'
decisions to adopt mobile banking services(Al-Fahim et al., 2024; Yadav & Shanmugam,
2024). Factors such as perceived compatibility with existing systems and user trust also play
crucial roles in shaping user intentions(Al-Fahim et al., 2024; Inoubli & Sallami, 2024). While
the TAM framework effectively explains user adoption, it is essential to consider external
factors such as cultural context and technological infrastructure, which may influence the
adoption process differently across regions.

The Technology Acceptance Model (TAM) has faced criticism for its narrow focus on internal
factors influencing technology adoption, prompting researchers to incorporate additional
variables to better understand user behavior in specific contexts, such as mobile banking. This
extension of TAM aims to address the complexities of user interactions with technology by
integrating factors like Perceived External Control (PEC) and Computer Playfulness (CP). This
factor emphasizes the influence of external conditions on user behavior, highlighting how
users' perceptions of control over technology can affect their adoption intentions(Salah &
Ayyash, 2024). Incorporating CP reflects the enjoyment and engagement users experience
while interacting with technology, which can enhance their willingness to adopt mobile
banking solutions(Yadav & Shanmugam, 2024). Studies show that perceived ease of use and
perceived usefulness remain critical, but additional factors like perceived security and user
experience complexities also play significant roles in adoption decisions(Octavia & Tanaamah,
2024; Yadav & Shanmugam, 2024). Research indicates that perceived risk and security are
vital in influencing user intentions, suggesting that a broader TAM can provide deeper insights
into user behavior in these areas(Berisca et al., 2024; Yadav & Shanmugam, 2024). While
extending TAM offers a more nuanced understanding of technology adoption, it is essential to
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consider that the model's original simplicity may still hold value in certain contexts, where
fewer variables might suffice to explain user behavior effectively.

AIJBES

Perceived External Control (PEC)

Perceived External Control (PEC) is a significant construct in understanding technology
adoption, as it reflects users' beliefs about the influence of external factors on their ability to
effectively utilize technology. This concept is closely linked to the Theory of Planned
Behavior, which posits that perceived control over external factors can shape users' confidence
and willingness to engage with technology. The following sections elaborate on the role of
PEC in technology adoption. Studies show that higher PBC correlates with increased perceived
usefulness, enhancing users' intention to adopt technology(Park & Lee, 2022). PBC
encompasses both self-efficacy and controllability, suggesting that users need to feel capable
and have the necessary resources to use technology effectively(Eung-gyu, 2008). Role in
Technology AcceptancePEC influences users' attitudes towards technology, as those who
perceive greater control are more likely to view the technology as useful and easy to use(Q.
Sun, Wang, & Cao, 2009). Research indicates that perceived ease of use does not significantly
impact attitudes, but perceived usefulness does, highlighting the importance of PEC in shaping
user perceptions(Park & Lee, 2022). Implications for System DesignDevelopers should
consider PEC when designing technology, ensuring that systems are user-friendly and provide
adequate support to enhance users' perceived control(Widhiastuti & Farika, 2024). Simplifying
systems and providing clear guidance can improve users' confidence and willingness to engage
with technology(Widhiastuti & Farika, 2024). While PEC is crucial for fostering technology
adoption, it is essential to recognize that some users may still struggle with technology despite
high perceived control, indicating that additional factors, such as personal motivation and
external support, also play significant roles in technology acceptance.

In mobile banking, Perceived External Control (PEC) significantly influences user adoption by
shaping their perceptions of resource availability, technical support, and system reliability.
Users who feel supported by adequate resources and stable systems are more likely to view
mobile banking as user-friendly, thus enhancing adoption rates. Conversely, a lack of
perceived control, such as frequent outages or inadequate support, can deter users from
engaging with the application. Users with access to customer service and tutorials report higher
ease of use(AlAli & AlAli, 2020). A stable system fosters positive user experiences, leading to
increased adoption(Sakala & Phiri, 2019). Impact of User Attitudes. Users with favorable
perceptions of support and reliability are more inclined to adopt mobile banking(Sakala &
Phiri, 2019). Conversely, users who experience technical issues may develop negative
attitudes, reducing their likelihood of adoption(Hariyanti, Sanjaya, Sutawinaya, & Sudhana,
2021). Banks should focus on improving customer support and system reliability to boost user
confidence(Song, 2015). Providing comprehensive tutorials can help mitigate concerns about
usability and support(Sakala & Phiri, 2019). While PEC plays a crucial role in mobile banking
adoption, it is essential to consider that other factors, such as perceived usefulness and social
influence, also significantly impact user behavior and intentions(Song, 2015).

The influence of Perceived Ease of Use (PEOU) and Behavioral Intention (BI) in mobile
banking contexts is significantly shaped by Perceived External Control (PEC). Research
indicates that higher levels of PEC enhance users' confidence in navigating mobile banking
applications, thereby positively impacting their PEOU and BI. Users with strong PEC feel more
in control, leading to:Increased confidence in using mobile banking systems(Lubis &
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Medyawati, 2024). Enhanced perceptions of usability, which directly correlate with

PEOU(Fajriyah, 2024). Higher PEOU fosters a greater intention to use mobile banking:Studies

show that perceived ease of use significantly affects users' behavioral intentions(Pramesti &

Damayanthi, 2024). Trust and supportive conditions further moderate this relationship,

enhancing BI(Rokhimah & Suhermin, 2024). While PEC positively influences PEOU and Bl,

it is essential to consider that factors like security and system quality also play critical roles in

user satisfaction and continued usage of mobile banking applications(Arafa, Lestari, Sofiani,

& Sugiarto, 2024; Pramesti & Damayanthi, 2024). This multifaceted approach highlights the
complexity of technology adoption in financial services.

AIJBES

The role of perceived external control (PEC) in mobile banking adoption is an underexplored
area in existing literature, despite its potential influence on user perceptions and decisions.
While internal factors like perceived usefulness and ease of use have been extensively studied,
PEC remains largely overlooked. This gap underscores the necessity for further research to
understand how PEC can shape user experiences and adoption rates in mobile. Studies indicate
that perceived usefulness significantly influences continuance intention in mobile
banking(Rokhimah & Suhermin, 2024). The Technology Acceptance Model (TAM) highlights
perceived ease of use as a critical factor, although its direct impact on usage was found to be
minimal in some contexts(Al-Fahim et al., 2024). Security is a major barrier to mobile banking
adoption, with many users expressing discomfort about linking personal information(Aakshi,
-, - -, & -, 2024). The impact of communication channels on user attitudes towards mobile
banking adoption has been noted, emphasizing the role of external influences(Deepa, Regin, &
Rajest, 2024). While internal factors are crucial, the limited focus on PEC suggests a need for
a more comprehensive understanding of how external factors can enhance or hinder mobile
banking adoption. Further exploration of PEC could provide valuable insights into user
behavior in this rapidly evolving field.

Computer Playfulness (CP)

Computer Playfulness (CP) is a vital construct that highlights users' intrinsic motivation to
engage with technology in a fun and exploratory manner. This playful interaction is closely
linked to hedonic motivation, emphasizing enjoyment beyond utilitarian purposes. The
following sections elaborate on the significance of CP in various contexts. Research indicates
that playful computation significantly enhances student engagement and enjoyment in learning
environments, often exceeding expectations(Pasupuleti & Kangas, 2024). Playful activities
foster collaboration among students, promoting self-expression and creativity(Pasupuleti &
Kangas, 2024). Despite its benefits, educators face challenges in integrating playful learning
due to structural constraints and classroom management issues(Pasupuleti & Kangas, 2024). A
study across 38 countries identifies four characteristics of playfulness: Active Behavior,
Emotional Reinforcement, Social Sharing, and Non-Serious Framing, providing a framework
for understanding CP in diverse contexts(Masek, 2024). The recognition of playfulness varies
across cultures, indicating the need for adaptable definitions in research(Masek, 2024).
Incorporating playfulness into human-Al authoring tools can enhance user satisfaction and
support diverse user goals, suggesting that playful design is crucial for effective technology
interaction(Liapis et al., 2023). Encouraging a playful, exploratory mindset can lead to more
innovative outcomes in technology use(Liapis et al., 2023). In contrast, while CP is often
celebrated for its benefits in learning and technology interaction, some argue that excessive
playfulness may detract from serious engagement and focus, potentially undermining
productivity in certain contexts.
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In the realm of mobile banking, the incorporation of playful elements such as gamification
significantly enhances user engagement and satisfaction. Gamified features, including rewards
and interactive designs, not only make the banking experience enjoyable but also positively
influence users' Perceived Ease of Use (PEOU) and Behavioral Intention (BI) towards adopting
these applications. Research indicates that users are more inclined to engage with mobile
banking apps that offer a fun and interactive experience, leading to increased loyalty and
continued usage(Giggs & Hidayat, 2024; A. Raza, Rehmat, Ishaqg, Haj - Salem, & Talpur,
2024). Gamification strategies that include rewards and missions have been shown to enhance
user attitudes and continuance intention in e-wallet applications(Giggs & Hidayat, 2024).
Studies reveal that gamification positively impacts user experiences, customer engagement,
and purchase intentions in mobile banking(A. Raza et al., 2024). While functionality is crucial,
a visually appealing interface can further enhance user satisfaction and engagement, as noted
in the context of mobile banking applications(Hartawan, Jauhari, Vandika, & Guterres, 2024).
Gamification fosters enjoyment and motivation, which are essential for user engagement in
banking applications, contributing to a more sustainable user experience(ul Rehman & Jun,
2024). Conversely, while gamification shows promise in enhancing user engagement, some
studies suggest that its effectiveness can vary based on demographic and psychological factors,
indicating a need for tailored approaches in gamification strategies within mobile
banking(Prasetyaningrum, Purwanto, & Rochim, 2022).

AIJBES

In the digital age, the integration of playful elements in mobile banking applications
significantly enhances user experience and engagement. Gamification, which incorporates
game-like features, reduces the perceived effort required to navigate these apps, thereby
improving perceived ease of use (PEOU) and fostering user satisfaction. This approach not
only captivates users but also encourages continued interaction with the application, ultimately
leading to higher behavioral intentions (BI) for usage. Gamification positively influences user
experiences in financial services, enhancing customer engagement and purchase intentions(A.
Raza et al., 2024). Immediate rewards from gamified elements are shown to have a stronger
effect on user engagement compared to delayed rewards(A. Raza et al., 2024). Mobile banking
applications, like the BSB Mobile app, improve customer satisfaction by reducing wait times
and enhancing transaction accuracy(Helmi, Adelia, Trisninawati, Rianawati, & Wedadjati,
2024). Gamified features can capture user attention and influence behavior, aligning with the
competitive strategies of FinTech firms(Lai & Langley, 2024). In microfinance platforms,
gamification fosters customer citizenship behavior by enhancing satisfaction through
functional and social values(Liu, Urquia-Grande, Lépez-Sanchez, & Rodriguez-Lopez, 2024).
While gamification offers substantial benefits, it is essential to address potential challenges
such as network connectivity and usability issues that may hinder user experience in mobile
banking applications(Helmi et al., 2024).

The role of consumer perception (CP) in mobile banking adoption is an underexplored area in
existing literature, which predominantly focuses on utilitarian factors like perceived usefulness
(PU) and perceived ease of use (PEOU). This gap suggests a need for further investigation
into how hedonic factors, such as CP, influence user adoption decisions in mobile banking
contexts. CP encompasses emotional and experiential aspects that can significantly affect user
engagement with mobile banking services. Cultural Impact: Studies indicate that cultural
values can moderate the relationship between CP and adoption intentions, suggesting that
hedonic expectations may vary across different demographics(Mefoute Badiang & NKkwel,
2024). Research has shown that perceived usefulness and perceived security are critical in
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driving mobile banking adoption, as they directly relate to user trust and functionality(Al-
Fahim et al., 2024; Lama, Subedi, Lamichhane, Karki, & Chalise, 2024). Hedonic Factors:
While utilitarian factors are essential, the emotional satisfaction derived from using mobile
banking services, such as convenience and enjoyment, remains largely unexamined(Aakshi et
al., 2024). The limited focus on CP highlights a significant gap in understanding how emotional
and experiential factors contribute to mobile banking adoption. Future studies should aim to
integrate hedonic aspects into existing models to provide a more comprehensive view of user
behavior in mobile banking contexts. Conversely, some researchers argue that the emphasis on
utilitarian factors may overshadow the importance of hedonic elements, suggesting that a
balanced approach could yield better insights into user adoption patterns in mobile
banking(Motwani, Choubey, Saxena, & Patni, 2024).

AIJBES

Perceived Ease of Use (PEOU) and Behavioral Intention (BI)

The constructs of Perceived Ease of Use (PEOU) and Behavioral Intention (Bl) are pivotal in
the Technology Acceptance Model (TAM), influencing technology adoption across various
domains, including mobile banking. PEOU reflects the user's belief that using a system will
require minimal effort, while Bl indicates the user's intention to engage with the technology.
The interplay between these constructs significantly impacts user satisfaction and acceptance.
PEQU has been shown to positively affect Bl, as users are more likely to adopt technologies
they find easy to use(Pramesti & Damayanthi, 2024). In mobile banking, higher PEOU
correlates with increased user satisfaction, which in turn enhances BI(Fajriyah, 2024). erceived
Usefulness (PU) often works alongside PEOU, where both constructs contribute to BI. For
instance, users who perceive a mobile banking app as useful are more inclined to adopt
it(Pramesti & Damayanthi, 2024). Studies indicate that PU can sometimes overshadow PEOU
in influencing BI, particularly in younger demographics like Generation Z(Jaya, Kusnara,
Hodijah, Yunita, & Kusumadewi, 2024). Security and system quality also play crucial roles in
shaping user perceptions and satisfaction, thereby influencing Bl(Pramesti & Damayanthi,
2024). The integration of external factors, such as facilitating conditions, further enhances the
predictive power of TAM in various contexts, including cloud-based systems(Wandira, Fauzi,
& Nurahim, 2024). While PEOU and Bl are central to TAM, it is essential to consider other
variables like PU and security, which can also significantly influence user behavior and
technology acceptance.

Perceived Ease of Use (PEOU) is a pivotal determinant in the adoption of mobile banking
applications, as users favor platforms that are intuitive and require minimal effort. Factors
influencing PEOU include interface design, usability, and user support, which collectively
enhance user experience and adoption rates. The following sections elaborate on these aspects.
A user-friendly interface significantly impacts PEOU, as visually appealing and interactive
designs attract users(Behera, Deb, & Prasad, 2023). Studies indicate that clear navigation and
aesthetic elements contribute to a positive user experience, thereby increasing
adoption(Octavia & Tanaamah, 2024). Research shows that perceived usability, assessed
through metrics like the System Usability Scale (SUS), is crucial for user satisfaction and
retention(Farid, Selim, & Cubukcu, 2024). Factors such as device specifications and user
demographics also play a role in perceived usability, affecting how users interact with mobile
banking apps(Farid et al., 2024). Responsive customer support enhances user confidence and
satisfaction, making users more likely to adopt mobile banking services(Lubis & Medyawati,
2024). Effective support mechanisms can mitigate complexities and barriers faced during
usage, further promoting adoption(Octavia & Tanaamah, 2024). Conversely, while PEOU is
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essential, some users may prioritize perceived usefulness or financial incentives over ease of

use, indicating a multifaceted approach to mobile banking adoption is necessary(Mensah &
Khan, 2024).

AIJBES

Perceived Ease of Use (PEOU) plays a crucial mediating role in the adoption of mobile banking
applications by influencing users' Behavioral Intention (BI) through its impact on Perceived
Usefulness (PU) and enjoyment. The integration of playful elements, such as gamification,
can enhance PEOU by making the app more engaging, thereby increasing users' intention to
adopt it. This relationship is supported by various studies that highlight the importance of
PEOU in the context of mobile banking adoption. PEOU directly influences BI by making the
technology more accessible and less intimidating for users. When users perceive a mobile
banking app as easy to use, they are more likely to develop a positive attitude towards it, which
in turn enhances their intention to adopt the technology(Bilir, 2019; Widiar, Yuniarinto, &
Yulianti, 2023). The Technology Acceptance Model (TAM) suggests that PEOU, along with
PU, significantly affects users' attitudes, which are critical determinants of BI(Bilir, 2019).
PEQU acts as a mediator between external factors such as Perceived External Control (PEC)
and Computer Playfulness (CP) and Bl. By enhancing the ease of use, these factors indirectly
boost users' intention to adopt mobile banking(Widiar et al., 2023) (S. A. Raza, Umer, & Shah,
2017). The presence of playful elements in mobile banking apps can increase PEOU by making
the interaction more enjoyable, thus positively affecting users' BI(S. A. Raza et al., 2017).
Incorporating gamification and interactive features can make mobile banking apps more
engaging, thereby improving PEOU. This increased engagement can lead to a higher
perception of usefulness and enjoyment, ultimately fostering a stronger intention to adopt the
app(Iskandar, Hartoyo, & Hermadi, 2020; S. A. Raza et al., 2017). While PEOU is a significant
factor in mobile banking adoption, it is essential to consider other elements such as perceived
risk and compatibility, which also play a role in shaping users' intentions. These factors can
either enhance or hinder the adoption process, depending on how they interact with PEOU and
PU(Iskandar et al., 2020; S. A. Raza et al., 2017).

Behavioral intention (BI) is a critical predictor of actual technology use, particularly in mobile
banking, where factors such as perceived ease of use (PEOU), perceived usefulness (PU), and
trust significantly influence user intentions. The Technology Acceptance Model (TAM) and
the Unified Theory of Acceptance and Use of Technology (UTAUT) frameworks are often
employed to understand these dynamics. In mobile banking, users are more likely to adopt a
system if they find it easy to use, useful, and trustworthy. This relationship is supported by
various studies that highlight the importance of these factors in shaping Bl and subsequent
technology adoption. Perceived ease of use and usefulness are pivotal in influencing Bl in
mobile banking. For instance, a study on BCA Mobile in Indonesia found that users who
perceive the app as easy to use and useful are more likely to intend to use it, with these factors
explaining 32. 2% of the variance in BI(Ghassani, Raharso, & Tiorida, 2024). Similarly,
research in Yemen indicated that perceived compatibility and security positively impact
perceived usefulness, which in turn influences mobile banking adoption(Al-Fahim et al., 2024).
Trust plays a crucial role in mobile banking adoption. In India, perceived trust was found to
moderate the relationship between Bl and actual use, highlighting its importance in the
adoption process(Kumar, Singh, Kumar, Khan, & Corvello, 2023). The perception of security
also influences trust and Bl, as seen in studies on fintech applications where perceived security
impacts trust and the intention to use the application(Ratnawati, Durachman, & Saputra, 2022).
Other factors such as social influence, performance expectancy, and perceived financial cost

293



Advanced International Journal of
Business, Entrepreneurship and SME's

EISSN: 2682-8545

Volume 7 Issue 23 (March 2025) PP. 284-309

DOI 10.35631/AIJBES.723022

also affect BI. In the Indian context, these factors were significant predictors of Bl, although

facilitating conditions did not impact actual use(Kumar et al., 2023). While the focus is often

on PEQU, PU, and trust, it is essential to consider other contextual factors that may influence

Bl and technology adoption. For instance, organizational resources and cultural factors can

also play a role in shaping technology use, as seen in studies on business intelligence
systems(Trieu, 2023).

AIJBES

The relationship between Perceived Ease of Use (PEOU) and Behavioral Intention (BI) is well-
documented, with PEOU often positively influencing Bl as users are more inclined to adopt
applications that are easy to use. This relationship is further supported by the notion that PEOU
can lead to Perceived Usefulness (PU), enhancing the likelihood of adoption. The provided
papers offer insights into this relationship across various contexts, highlighting the importance
of PEOU in influencing user behavior and intention. In the oil and gas industry, PEOU
significantly impacts employees' attitudes towards using mobile applications for OHS
practices. The ease of use of these applications enhances their perceived usefulness, thereby
increasing the intention to adopt them(Naji, Kalid, & Savita, 2024). The study on ChatGPT
users indicates that both PEOU and PU positively influence the intention to use the tool.
Enhanced digital literacy among users improves their perception of ease of use, which in turn
boosts their intention to utilize ChatGPT(Shi, 2024). For the Midi Kriing App, user satisfaction,
which is influenced by e-service quality and e-trust, plays a crucial role in the intention to use
the app. While PEOU is not directly mentioned, the emphasis on user-friendliness suggests its
underlying importance in shaping user satisfaction and intention(Sangadji, Handriana,
Wisnujati, & Karim, 2024). While the relationship between PEOU and BI is evident, other
factors such as trustworthiness, user attitudes, and satisfaction also play significant roles in
influencing BI. For instance, in the context of dating apps, user behavior is more closely linked
to demographic factors and sexual practices rather than PEOU, indicating that the influence of
PEOU may vary depending on the application and user context(Reeves, Griner, Johnson, Jones
Jr, & Shangani, 2024).

Research Gap

The Technology Acceptance Model (TAM) has been extensively utilized to understand mobile
banking adoption, primarily focusing on Perceived Ease of Use (PEOU) and Perceived
Usefulness (PU) as determinants of Behavioral Intention (BI). However, the roles of Perceived
External Control (PEC) and Computer Playfulness (CP) in influencing PEOU and BI remain
underexplored. This gap in the literature suggests a need for further investigation into these
factors to provide a more comprehensive understanding of mobile banking adoption. Studies
consistently show that PEOU and PU significantly influence Bl in mobile banking contexts.
For instance, PU has a direct positive effect on Bl, while PEOU indirectly affects Bl through
PU and attitude(Augusta et al., 2024; Inoubli & Sallami, 2024). PEOU and PU are also found
to indirectly influence use behavior through Bl, highlighting their critical roles in the adoption
process(Pramesti & Damayanthi, 2024). While the provided papers do not directly address PEC
and CP, these factors could potentially impact PEOU and Bl by affecting users' perceptions of
control and enjoyment in using mobile banking services. PEC might influence users'
confidence in their ability to use mobile banking, thereby affecting PEOU, while CP could
enhance the user experience, potentially increasing Bl. Security and perceived risk are
additional factors that have been integrated into TAM to understand mobile banking adoption.
Security has a direct influence on use behavior, while perceived risk is less significant(Pramesti
& Damayanthi, 2024; Yadav & Shanmugam, 2024). Compatibility and security also positively
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impact PU and actual use, suggesting that these factors could mediate the relationship between

TAM variables and mobile banking adoption(Al-Fahim et al., 2024). While the traditional

TAM framework provides valuable insights into mobile banking adoption, incorporating

factors like PEC and CP could offer a more nuanced understanding. These elements might

address the psychological and experiential aspects of technology use, potentially enriching the
predictive power of TAM in this domain.

AIJBES

The concept of Perceived External Control (PEC) in mobile banking adoption is crucial as it
encompasses users' beliefs about the influence of external factors on their ability to use
technology effectively. Despite its importance, PEC has been underexplored compared to
internal factors like self-efficacy and perceived enjoyment. Understanding PEC can enhance
users' confidence, thereby increasing perceived ease of use (PEOU) and behavioral intention
(B1) to use mobile banking. This answer synthesizes insights from various studies to highlight
the role of PEC in mobile banking adoption. External factors such as supportive conditions
significantly impact users' behavioral intention to use mobile banking. These conditions can
be moderated by user experience, indicating that as users become more familiar with mobile
banking, the influence of external support becomes more pronounced(Lubis & Medyawati,
2024). Security is a critical external factor that moderates the relationship between perceived
usefulness and user satisfaction, thereby influencing the continuance intention to use mobile
banking(Rokhimah & Suhermin, 2024). Trust also plays a significant role in moderating the
relationship between behavioral intention and use behavior, highlighting the importance of
secure and trustworthy systems(Tian & Chan, 2024). Studies have extended traditional models
like the Technology Acceptance Model (TAM) and Expectancy Confirmation Model (ECM)
to include external factors such as security and trust, which are crucial for enhancing user
satisfaction and continuance intention(Rokhimah & Suhermin, 2024; Tian & Chan, 2024). The
inclusion of facilitation conditions in models like the Unified Theory of Acceptance and Use
of Technology (UTAUT) underscores the importance of external support in influencing mobile
banking adoption(Cera & Khan). While internal factors like self-efficacy and perceived
enjoyment are well-studied, the role of external factors such as PEC is equally important.
These factors can significantly influence user confidence and satisfaction, thereby enhancing
mobile banking adoption. However, the interplay between internal and external factors
requires further exploration to develop comprehensive models that can predict user behavior
more accurately.

The concept of Computer Playfulness (CP) in mobile banking is underexplored, yet it holds
potential to enhance user engagement through playful and interactive features. CP has been
shown to positively influence perceived ease of use (PEOU) and behavioral intention (BI) in
other domains like e-learning and gaming. This suggests that incorporating playful elements
such as gamification in mobile banking could similarly improve user experience and adoption
rates. The following sections explore the potential impact of CP in mobile banking, drawing
insights from various contexts where gamification has been successfully applied. Gamification
has been shown to significantly enhance user engagement and satisfaction in language learning
apps, as evidenced by above-average usability scores in applications like Duolingo(Ulfiah,
Rasyadan, Utami, Sunardi, & Murad, 2025). In the context of e-wallets, gamification elements
such as rewards and missions have been found to positively influence user attitudes and
continuance intention, suggesting a similar potential for mobile banking(Giggs & Hidayat,
2024). The integration of gamification in crowdfunding platforms has been found to enhance
affective user experience and trust, which are crucial for positive behavioral intentions(Anim,
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Omar, Lim, & Alam, 2024). In mobile banking, enhancing user interface aesthetics and
integrating advanced features could further boost user engagement and trust, as seen in the m-
BCA application(Hartawan et al., 2024). In financial education, gamification has been shown
to increase student engagement and enjoyment, although it does not directly impact financial
knowledge(Yulianto, Pramono, Wijaya, & Nasrun, 2024). This indicates that while
gamification can enhance engagement, it may need to be complemented with other strategies
to achieve specific educational outcomes. While CP and gamification have shown promise in
various contexts, their direct impact on mobile banking adoption remains to be fully
understood. The potential for playful elements to enhance user engagement and satisfaction in
mobile banking is significant, but further research is needed to explore how these elements can
be effectively integrated to meet user needs and expectations.

AIJBES

The mediating role of Perceived Ease of Use (PEOU) in the relationship between Perceived
External Control (PEC), Compatibility (CP), and Behavioral Intention (BI) in mobile banking
adoption is an underexplored area. While PEOU is often studied as a direct predictor of B, its
potential as a mediator could provide deeper insights into how external factors influence mobile
banking adoption. This understanding is crucial for developing strategies to enhance user
experience and adoption rates. The following sections explore this mediating role and its
implications. PEOU can act as a bridge between external factors like PEC and CP, and Bl, by
simplifying the user experience and reducing perceived complexity, which in turn enhances
user intention to adopt mobile banking services(Jiang, Ma, Huang, Zhou, & Chen, 2024). The
UTAUT2 model, which includes effort expectancy (akin to PEOU), shows that ease of use
significantly impacts user intentions, suggesting its potential mediating role(Jiang et al., 2024).
External factors such as perceived risks and trust issues are significant barriers to mobile
banking adoption. These factors can negatively impact PEOU, thereby affecting Bl
indirectly(Das & Ray, 2024; Jiang et al., 2024). Cultural factors also play a role in shaping
PEQOU and its impact on Bl. For instance, in collectivist cultures, social influence is more
pronounced, which can affect how PEOU mediates the relationship between external factors
and BI(Al Jedi & Al Mojahed). Understanding the mediating role of PEOU can help financial
institutions design more user-friendly interfaces, thereby enhancing PEOU and positively
influencing Bl(Motwani et al., 2024). Addressing barriers such as trust and security concerns
can improve PEOU, leading to higher adoption rates(Das & Ray, 2024). While PEOU's
mediating role is crucial, it is also important to consider other mediators like perceived
usefulness and social influence, which can also impact BI. Additionally, the role of PEOU
may vary across different cultural contexts, suggesting the need for tailored strategies in
different regions(Al Jedi & Al Mojahed).

The study of mobile banking adoption in emerging markets like China is crucial due to the
unique cultural, economic, and technological factors that influence user perceptions and
decisions. Research focusing on Hangzhou Bank in China provides valuable insights into these
dynamics, which can inform strategies for enhancing mobile banking adoption in similar
contexts. The findings from various studies highlight the importance of understanding local
factors and integrating them into adoption models. Studies in different regions, including the
Arab world and India, emphasize the significance of perceived usefulness and ease of use in
influencing mobile banking adoption. These factors are crucial in shaping user attitudes and
intentions to adopt mobile banking services(Inoubli & Sallami, 2024; Laradi et al., 2023). In
China, cultural and economic factors such as perceived financial cost, awareness, and
government regulations significantly impact mobile banking adoption. These elements are
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integrated into the UTAUT model to better understand their influence on user behavior(Mensah
& Khan, 2024). Trust is a recurring theme across studies, with its importance highlighted in
both the Arab region and Tunisia. Trust in the technology and service provider is essential for
fostering positive attitudes towards mobile banking(Inoubli & Sallami, 2024; Laradi et al.,
2023). The availability and quality of technological infrastructure play a critical role in mobile
banking adoption. In China, technological support enhances performance expectancy and
influences users' intentions to adopt mobile banking services(Mensah & Khan, 2024). While
the focus on Hangzhou Bank provides specific insights, it is important to consider broader
perspectives. For instance, the role of communication channels and social media in India
suggests that raising awareness and simplifying user experiences can significantly impact
adoption rates(Deepa et al., 2024). Additionally, the influence of consumer status orientation
in Africa highlights the need to consider socio-economic factors in adoption strategies(Mefoute
Badiang & Nkwei, 2024). These diverse insights underscore the complexity of mobile banking
adoption and the necessity for tailored approaches in different markets.

AIJBES

Methodology

This study employed a quantitative research design to investigate the impact of perceived
external control and computer playfulness on perceived ease of use and behavioral intentions
towards mobile banking applications. The research methodology consisted of several stages,
including research design, data collection, data analysis, and hypothesis testing.

The study used a survey research design to collect data from a sample of mobile banking users.
The survey questionnaire was designed to measure the constructs of perceived external control,
computer playfulness, perceived ease of use, and behavioral intentions. The research design
was cross-sectional, meaning that data was collected at a single point in time.

The data collection process for Hangzhou Bank's mobile banking users involved an online
survey distributed via email and social media platforms, with voluntary participation from 500
respondents over the further six weeks. This method aligns with common practices in mobile
banking research, where online surveys are frequently used to gather data due to their efficiency
and reach. The survey's design and distribution are crucial for ensuring a representative sample
and reliable data. Below are key aspects of the survey process based on the provided contexts.
The survey was distributed through email and social media, which are effective channels for
reaching a broad audience quickly and cost-effectively(Ritter & Sue, 2007; Zsar, 2022).
Voluntary participation was emphasized, which can enhance the quality of responses as
participants are more likely to be engaged and provide thoughtful answers(Hu, 2021). A total
of 300 respondents participated, which is a substantial sample size for analyzing mobile
banking user behavior and preferences(Zsar, 2022). The data collection spanned six weeks,
allowing ample time for participants to respond and potentially increasing the response
rate(Umrez & Haseena, 2014). The questionnaire's organization, layout, and response formats
are critical for ensuring clarity and ease of use, which can impact the quality of the data
collected(Ritter & Sue, 2007). The survey likely included questions on various aspects of
mobile banking, such as convenience, security, and user preferences, which are common
themes in mobile banking research(Laukkanen, 2007; Umrez & Haseena, 2014). While online
surveys are effective for data collection, they may also introduce biases, such as self-selection
bias, where only those interested in mobile banking might respond. Additionally, the reliance
on digital distribution channels may exclude individuals without internet access, potentially
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skewing the sample. These factors should be considered when interpreting the survey results
and drawing conclusions about the broader population of mobile banking users.

AIJBES

The sample was selected using a random sampling technique to ensure that the sample was
representative of the population. The sample consisted of mobile banking users who had used
the mobile banking application at least once in the past month. The sample size was determined
using a power analysis, which indicated that a sample size of 384 would be sufficient to detect
significant relationships between the constructs(Krejcie & Morgan, 1970).

The sample size for this study was determined using the formula for sample size calculation,
which is:
n=(Z"2*p*(1-p))/ E"2

where:

n = sample size

Z = Z-score (1.96 for 95% confidence level)

p = population proportion (0.5 for 50% response rate)
E = margin of error (0.05 for 5% margin of error)

Using this formula, the sample size was calculated to be 384. However, to ensure a higher
response rate and to account for any missing data, the sample size was increased to 500.

The data was analyzed using statistical software, including descriptive statistics, reliability
analysis, and structural equation modeling (SEM). The SEM analysis was used to test the
hypotheses and examine the relationships between the constructs. The data was first screened
for missing values and outliers and then analyzed using descriptive statistics to examine the
means, standard deviations, and correlations between the variables. The data was analyzed
using SPSS software, version 26.

The research instrument used in this study was a survey questionnaire that consisted of several
scales, including perceived external control, computer playfulness, perceived ease of use, and
behavioral intentions. The questionnaire was designed to measure the constructs of interest
and was pilot-tested to ensure its validity and reliability. The questionnaire consisted of 20
items, with 5 items measuring perceived external control, 5 items measuring computer
playfulness, 5 items measuring perceived ease of use, and 5 items measuring behavioral
intentions.

The variables were measured using a 5-point Likert scale, ranging from 1 (strongly disagree)
to 5 (strongly agree). The scales were adapted from existing literature and were modified to
fit the context of mobile banking. The perceived external control scale measured the extent to
which users felt that they had control over the mobile banking application. The computer
playfulness scale measured the extent to which users enjoyed using the mobile banking
application. The perceived ease of use scale measured the extent to which users found the
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mobile banking application easy to use. The behavioral intentions scale measured the extent
to which users intended to use the mobile banking application in the future.

AIJBES

The online questionnaire was pilot-tested with a group of 30 participants to ensure its validity
and reliability. The results of the pilot test showed that the online questionnaire was valid and
reliable, with a Cronbach's alpha coefficient of 0.85.

Discussion

The study in question explores the impact of perceived external control and computer
playfulness on perceived ease of use and behavioral intentions towards mobile banking
applications. The findings from the provided papers offer insights into various factors
influencing the adoption and continued use of mobile banking. These factors include perceived
usefulness, security, trust, and system quality, which are crucial in shaping user satisfaction
and behavioral intentions. Perceived ease of use is a significant determinant of user satisfaction
and behavioral intentions. It positively influences user satisfaction by making the application
more accessible and user-friendly, thereby enhancing the overall user experience(Fajriyah,
2024). The Technology Acceptance Model (TAM) highlights that perceived ease of use, along
with perceived usefulness, significantly impacts user satisfaction and the intention to continue
using mobile banking services(Fajriyah, 2024). Behavioral intentions are influenced by
performance expectations, effort expectations, and social influences. These factors, when
positively perceived, enhance the likelihood of users adopting and continuing to use mobile
banking applications(Lubis & Medyawati, 2024). Trust and perceived safety also play a crucial
role in shaping behavioral intentions. Users are more likely to engage with mobile banking
services when they perceive them as safe and trustworthy(Anggara, Nuryakin, & Handayani,
2024; Tran, Nguyen, Nguyen, & Duong, 2024). Security is a moderating factor that enhances
the relationship between perceived usefulness and user satisfaction, thereby influencing
continuance intention(Rokhimah & Suhermin, 2024). Trust acts as an intervening variable that
affects customers' interest in using mobile banking. Ensuring security and building trust are
essential for increasing user adoption(Anggara et al., 2024). While the study focuses on
perceived external control and computer playfulness, it is essential to consider other factors
such as security, trust, and system quality, which significantly impact user adoption and
satisfaction. These elements, as highlighted in the research, are critical for mobile banking
developers to address in order to enhance user experience and encourage continued use.

The study's findings on perceived external control and computer playfulness align with existing
research on technology adoption, emphasizing the importance of user control and enjoyment
in influencing ease of use and behavioral intentions. This is consistent with the Technology
Acceptance Model (TAM) and other frameworks that highlight these factors as critical in
technology adoption. The following sections delve into the specific aspects of these findings,
supported by the provided papers. Perceived external control significantly impacts perceived
ease of use, as users who feel in control are more likely to find technology easy to use. This
aligns with findings from studies on fintech adoption, where perceived behavioral control
positively affects adoption intentions(Marco & Arifin, 2024). The integration of perceived
security and ease of use in digital payment systems further supports the notion that control and
security perceptions enhance user experience and adoption(Utomo, Yasirandi, & Suwastika,
2024). Computer playfulness, or the enjoyment derived from using technology, significantly
influences behavioral intentions. This is supported by research on digital payments, where
perceived enjoyment notably affects behavioral intentions among users(Jaya et al., 2024). The
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role of user satisfaction, influenced by perceived usefulness and ease of use, also underscores

the importance of enjoyment and positive user experiences in technology adoption(Fajriyah,

2024). While perceived control and enjoyment are crucial, other factors such as system quality,

security, and user satisfaction also play significant roles in technology adoption. For instance,

system quality and security are critical in enhancing user satisfaction and trust, which are

essential for continued use and adoption of mobile banking and digital payment

systems(Fajriyah, 2024; Rokhimah & Suhermin, 2024). These elements highlight the

multifaceted nature of technology adoption, where a combination of user-centric and system-
centric factors contribute to successful adoption and sustained use.

AIJBES

The findings from the studies on mobile banking applications underscore the importance of
user-centric design and marketing strategies. Developers are encouraged to prioritize user
control and ease of use, which can be achieved through intuitive navigation and customization
options. Marketers, on the other hand, should focus on promoting the enjoyable aspects of
mobile banking, such as ease of use and user autonomy, to enhance user engagement and
satisfaction. These strategies are supported by various research findings that highlight key
factors influencing user experience and adoption of mobile banking services. The study on
Nigerian mobile banking applications emphasizes the need for customization capabilities and
clear navigation to improve usability and user satisfaction(Adamu, 2017). Research using the
Technology Acceptance Model (TAM) indicates that perceived ease of use significantly
impacts user satisfaction and adoption intentions(Fajriyah, 2024; Inoubli & Sallami, 2024).
The UTAUT model analysis shows that effort expectations, which relate to ease of use, affect
users' behavioral intentions to use mobile banking(Lubis & Medyawati, 2024). Marketers
should highlight the ease of use and user autonomy in promotional materials, as these factors
are linked to positive user attitudes and increased adoption(lnoubli & Sallami, 2024).
Enhancing user experience through effective management information systems can lead to
higher user satisfaction, which should be a focal point in marketing strategies(Hartawan et al.,
2024). While the focus is on enhancing user control and ease of use, it is also crucial to address
other aspects such as security and system quality. Studies indicate that advanced security
features and high system quality are essential for user trust and satisfaction(Fajriyah, 2024;
Hartawan et al., 2024). Therefore, a balanced approach that incorporates these elements
alongside user-centric design and marketing can lead to more successful mobile banking
applications.

This study has several limitations that should be noted. First, the study used a convenience
sample of mobile banking users, which may not be representative of the larger population of
mobile banking users. Second, the study relied on self-reported data, which may be subject to
biases and inaccuracies. Future studies should aim to use more representative samples and
objective measures of user behavior.

This study provides a foundation for future research on the factors that influence users' adoption
and continued use of mobile banking applications. Future studies could explore the role of
other factors, such as perceived risk and trust, in shaping users' attitudes towards mobile
banking applications. Additionally, future studies could investigate the impact of mobile
banking applications on users' financial behavior and well-being.
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Conclusion

The study's conclusion highlights the importance of perceived external control and computer
playfulness in influencing the adoption and continued use of mobile banking applications
(Fajriyah, 2024; Inoubli & Sallami, 2024). This aligns with findings from various studies that
emphasize the significance of user experience factors such as ease of use, perceived usefulness,
and security in shaping user intentions and satisfaction with mobile banking services
(Rokhimah & Suhermin, 2024; Wijaya & Noviaristanti, 2024). These insights are crucial for
developers and marketers aiming to enhance user engagement and retention in mobile banking
applications.

Perceived ease of use is a critical factor influencing user satisfaction and behavioral intentions
towards mobile banking, as demonstrated by the Technology Acceptance Model (TAM) and
other frameworks (Fajriyah, 2024; Inoubli & Sallami, 2024). Studies show that ease of use
indirectly impacts the intention to adopt mobile banking by enhancing perceived usefulness
and user satisfaction (Fajriyah, 2024; Inoubli & Sallami, 2024). Perceived usefulness
significantly affects user satisfaction and continuance intention, as users are more likely to
continue using applications that meet their needs effectively (Rokhimah & Suhermin, 2024).
Satisfaction is further moderated by security, which enhances the perceived value and trust in
mobile banking services (Rokhimah & Suhermin, 2024).

Security concerns are a notable barrier to mobile banking adoption, with users expressing
discomfort in linking personal information to these applications (Aakshi et al., 2024). Trust,
alongside perceived usefulness and ease of use, plays a constructive role in shaping the
intention to use mobile banking services (Inoubli & Sallami, 2024). Developers should focus
on enhancing system quality, security, and user-friendly interfaces to improve user satisfaction
and adoption rates (Fajriyah, 2024; Wijaya & Noviaristanti, 2024). Marketers can leverage
positive word-of-mouth and trust-building strategies to increase user engagement and retention
(Inoubli & Sallami, 2024).

The study's results emphasize the importance of prioritizing user control and ease of use in
mobile banking applications, aligning with findings from various research papers (Adamu,
2017; Hartawan et al., 2024). These studies collectively highlight the significance of user-
centric design, customization, and intuitive navigation in enhancing user satisfaction and
engagement. Developers and marketers are encouraged to focus on these aspects to improve
the overall user experience and promote mobile banking applications effectively.

Customization capabilities are crucial for user satisfaction, as they allow users to tailor the
application to their needs, enhancing their sense of control and autonomy (Adamu, 2017).
Providing options for users to personalize their interface can lead to higher engagement and
satisfaction, as seen in the m-BCA application, where users appreciated the straightforward
design but desired more visual appeal (Hartawan et al., 2024). Ease of use is a critical factor
influencing user satisfaction and trust in mobile banking applications. Studies show that
perceived ease of use positively affects user satisfaction and trust, which are essential for
customer retention (Anggara et al., 2024; Fajriyah, 2024).

Clear and intuitive navigation is necessary to prevent errors and improve the overall user
experience, as highlighted in the usability evaluation of Nigerian mobile banking applications
(Adamu, 2017). Marketers should emphasize the enjoyable aspects of mobile banking
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applications, such as ease of use and customization options, in promotional materials to attract

and retain users (Chandra & Wulandari, 2024). Highlighting features that enhance user comfort

and security can also improve user perception and interest in mobile banking services (Chandra
& Wulandari, 2024).

AIJBES

The study's findings also have implications for future research on mobile banking applications.
Future studies could explore the role of other factors, such as perceived risk and trust, in
shaping users' attitudes towards mobile banking applications. Additionally, future studies could
investigate the impact of mobile banking applications on users' financial behavior and well-
being.

Overall, this study contributes to our understanding of the factors that influence users' adoption
and continued use of mobile banking applications. The study's results have practical
implications for mobile banking application developers and marketers, and provide a
foundation for future research on this topic.

Based on the study's findings, the following recommendations are made:

® Mobile banking application developers should prioritize user control and ease of use
when designing mobile banking applications.

® Marketers should emphasize the enjoyable aspects of mobile banking applications in
their promotional materials.

® Future studies should explore the role of other factors, such as perceived risk and
trust, in shaping users' attitudes towards mobile banking applications.

® Future studies should investigate the impact of mobile banking applications on users'
financial behavior and well-being.

The study's findings have implications for the following stakeholders:

® Mobile banking application developers: The study's results suggest that developers
should prioritize user control and ease of use when designing mobile banking
applications.

® Marketers: The study's results suggest that marketers should emphasize the enjoyable
aspects of mobile banking applications in their promotional materials.

® Researchers: The study's results provide a foundation for future research on the
factors that influence users' adoption and continued use of mobile banking
applications.

® Users: The study's results suggest that users who feel that they have control over the
mobile banking application and enjoy using it are more likely to adopt and continue
using the application.
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