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Abstract

Mobile banking is considered as the most convenient e-banking 
delivery platform by customers as well as the bankers. We developed a 
research framework in the mobile banking contextstudying the 
continuance intention of customers by drawing literature from valence 
theory, diffusion theory and trust-based consumer decision making 
model. The study empirically examined the impact of positive and 
negative valences on continuance intention to use mobile banking 
services by Indian consumers. We also investigated the direct and 
indirect effect of trust on the consumer intention to use mobile 
banking. The results of structural equation modelling analysis revealed 
that trust has a significant impact on positive valence and negative 
valence factors and it further positively influences the continuance 
intention. In addition, the positive valence factors including perceived 
benefits and compatibility has significant positive impact on 
continuance intention and the negative valence factors consisting of 
perceived risk and complexity negatively influence the continuance 
intention to use mobile banking services. 
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 Introduction

Technology based banking enables the consumers to exercise all the 
traditional banking services through his mobile handset. In 
comparison with other automated channels for banking services, 
mobile banking is considered as the most convenient e-banking 
delivery platform by customers as well as the bankers. It enables 
anytime- anywhere facility to the consumers to access banking 
services and hence it has the potential to improve the consumers 
quality of life (Malaquias & Hwang, 2016) . Indian banking system has 
wide spectrum of opportunities in widening mobile banking coverage 
across the country with the policy embracing faster transition into 
digital economy. Smart phone users in the country are registering an 
exponential rise indicating increase in data driven population. Total 
volume of wire-less data increased at the rate of 131 per cent in the year 
2018 compared to the previous year. It is estimated that the total data 
usage will be increased by 200 per cent by the year 2020 (TRAI, 2019) 
indicating that more people will be digitally included implying switch 
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to payment options using mobile phones. However, 
adoption of mobile banking happens only when the 
consumer is convinced about the positive features and is 
free from apprehensions. 

The main challenge for bankers is to convince the 
consumers about the positive features and minimize the 
perception of negative aspects of mobile banking 
compared to the traditional banking system as well as other 
digital payment services of fin-tech companies. Hence it 
was found relevant to study the positive valences and 
negative valences which can trigger and improve the 
mobile banking usage by Indian consumers. Given the 
importance of targeting the Indian consumers to expand the 
banks business opportunities, the study will be useful in 
extracting information to expand the digital banking push. 

Theoretical background and hypotheses development

Prior researchers have studied mobile banking adoption 
using various technology adoption theories including 
Technology Acceptance Model (Davis, 1989), Theory of 
Planned Behavior (Ajzen, 1991), Unified Theory of 
Acceptance and Use of Technology (Venkatesh, Morris, 
Davis, & Davis, 2003) and Theory of Diffusion of 
Innovation (Rogers, 1983). Priya, et al., (2018) probed 
mobile banking adoption by young Indian consumers and 
proved that usefulness, perceived ease of use, perceived 
credibility and structural assurance are the determinants of 
behavioral intention to use the mobile banking service. 
Singh & Srivastava, (2018)also supported this finding and 
they proved that security, perceived ease of use, perceived 
financial cost and computer self-efficacy affect customers' 
intention to adopt mobile banking. Glavee-Geo et al., 
(2017) combined TAM and TPB to predict the antecedents 
of mobile banking services and the study revealed 
perceived usefulness and perceived risk as predictors of 
behavioral intention to use mobile banking in Pakistan. 
Saxena, (2017)combined TAM, UTAUT and TPB to study 
the mobile government services adoption in India and 
found the significant impact of perceived ease of use, 
perceived usefulness and trust on the adoption of m-
government services. 

Few researches have also probed technology adoption like 
online banking and mobile payments adoption using 
valence theory put forwarded by (Peter & Tarpey, 1975). 
The authors theorized that consumers try to diminish the 
adverse features (negative valence) of the product or 
service and increase the favorable features (positive 
valence) and balance the utilities out to reach a net positive 
valence. Though valence theory is used extensively in 
validating consumer behavior researches, the use ofit in 
explaining technology adoption is limited, especially with 
respect to mobile banking adoption. The valence theory 

considers only perceivedrisk as the negative valence and 
perceived benefit as the positive valence, but these two 
constructs are not sufficient to predict the digital payment 
transactions (Lu et al., 2011).Researchers like Huang, Li, & 
Li, (2014); Lu et al., (2011); Ozturk et al.,(2017); and Yang 
et al.,(2012) have validated and extended the valence 
framework in various contexts like tourism, e-business and 
mobile payment contexts. 

Further Kim et al, (2008) extended the valence theory by 
incorporating the impact of trust on consumer decision 
making process in the e-commerce context and the model is 
known  as 'Trust-based Consumer Decision Making 
Model'. The model conceptualizes that trust makes direct 
effect on consumer purchase intention and an indirect 
effect on purchase intention through perceived risk. In the 
trust-based model also, perceived risk remains as the single 
negative valence and perceived benefits represents the 
single positive valence construct.

The Diffusion of Innovation (DOI) theory  of Rogers, 
(1983) identified five major constructs, namely relative 
advantage, compatibility, complexity, trialability and 
observability,  which prompts people to adopt innovative 
technologies. Studies by Al-Ajam & Md Nor, (2015); Dash 
et al., (2014); Ramavhona & Mokwena, (2016) identified 
relative advantage and compatibility as good predictors of 
mobile banking adoption. The relative advantage and 
compatibility act as positive valences which motivate the 
consumers to adopt technology while complexity is a 
negative valence which reduces the consumer preference 
towards new technologies. In the TAM model, perceived 
ease of use and perceived usefulness is considered as the 
determinants of technology adoption. The relative 
advantage construct of DOI and perceived usefulness of 
TAM can be conceptualized as perceived benefits which 
reveal similar concepts. 

Hence, the present study is an attempt to develop a research 
framework by drawing literature from valence theory, 
diffusion theory and trust-based consumer decision 
making model. After examining literature on technology 
adoption and consumer decision making process, the study 
considers two adoption drivers viz., perceived benefit and 
compatibility which creates a positive impact on 
continuous intention to use mobile banking and two 
negative valences viz., perceived risk and complexity 
which may exert negative impact on continuous intention 
to use mobile banking services by the consumers. 

Due to perception of increased risk and uncertainty 
associated with mobile banking transactions, consumer 
trust may significantly influence the intention to continue 
the mobile banking usage. Chiu et al., (2017); Gu et al., 
(2009); Kim et al., (2009); and Liu et al., (2005) confirmed 
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the significant positive effect of trust on internet banking 
and mobile banking adoption. Hence the consumer trust is 
also included in the conceptual frame work of the study.  

Since the architecture of mobile payment transactions are 
constantly improving, the banking companies have to 
maximize the positive valences and minimize the negative 
valences in order to increase the net utilitarian value of 
mobile banking, so that they will be able to survive in the 
highly competitive digital payment industry. In this 
competitive environment, consumers demand constant 
improvement of positive valences and reduction of 
negative valences to stick to continuous usage. The study 
intends to integrate the Valence Theory framework of Peter 
& Tarpey, (1975), trust-based consumer decision making 
model of Kim et al., (2008) and Diffusion of Innovation 
Theory Rogers, (1983) to investigate the positive and 
negative attributes leading to continuance intention to use 
mobile banking services.

Positive valence

We conceptualize perceived benefit and compatibility as 
the positive valence which exerts significant positive 
impact on continuous intention to use mobile banking. 
Perceived benefit can be defined as 'the consumer's belief 
about the extent to which he or she will become better-off 
from the banking transactions with a certain mobile 
banking application' and the definition was modified from 
Kim et al., (2008) defined in the electronic commerce 
context. This construct has conceptual resemblance to the 
perceived usefulness of TAM and relative advantage of 
diffusion of innovation theory and they proved its 
significant influence on continuous intention to use mobile 
banking. Further Dash et al., (2014); and Islam et al.,(2013) 
also hypothesized the positive association of benefits and 
adoption intention of various technologies. Compatibility 
is defined as 'the degree to which an innovation is perceived 
as consistent with the existing values, past experiences, and 
needs of potential adopters' (Rogers, 1983). Lin, (2011); 
and Lu et al., (2011) conceptualized and proved the positive 
relationship of compatibility and adoption/ continuance 
intention to use mobile banking mobile payment services. 
Further, Gerrard & Barton Cunningham, (2003) and  Tan & 
Teo, (2000) confirmed this positive relationship in the 
internet banking context. Hence the study proposes the first 
two hypotheses as: 

H : Perceived benefits have a positive impact on 1

continuance intention to use mobile banking. 

H : Compatibility has a positive impact on continuance 2

intention to use mobile banking.

Negative Valences

Negative valences are the undesirable features of the 

product or service(Peter & Tarpey, 1975). Perceived risk in 
mobile banking is defined as 'the degree of uncertainty 
about the outcome of mobile banking' (Gerrard & Barton 
Cunningham, 2003). The perceived risk is a major factor in 
determining the adoption intention. The security 
information like passwords, Personnel Identification 
Number, user identities and loss of mobile phone are the 
possible risk involved in mobile banking. A meta-analysis 
study of mobile payments conducted by Liu et al.,(2019) 
found that more than 20 papers found the significant 
negative impact of perceived risk on continuous intention 
of mobile payments usage. Al-Ajam & Md Nor, (2015) 
supported the negative impact of perceived risk on attitude 
towards mobile banking adoption. Luo et al., (2010) found 
that user perception of risk directly determines technology 
acceptance. Further, Kazemi et al.,(2013) confirmed the 
negative relationship between perceived risk and mobile 
banking adoption. 

Complexity is yet another negative valence which can 
reduce technology adoption and continuous usage. Rogers, 
(1983) defined complexity as 'the degree to which an 
innovation is perceived as relatively difficult to understand 
and use'(Rogers, 1983). Prior researchers validated mixed 
results, for example, Olatokun &  Igbinedion, (2009)found 
significant impact for complexity on attitude towards ATM 
usage, while Folorunso, (2010)stated that complexity of 
use of social networking sites does not have significant 
impact on user's attitude. Hence the study posits the 
following hypotheses:

H : Perceived risk has significant negative impact on the 3

continuance intention to use mobile banking. 

H : Complexity has significant negative impact on 4

continuance intention to use mobile banking. 

Trust

Masrek et al., (2012) defined trust in mobile banking as the 
individual belief that leads to vulnerability to mobile 
technology, telecommunication provider and banks, given 
the technology contains banks and telecommunication 
providers characteristics. Chiu et al., (2017); Gefen & 
Straub, (2003); Gu et al., (2009); and Liu et al., (2005) 
found that intention to use internet banking and mobile 
banking is significantly influenced by the trust.  

Kim et al., (2008) extended the valence frame work by 
incorporating consumer trust and its antecedents and 
confirmed its direct effect on purchase intention and 
indirect effect through perceived risk on purchase 
intention. Further Huang et al., (2014); and  Lu et al., 
(2011) extended the valence theory with trust and 
examined its direct and indirect effect on consumer 
intention through both perceived risk and perceived 
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benefits in online tourism and mobile payment context 
respectively. Chandra et al., (2010); and Lee, (2010) also 
supported the positive influence of trust on perceived 
benefits. Hence the study postulates the following 
hypotheses: 

H : Consumers trust has significant positive impact on 5

continuance intention of mobile banking usage

H : Consumer trust in mobile banking has significant 6

negative impact on consumer's perceived risk 

H : Consumer trust in mobile banking has a significant 7

positive impact on perceived benefits of consumers 
towards mobile banking

H : Perceived risk and perceived benefits partially mediate 8

the effect of consumer trust on continuance intention to use 
mobile banking

Research Methodology 

Sampling and data collection

The subjects of the study constitute existing users of mobile 
banking. Data was collected through structured 
questionnaires. The questionnaire was mailed to 500 
mobile banking users in India, out of which 415 responded. 
Out of the filled in questionnaires, 317were found usable. 
As recommended by Hair et al.,(2014), the sample size 
should be greater than 10 times of total items in the 
questionnaire to perform structural equation modelling and 
hence the study ensured appropriate sampling adequacy. 

Measures

The constructs of the study were adapted from existing 
literature. The research model consists of six constructs and 
to measure the responses of items of constructs, a seven-
point Likert scale with anchors starting from strongly agree 
to strongly disagree has been employed. Trust was 
measured using a six item scale adapted from (Gefen & 
Straub, 2003). Perceived risk was assessed based on five 

items taken from (Kim et al., 2008). Complexity was 
measured with three items developed by (Tan & Teo, 
2000). Perceived benefits were assessed with four items 
adapted from (Kim et al., 2008). The compatibility was 
measured with three items taken from (Lin, 2011). The 
endogenous variable continuance intention was based on 
three items taken from (Bhattacherjee, 2001). 

Statistical Analysis

In order to empirically validate the conceptual model and 
prove the hypotheses, the study employed Structural 
Equation Modelling using AMOS-23 software and 
mediation analysis with Haye's Process. The structural 
equation modelling comprises measurement model and 
structural model. The measurement model explains the 
relationship between latent constructs and the observed 
variables whereas the structural model establishes the 
causal relationship between the latent constructs. Initially, 
the CFA has been carried out to ensure the validity, 
reliability and model fitness followed structural model to 
estimate the path analysis. 
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Results

The conceptual model was empirically tested using 
Structural Equation Modelling (SEM). As recommended 
by Anderson & Gerbing, (1988), the major assumptions of 
structural equation modeling like normality and absence of 
common method bias were tested and ensured the data is fit 
for performing structural equation modelling. Then the 
reliability and validity of the measurement model was 
tested using Confirmatory Factor Analysis (CFA) followed 
by structural model to estimate the empirical relationships 
hypothesized in the conceptual model. 

Profile of the respondents

Three hundred and seventeen valid questionnaires were 
completed by Indian mobile banking consumers. Of the 
total sample size, 52 percent of the respondents are male 
and 48 percent are female. Majority of the respondents 
belonged to the age group of 30-40 (35 percent) followed 
by the group 20- 30 years (33 percent). With reference to 
the educational qualification, 48 percent of the respondents 
are graduates and 38 percent are postgraduates. With 
regard to internet knowledge and experience, cent percent 
were observed to have sufficient knowledge.

Test of Normality

To test the normality of data, the skewness-kurtosis 
approach was used (Anderson & Gerbing, 1988) and the 
statistical values of all items were calculated and found that 
they are within their respective boundaries. All values of 
skewness lie below the cut-off point of three and all the 
kurtosis values were less than seven (Kline, 2011).

Common Method Bias 

To ensure that the data set is free from common method 
bias, Harman's single factor(Podsakoff et al., 2003) with 
six constructs (trust, perceived risk, complexity, perceived 
benefits, compatibility and continuous intention) and 24 

scale items was conducted. Six components emerged out of 
the principal component analysis. No single component 
exceeded more than 50 per cent the total variance as 
recommended by (Podsakoff et al., 2003). The first 
variable explained a variance of 32.05 per cent.

Measurement Model	

To test the overall goodness of model fit, the fit indices 
2namely ꭕ  value (CMIN/ D.F.), Goodness of Fit Index 

(GFI), Adjusted Goodness of Fit Index (AGFI), 
Comparative Fit Index (CFI), Tucker-Lewis Fit Index 
(TLI), Normed Fit Index (NFI) and Root Mean Square 
Error of Approximation (RMSEA) were used. A good 
model should have the fit index values viz., GFI should be 
greater than 0.8(Etezadi-Amoli & Farhoomand, 1996), 
AGFI should exceed 0.8 (Anderson & Gerbing, 1988), 
CFI, NFI and TLI must be greater than 0.9 (Anderson & 
Gerbing, 1988; Hair, 2014) and finally the value of 
RMSEA and CMIN/D.F should be less than 0.08 and 5.0 
respectively as recommended by (Anderson & Gerbing, 
1988; Hair, 2014). All the fit indices values of the 
conceptual model are within their respective boundaries 
(GFI =0.897; AGFI = 0.869; CFI =0.977; NFI= 0.952; TLI 
= 0.974, RMSEA = 0.052; and CMIN/D.F. =1.85). 

To test the construct reliability of the Model, 
Cronbach'sAlfa (α), Average Variance Extracted (AVE) 
and Composite Reliability (CR)were used. The values of 
Cronbach's alfa, AVE and CR of all latent constructs are 
above the cut-off level of 0.7, 0.5 and 0.7 respectively as 
recommended by (Anderson & Gerbing, 1988; Hair, 2014; 
Hu & Bentler, 1999). The maximum Cronbach's alfa was 
found for the construct perceived benefits (0.967) and the 
compatibility scored the least α (0.924).The AVE score was 
highest for benefits and compatibility (0.81) and perceived 
risk exhibited the minimum AVE (0.72). Similarly, CR 
values of constructs are ranging from 0.89 for continuous 
intention to 0.95 for trust.



Structural Model

 The structural model was empirically tested and all the fit 
index values are within the recommended cut-off levels. 
The calculated values are; GFI = 0.871; CMIN/ D.F.= 

2.285; AGFI = 0.841; CFI = 0.965; NFI = 0.940; IFI = 
0.965; TLI = 0.960, and RMSEA = 0.064 and all the values 
are within their threshold limits recommended by  
(Etezadi-Amoli & Farhoomand, 1996; Hair, 2014).

Once the model fitness is assessed, the path-coefficient 
analysis has been done to measure the associationship 
between exogeneous and endogenous variables and the R2 
was used to identify the explanative power of exogeneous 
variables on the endogenous variable. The path analysis 
implies that the positive valence constructs viz., perceived 
benefits (β= 0.12, P = 0.007) and compatibility (β= 0.234, P 
= 0.000) have significant positive impact on continuous 
intention and hence the hypothesis H1and H2 are validated. 
The components of negative valence, viz., perceived risk 
(β= -0.269, P = 0.000) and complexity (β= -0.243, P = 
0.000) are having significant negative influence on 
continuous intention to use mobile payments and thus the 

hypotheses, H3 and H4 were supported. The study found 
that trust has a significant positive impact on continuous 
intention to use mobile banking (β= 0.246, P = 0.000). 
Further, trust has a strong negative impact on perceived risk 
(β= -0.623, P = 0.000) and a strong positive impact on 
perceived benefits (β= 0.405, P = 0.000) and hence 
validating H5, H6 and H7. The R-square value extracted 
for continuous intention, perceived risk and perceived 
benefits were 55.6 per cent, 28.5 per cent and 12 per cent 
respectively, reflecting that adequate explanation of 
variance in perceived risk, perceived benefits and 
continuous intention to use mobile banking. 
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To test the convergent validity, the standardized regression 
coefficients of observed variables with their latent 
construct has been estimated and all the values are above 
the recommended threshold limit of 0.50 and are 
significant(Anderson & Gerbing, 1988; Hair, 2014). While 

analyzing the correlation estimates of latent constructs, the 
inter-constructs correlation coefficients are less than the 
square root of AVE and hence discriminant validity is 
established (Anderson & Gerbing, 1988; Hair, 2014). 



To understand the mediating effects of perceived risk and 
perceived benefits on the relationship between trust and 
continuous intention to use mobile banking, parallel 
mediation analysis has been done as recommended by 
(Baron & Kenny, 1986; Hayes, 2013). The results are 

presented table 6 and the relationship between trust and 
continuous intention to use mobile payment services was 
found to be partially mediated by perceived risk as well as 
perceived benefits.  
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Discussion

The study reveals several relevant findings. The consumer 
trust directly influences consumer's intention to continue 
the usage of mobile banking. The indirect effect of trust on 
continuance intention through perceived benefits and 
perceived risks is also significant. The consumer trust 
exerts a significant positive impact on the consumer 
perception of benefits (β = 0.405, P = 0.000) which in turn 
increases the intention to continue the usage of mobile 
payment services (β = 0.118, P = 0.000). The results are in 
line with the findings of Lu et al., (2011) who found an 
indirect impact of trust on behavioral intention through the 
relative advantage perceived by the consumers of mobile 
payments. Gefen et al., (2003); and Lu et al., (2011) also 

came up with similar findings of direct and indirect effect 
of consumer trust on continuance intention of technology 
usage through its benefits. 

Similarly, a higher level of trust reduces the risk perception 
of consumers towards mobile banking (β = -0.633, P = 
0.000). Then a lower risk perception increases the intention 
to continue the mobile banking usage (β = -0.252, P = 
0.000). This finding corroborate the previous research 
findings of Kim et al., (2009); and Lu et al., (2011) in the 
online banking context and mobile payment context 
respectively. This finding implies the significance of trust 
in mobile banking adoption.

The results of the structural model confirm that, both 



www.pbr.co.in 23

Pacific Business Review International

positive valences exert significant positive impact and 
negative valences exert significant negative impact on 
continuous intention to use mobile banking. Among the 
positive valences, compatibility (β = 0.219, P = 0.000) is 
the most significant predictor of continuous intention 
followed by perceived benefits (β = 0.118, P = 0.002). This 
confirms the theory of Diffusion of Innovation which states 
that relative advantage and compatibility are the strong 
predictors of technology adoption (Rogers, 1983). The 
finding are also in line with Yang et al., (2012) who found 
that compatibility and relative advantage are the most 
significant predictors of continuance intention of mobile 
payment services. Further, Lee, (2010) confirmed the 
positive impact of perceived benefits on online banking 
adoption and continuance intention. 

In contrast, the negative valences consisting of perceived 
risk (β = -0.252, P = 0.000) and complexity (β = -0.226, P = 
0.000) exerts a significant negative effect on continuance 
intention to use mobile payment services. The results are in 
confirmation with the findings of Al-Ajam & Md Nor, 
(2015); Priya et al.,(2018); and Thakur & Srivastava, 
(2014)which confirmed the negative influence of risk on 
consumer intention to continue the usage of various online 
services including online banking, mobile banking and 
mobile payment services. Complexity is yet another 
negative valence and technologies with high complexity 
reduce consumer's intention to continue its usage. The 
Diffusion Theory Rogers, (1983) underpinned that 
complexity creates a negative attitude among consumers to 
adopt new technologies. Folorunso, (2010); and Islam et 
al., (2013) observed that complexity is an inhibitor of social 
networking sites and mobile payment services. 3

The study also examined the mediating role of perceived 
risk and perceived benefits on continuance intention. As 
hypothesized, trust directly and indirectly influences 
continuance intention through perceived risk and 
perceived benefits. 

Overall the results of the research model are in consistent 
with the valence theory of (Peter & Tarpey, 1975) 
validating that consumer decision making process depends 
on the positive and negative utilities and perceived risk was 
found to be the most potential predictor than perceived 
return. The empirical results are also in line with the Trust 
Based Consumer Decision Making Model of Kim et al., 
(2008) and the Model recognized that the trust, perceived 
risk and perceived benefits significantly influences 
consumer intention and further the trust also impacts usage 
intentions indirectly through the perceived risk. The 
present study further extended the trust-based consumer 
decision making model with a new causal path trust → 
perceived benefits → continuous intention and the effect 
was found significant. This is an intriguing finding that 

trust not only can directly impulse continuous intention of 
mobile banking usage, they can also indirectly enhance the 
continuous intention by enhancing perceived benefits and 
reducing the risk perception of consumers towards of 
mobile banking. The similar findings are also validated by 
prior researchers like (Lu et al., 2011; Yang et al., 2012).

Theoretical contributions 

By identifying the most important factors predicting 
thecontinuance intention to use mobile banking, the 
present study makes a substantial contribution to the 
existing literature. The current study extended the valence 
theory by incorporating additional positive valences 
(compatibility) and negative valence construct 
(complexity) form the Diffusion of Innovation theory. The 
empirical results of the study revealed that both positive 
valences and negative valences influence the continuance 
intention to use mobile banking services. 

The study further validated the trust-based consumer 
decision making model by assessing the direct effect of 
trust on continuance intention as well as its indirect effect 
through perceived risk and extended the Theory by 
incorporating a new causal path of trust → perceived 
benefits→ continuous intention to use mobile banking 
services. 

Implications to practice

The empirical results revealed that perceived risk is the 
most significant factor which influences the consumer 
intention to continue the usage of mobile banking services 
and the perceived risk in turn negatively influenced by 
trust. The trust also influences the continuance intention 
through the construct perceived benefits. Further trust 
exerts a direct significant impact on continuance intention 
and these finding reflects the significance of trust in 
continuation of mobile banking usage by consumers. By 
enhancing consumer trust towards mobile banking, the 
service providers can reduce the consumer risk perception 
and enhance the perception of benefits and there by 
augment the usage rate of mobile banking services. 

Perceived benefit is the other factor influencing the 
continuance intention to use mobile banking services. 
Nowadays new competitors are entering the digital 
payment market with product innovations. The service 
providers can survive in the market only through 
continuously enhancing product  portfol io and 
diversification that would match consumer perception of 
benefits.

Compatibility is yet another factor which impacts the 
continuous intention to use mobile banking. Since, in this 
era of technology revolutions, consumers are highly tech-
friendly and the mobile usage rate is very high, the service 
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providers should continue to constantly work on providing 
technology platforms compatible to the customers to 
capture the market. By increasing the benefits of mobile 
payments, the banking companies can widen their market 
in India. 
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