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Information and communications technologies promote change in the service sector, and the banking sector is not an exception. 

Finding what factors impact consumer satisfaction with service and lead to loyalty is invariably important for business. 

However, it is important to begin with evaluating the aspects that are specific to the market and service. The purpose of this 

study was to investigate the factors affecting customer loyalty in Mobile Banking. Following the model designed by the 

researchers, consideration was given to mediator variables of satisfaction, trust, and customer service to examine how factors 

such as perceived risk, relative advantages, and usability affect customer loyalty. In this study, customers of an Iranian bank 

(Shahr Bank) based in the city of Tehran constituted the statistical population. The descriptive survey method was used on a 

sample that was selected through a cluster-convenience method and included 411 Shahr Bank's customers resident in the east, 

west, north, south, and centre of the city of Tehran. Structural Equation Modelling (SEM) test and the LISREL 8.8 software 

were used to analyse the data and to determine what role each factor plays on loyalty. The results showed that such factors as 

relative advantages, satisfaction, and trust have the most significant impact on customer loyalty. However, the effect of usability 

on customer service was not confirmed. Furthermore, it was identified that perceived risk has a negative impact on loyalty.  
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Introduction 
 

The reach and evolution of the internet and information 

technology have affected and changed our daily life 

(Laukkanen, 2016; Puriwat & Tripopsakul, 2017; Rizwan, 

Vveinhardt, & Streimikiene, 2017; Raudeliuniene et al., 

2018; Mladenovic & Krajina, 2020). Over the recent decade, 

electronic commerce and IT have had a consistent effect on 

the business environment of the world (Davidaviciene, 

Pabedinskaite, and Davidavicius 2017). In addition, various 

applications and technologies have started to place extra 

emphasis on mobile commerce, mobile computing, and 

wireless web. The banking industry has also been affected by 

these influences. The increasingly competitive financial 

environment has prompted banks to search for new channels 

to deliver services to their customers (Lin et al., 2018; van 

Esterik-Plasmeijer & van Raaij 2017; Palamidovska-

Sterjadovska & Ciunova-Shuleska 2017). In this context, 

mobile banking is becoming a necessary channel of 

distribution (Shaikh & Karjaluoto 2015). It means that banks 

can provide various products and services to their customers.  

For more than 200 years, banks have offered banking services 

to their customers through their network of branches. 

However, the advent of different types of technology has 

changed the way financial services are provided to customers. 

Banks have benefited from electronic banking (e-banking) 

services by offering lower transaction costs, 24-hour services, 

and increased efficiency in the banking process. 

The amazing development of the mobile sector across the 

world has created a unique substitute for banking via the 

provision of financial services with mobile phones. Mobile 

banking (m-banking) applications are a partially new 

development that has been receiving increasing popularity 

since they were introduced to the banking sector. Mobile 

banking is among the latest in a series of new mobile 

technological wonders. Although technology like automated 

teller machines (ATMs), telephones, and internet banking 

offers effective delivery channels for traditional banking 

products, mobile banking channels have been established by 

retail and microfinance banks in many developed and 

developing countries and have had significant effects on the 

market (Shaikh & Karjaluoto, 2015; Vo et al., 2017; Arcand 

et al., 2017; Jia et al., 2018; Karimi et al., 2018).   

Mobile technology plays an increasingly critical role in 

our daily life. The growing number of mobile device users 

marks a noticeable growth rate of m-banking (Sujeong, 2018; 

Puriwat & Tripopsakul, 2017). The development of e-

banking services in the banking sector has led to changes in 

the structure of distribution channels. This new channel of m-

banking has significantly reduced the costs of the banking 

sector. By offering e-banking services, banks can benefit 

from cost savings, reduce the number of branches and 

personnel, and in turn increase their profitability. Moreover, 

m-banking enables customers to use their mobile devices to 

access information and use services, such as balance check, 
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money transfer, bill payment, and financial management 

anytime, anywhere (Zhou, 2018).  

Shahr Bank, a bank based in Iran, uses e-banking 

systems, including Automated Teller Machines (ATMs), 

internet banking and mobile banking, and offers different 

services to its customers. 

This study aims to investigate the factors affecting 

customer loyalty in the context of m-banking use by Shahr 

Bank's customers. These factors eventually contribute to the 

implementation of strategic programs in the field of e-

commerce by bank managers. Shahr Bank has not acted in the 

same way as its competitors. The technology growth rate has 

affected the competitive market of the banks and the way 

customers perceive them. Therefore, being a new phenomenon 

in the banking sector of Iran, m-banking can offer a significant 

and substantial competitive advantage. Consequently, Shahr 

Bank can gain plentiful benefits from this competitive 

advantage in accordance with its vision and policies. 

Moreover, these studies discussed below can contribute to the 

bank's strategies to attract and retain its customers. 

 
Related Literature  
 

E-banking is a banking service that was first used in the 

US in 1995. It quickly spread through other developed 

countries and subsequently through developing countries 

(Wan, Luk & Chow, 2005). There have been numerous 

definitions of e-banking, including the following:  

 With the help of mobile banking which is an evolved 

version of electronic banking, consumers can make financial 

transactions using mobile devices (Mohammadi, 2015).  

 Providing customers with access to banking services 

by secure intermediaries and without the physical presence 

(Daniela et al., 2004) 

 Customers use the Internet to organize, test, or 

implement changes to their bank accounts or make 

investments in banks to offer banking operations and services 

(Nexhmi, 2004). 

M-banking is a wireless communications channel created 

to generate value through customer banking transactions. 

Recently, providing financial and banking services via mobile 

phones has been of utmost interest in the area of banking 

services. The field has witnessed significant progress over a 

very short time, which promises that this new way of e-

banking will be widespread in the future, similarly to the 

experience of most countries in the area of banking and 

financial services (Laukkanen, 2005). 

Mokhtar et al. (2017) created and analysed a model with 

the use of a number of constructs, namely ubiquitous finance 

control (UFC), social influence, perceived trust with mobile 

banking adoption, and customer satisfaction to evaluate 

customer loyalty. Data collected from 263 users of mobile 

banking in Saudi Arabia were compared with the proposed 

model applying the structural equation modelling technique. 

Low and et al. (2017) examined the main components of 

customer loyalty involved in mobile banking. Our results 

revealed that perceived convenience, subjective norms, and 

perceived usefulness had positive significant effects on 

customer loyalty. The findings have some significant 

implications, which can be used by policymakers to 

comprehend customer loyalty in the mobile banking sector of 

Malaysia. The results carry important implications for 

policymakers in terms of understanding customer loyalty in 

the Malaysian mobile banking sector. 

Liebana Cabanillas et al. (2017) performed empirical 

research the main purpose of which was to identify the 

variables that influence the loyalty of the users of mobile 

banking, to segment consumers, and to explain the causes. To 

collect data, a self-administered online survey was employed 

which was later evaluated using partial least squares (PLS) 

analysis. The PLS-prediction-oriented segmentation (PLS-

POS) methodology showed unobserved heterogeneity. In 

addition, the most important variables in each segment were 

determined using an importance-performance map analysis. 

This general model indicates that present banking utilization 

and satisfaction have a positive effect on customer loyalty. 

Puriwat and Tripopsakul (2017) examined the impact of the 

quality of e-service on customer satisfaction and customer 

loyalty to mobile banking services among the Thai users of 

mobile banking in 2015. In this research, SEM was utilized to 

assess the influence of the quality of e-services on customer 

loyalty and satisfaction. The results of the latter study 

revealed that in general, e-service quality has a great impact 

on customer loyalty and satisfaction. Trust, reliability, and 

finally responsiveness were found as the important 

dimensions that explain e-service quality. Based on the 

symbolic value theory and brand equity theory, Sun, Wang, 

and Wang (2015) offered a study model to display the relation 

between brand equity, technology leadership, customer 

loyalty, and the mediating role of the need for uniqueness. A 

survey was carried out among the users of two mobile 

banking service providers to perform an empirical 

examination of the recommended research hypotheses and 

model. The findings revealed that technology leadership has 

a positive influence on brand equity which consequently has 

a positive impact on customer loyalty. Furthermore, the 

results indicated that the need for uniqueness improves the 

relation between customer loyalty and brand equity and also 

strengthens the relationship between brand equity and 

technology leadership. 

The results of Alonso-Dos-Santos et al. (2020) showed 

that there were relationships between quality and satisfaction, 

satisfaction and loyalty, trust and loyalty, perceived risk and 

trust, as well as perceived risk and mobile banking usage. The 

relationship between loyalty and the use of mobile banking 

was observed as the most significant. 

Along with satisfaction factors, scholars have 

investigated aspects of dissatisfaction in e-services 

(Davidaviciene et al., 2019). These aspects should also be 

considered as critical in research methodology. 

Sabaityte et al. (2019) emphasize the importance of 

considering the stages of an electronic consumer's journey 

and defining the most relevant communications tools and 

applications in each stage that would lead to higher user 

satisfaction. 

Aldas-Monzano et al. (2011) analyse the roles of 

satisfaction, trust, frequency of use, and perceived. 

Evaluating their effect on the relationship between 

satisfaction and loyalty is highly important. 

Shankar and Jebarajakirthy (2019) draw a parallel in the 

evaluation of customer loyalty factors in e-banking. 

Findings suggest that e-banking consumers give preference 

to convenience, reliability, safety, security, and customer 

service, but not to website design. 
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In his study, Mohammadi (2015) explored barriers, 

usability mediating role, the moderating impacts of personal 

innovativeness, and subjective norms concerning the 

attitudes of Iranian consumers toward mobile banking. 

According to the data collected from consumers by a survey, 

structural equation modeling (SEM) and path analysis were 

applied to examine the research model. The findings 

demonstrated "system compatibility" as the leading factor 

influencing the attitudes of users about using mobile 

banking. Moreover, "Resistance" had a significant negative 

impact on the simplicity of application and usefulness. 

"Perceived usefulness" was shown to mediate the 

relationship between the simplicity of application and the 

attitudes of users.  

Kuhandawa and Wijayanayake (2014) conducted a case 

study in a public bank in Sri Lanka, studying the impact of 

m-banking services on customer satisfaction. They focused 

on identifying the factors that affect customer satisfaction 

with m-banking services. The main variables in this study 

were usefulness, ease of use, relative advantages, risk 

perception, user lifestyle, and current needs. All the 

hypotheses were confirmed, and it was found that 

usefulness, lifestyle, relative advantages, ease of use, and 

perceived risk had the most to the least significant influence 

on customer satisfaction respectively. 

Sepandavand (2013) conducted a study with the title 

"Factors affecting the interests of customers to use mobile 

banking at Eghtesad Novin Bank (an Iranian bank)". This 

was an applied study employing a descriptive survey to 

collect data. In the study, the researchers investigated the 

factors influencing customers' tendency to use m-banking. 

They employed a model based on the theory of acceptance. 

Structural equation modelling and Pearson correlation 

coefficient were also used to test the research hypotheses. 

All hypotheses were confirmed. 

Shankar et al. (2020) analyse the electronic word of 

mouth (e-WOM) as another critical success factor of e-

banking since it has been proved previously that e-WOM 

plays a crucial role in the e-commerce performance (quality, 

valence, consistency, and volume were considered to have 

been triggered by e-WOM). 

Torabi (2009) examined the factors affecting the use of 

m-banking electronic services by customers. According to 

the results, compatibility variables, cost of use, 

functionality, and usefulness were among the characteristics 

of m-banking technology and the most critical factors 

affecting the use of m-banking services. On the other hand, 

the complexity and perceived risk of using m-banking 

services had little effect. Psychological characteristics 

included risk-taking and pro-change mentality and were 

some of the factors affecting the use of m-banking services. 

However, opinion leadership did not have much impact on 

the use of m-banking services. Furthermore, the element of 

gender in the use of m-banking services was an influential 

demographic factor, while marital status did not have any 

impact on the use of this type of service. 

In a study titled "Experimental investigation of initial 

trust in M-BANKING", Zhou (2011) examined the effect of 

trust on m-banking user's acceptance. The results showed 

that the main factors affecting initial trust are structural 

guarantee and information quality. On the other hand, the 

information quality and system quality significantly 

affected perceived usefulness. The initial trust affected 

perceived usefulness, and both were used as factors to 

predict the tendency to use m-banking. 

 
Research Hypotheses and Conceptual Model  
 

In this study, effects on customer loyalty were 

evaluated, including the effect of the usability variable along 

with the intermediary roles of customer service, trust, and 

satisfaction. Additionally, the impact on customer loyalty 

was examined in terms of the variables of perceived risk and 

relative advantages. 

Usability is known as the effort needed when utilizing a 

computer system or mobile phone for banking and depends 

on different aspects, including the ability to use the effective 

learning of system management, simplicity of maintaining 

the major functions, level of productivity designed by the 

user interface, degree of error avoidance, and general 

satisfaction of user with manageability (Nielsen & Hackos, 

1993). Usability higher levels are related to usability 

management (improving usability) by diminishing 

difficulty level (Davis, 1989). Consequently, usability is 

conventionally regarded as one of the main factors in the 

prediction of inclination for any given system (Davis 1989; 

Flavian, Guinaliu, & Gurrea, 2006; Teo 2006). Recently, the 

effect of usability on satisfaction rate and loyalty in the field 

of online banking have been assessed in some studies. 

Perceived usability was found to have a positive influence 

on customer satisfaction and the preferences of a company 

for future interactions (Casalo et al., 2008). 

Loyalty is considered to be a customer's intention to 

show preference to a product or a business over other 

products or businesses for specific needs. A loyal customer 

is someone who frequently buys products and services from 

one seller, and persistently recommends those to all their 

relatives and friends communicating a positive attitude.  

Therefore, a 5 % increase in customer loyalty leads to a 25 

to 85 per cent rise in the company's earnings. This rate is 

called the cost of loyalty. That is why traders pay attention 

to the most established relationships within their business 

relationships (Mohammadi, 2015). 

Trust is one of the necessary components of the 

commitment-trust theory. Morgan and Hunt (1994) 

demonstrated in this theory that trust is the centre of a 

successful relationship marketing. They suggested that there 

was trust "[i]f one has trust in the integrity and reliability of 

the exchange (trade)". Distrust could affect consumers' 

attitudes toward banks and financial institutions. It could 

have an extreme effect on customers' attitudes to new forms 

of service delivery via the internet. Research studies 

revealed a strong correlation between trust in online 

channels and the reception of e-banking (Kim and 

Prabhakar, 2000). Hence, Hypothesis 1: Usability exerts a 

direct positive effect on customer trust in m-banking.  

Customer service through online channels, such as m-

banking, is considered as the services delivered to customers 

via call centres (i.e., phone, e-mail, etc.), especially 

concerning challenging conditions (Ganguli & Roy, 2011). 

In an article, Bitner (1992) suggested that support services 

or remote services increase customer satisfaction and felt 

appeal when it comes to self-service organizations that 

employ very few staff but have high customer activity. The 
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image of the company and the level of customer satisfaction 

are affected where there is not enough information from the 

service providers (Burgers et al. 2000). Hence, Hypothesis 

2: Usability imposes a direct positive influence on customer 

service in m-banking. 

Satisfaction is referred to a value judgment after 

selecting a specific purpose. It is mostly used as a part of the 

paradigm for approval and disapproval (Swan and Oliver 

1989). Geyskens, Steenkamp, and Kumar (1999) 

recommended dividing the concept of satisfaction into two 

separate positions, including an influential and stable 

background of economic conditions (e.g., sales or obtained 

profit margins) and psychological variables (e.g., policy 

implementation partner or simplicity in relationships with 

given partners). Therefore, hypothesis 3 is that usability 

imposes a direct positive effect on the satisfaction of the 

customer with m-banking. 

While research on the relationship between customer 

service and trust is in its infancy, there is valid evidence 

indicating the existence of a relationship between customer 

service and trust. In a study by Yeh and Lee (2009), it was 

found that customer service has an indirect effect on trust. 

Hence, Hypothesis 4: Customer service has a direct and 

positive impact on customer trust in m-banking. There is 

also strong scientific support for the impact of customer 

service on customer satisfaction in the relevant literature 

(Ganguli & Roy, 2011; Ho & Lin, 2010). Hence, 

Hypothesis 5: Customer service has a direct and positive 

impact on customer satisfaction with m-banking. 

The related literature on m-banking by Burrell and 

Morgan (1994) suggests that customer trust has a positive 

effect on loyalty. Hence, Hypothesis 6: Customer trust has a 

direct and positive impact on customer loyalty to m-banking.  

In the marketing literature, it is revealed that higher 

levels of customer satisfaction lead to higher levels of 

individual loyalty among customers (Yoon and Kim 2000). 

In a study by Coker (2013), it was found that customer 

satisfaction has a positive effect on loyalty. Moreover, a 

study by Eid (2011) found that customer satisfaction is a 

direct antecedent of consumer loyalty. Hence, Hypothesis 

7: Customer loyalty in m-banking has been shown to be 

directly and positively influenced by satisfaction. Perceived 

risk represents five risk aspects, namely performance risk, 

security risk, time risk, social risk, and financial risk. Lee 

(2009) states that the five mentioned dimensions could be 

adapted for m-banking as described here: 

 Performance risk is the damage resulting from 

deficient or malfunctioning m-banking servers. 

 The security risk refers to fraud and cheating 

attempts by hackers and the potential loss of security by the 

affected m-banking users. 

 Time risk refers to the loss of time and any 

inconvenience that occurs due to delays in reception, 

payment, or navigation problems. 

 Social risk suggests the possibility of resistance to 

the use of m-banking by friends, family, and colleagues. 

 Financial risk is defined as the potential financial 

loss resulting from an error in transactions or the misuse of 

bank accounts. 

In a study, Wu and Wang (2005) found that perceived 

risk has an impact on the adoption of m-banking. Therefore, 

Hypothesis 8: Perceived risk (time risk, performance risk, 

security risk, social risk, and financial risk) has an inverse 

and negative impact on customer loyalty to m-banking. 

Relative advantages represent the competitive benefits that 

are not possible for m-banking users to receive from other 

types of banking services. Pikkarainen et al. (2004) 

recommended that it is more likely that users accept m-

banking in case they believe it has more advantages than 

other traditional banking channels, namely ATM or internet 

banking. Moreover, this entails the perceived cost and time. 

Perceived cost savings are the transaction costs related to m-

banking transactions, such as credit and bank commission. 

Perceived cost refers to the belief of a person concerning the 

costs of applying m-banking (Luarn & Lin, 2005). This cost 

may include transaction costs in the form of bank fees, 

mobile network fees when using communications traffic 

(such as SMS or data), and the cost of mobile devices. 

Perceived time savings denote the time required to complete 

transactions somewhere. In a study, Lee (2009) found that 

time plays a significant role in the adoption of m-banking 

services by users. 

Consequently, Hypothesis 9: Relative advantages 

(perceived cost savings, perceived time savings) have a 

direct and positive impact on customer loyalty to m-

banking. The conceptual model of this study is presented in 

Figure 1.                                                            

 
 

 

Figure 1. The Conceptual Model of the Study Derived from the Models by Thakur (2014) & Kabir (2013) 
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Methodology 
 

This was an applied study and employed descriptive 

research methods. The statistical population was composed 

of all Shahr Bank's customers. The data collection began in 

November 2018 and ended in February 2019. In this study, 

out of 500 questionnaires distributed by e-mail through 

cluster sampling, 411 were returned to the researcher for 

data analysis and considered reliable samples. Accordingly, 

the sample size in this study was equal to 411. In this case, 

the city of Tehran was divided into 5 regions (north, south, 

centre, west, and east). The bank branches were selected 

randomly from each region, and the questionnaires were 

distributed to the customers of these branches.  

Measurement Model  
 

In this research, 20 individuals out of the statistical 

population were selected at first to determine the reliability 

of the questionnaire. The questionnaires were administered; 

subsequently, the reliability was determined through 

Cronbach's alpha with a value of 0.89. Consequently, it was 

concluded that the questionnaire had acceptable stability 

and reliability. Table 1 shows the indices, references, and 

Cronbach's alpha coefficient for each variable. 
 

Table 1. 
 

Cronbach's Alpha Test for the Reliability of Variables 

Concept Index Questions Reference Cronbach's alpha 

Perceived 

Risk 

Performance risk 

Financial risk 

Social risk 

Time risk 

Security risk 

15-24 Lee (2009) 0.77 

Relative 

advantages 

Perceived cost savings 

Perceived time savings 
25-28 

Laurn & Lin (2005) 

Lee (2009) 
0.78 

Usability 
Ease of use 

Availability of information 
1-2 

Flavian, Guinaliu, and 

Gurrea (2006) 
0.76 

Customer 

Service 

Response time 

Empathy with customer 

Enough knowledge to solve problems 

3-5 Rafaeli et al. (2008) 0.71 

Satisfaction 

Satisfaction with user experience 

Overall satisfaction 

Satisfaction with service 

6-8 
Casalo et al. (2008) 

Davis (1989) 
0.92 

Trust 

Meeting obligations 

Attention to users' interests 

Good knowledge of customers 

9-11 Mukherjee & Nath (2003) 0.81 

Loyalty 

Service use in the future 

Future use forecast 

Possibility of future use 

12-14 
Casalo et al (2008) 

Davis (1989) 
0.76 

Total Questionnaire 0.89 

 

Table 2 shows Pearson correlation coefficients for the 

relationship between latent variables in a mutual form. 

Number 1 is placed on the main diagonal of the matrix to 

show that each variable has a complete correlation with itself. 

The correlations are significant at the trust level of 99 % (the 

significance level value is less than 1 %, and it is marked 

with ** symbols.) Some correlation coefficients are 

significant at the trust level of 95 % (the significance level 

value is less than 5 %, and it is marked with *.)  

Table 2. 

Pearson Correlation Coefficients and Descriptive Reliability and Validity 

No. Constructs 1 2 3 4 5 6 7 

1 Customer loyalty 1       

2 Customer trust 0.46 1      

3 Customer service 0.53 0.63 1     

4 Customer satisfaction 0.51 0.79 0.96 1    

5 Relative advantages 0.18 0.16 0.31 0.24 1   

6 Perceived Risk 0.74 0.24 0.48 0.38 0.25 1  

7 Usability 0.49 0.48 0.94 0.75 0.33 0.51 1 

AVE 0.69 0.73 0.66 0.60 0.75 0.82 0.65 

CR 0.76 0.73 0.71 0.79 0.89 0.88 0.83 

MEAN 3.45 3.01 2.89 4.01 2.78 3.25 3.14 

SD 0.991 0.963 1.042 1.013 0.956 0.991 1.023 

*Coefficients are significant at a trust level of 99 percent. 
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The positive coefficient indicates a direct and positive 

relationship between the two variables, while the negative 

coefficient shows a negative and significant relationship 

between the two variables. Table 2 also shows the explained 

average variance index and composite reliability. Moreover, 

to construct validity, which is used to examine the 

importance of selected indicators for measuring used 

constructs, discriminant validity is considered so that the 

indicators of each construct provide appropriate separation 

in terms of measurement compared with other constructs of 

the study. Essentially, each indicator only measures its 

construct, and their composition should be in such a way 

that all the constructs are well separated. Composite 

reliability (CR) index is used to evaluate the reliability of 

the questionnaire, and it is required to approve the higher 

reliability of these indices from the value of 0.7. All of these 

coefficients are above 0.7 and are indicative of the reliability 

of the measurement instrument. 

The two last columns of this Table present the 

descriptive indices. If the mean value is higher than 3; it can 

be said that the given variable has been evaluated above 

average by respondents. If the mean value obtained is lower 

than 3, it can be concluded that the given variable has been 

evaluated below average. The results show an optimum 

satisfaction with all the variables in the study. 

 
Findings 
 

The LISREL software was used to test the hypotheses 

and to investigate the relationships between the elements of 

the model. The results of the analysis of the model are 

presented in Figure 2 and Figure 3 in the states of path 

coefficients and significance coefficients. 
 

 
 

Figure 2. The Research Model: Significance of Coefficients (t-value) 
 

Structural Equation Modelling (SEM) and LISREL 8.8 

software were used to test the hypothesis. According to 

Table (3), demonstrates that usability had a positive 

significant relationship with a customer relationship with 

the path coefficient, t-statistic, and significance level of 

0.56, 8.99, and 0.01, respectively. Consequently, the first 

hypothesis was confirmed. Therefore, the first hypothesis 

was confirmed. 

Regarding the second hypothesis, usability had a 

positive significant relationship with customer service with 

a t-statistic of 0.51 leading to the rejection of the second 

hypothesis. In the third hypothesis, usability was observed 

to have a positive significant relationship with customer 

satisfaction with the path coefficient, t-statistic, and 

significance level of 0.49, 2.86, and 0.01, respectively. 

Therefore, the third hypothesis was confirmed.
 

 

Figure 3. The Research Model: Estimating Path Coefficients 
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Table 3 
Summary of Research Hypotheses 

H
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p
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From To 

1 
Usability  ==== 

customer trust 

8.99*

* 
0.56 Supported 

2 
Usability ==== 

customer service 
0.51ns 0.06 

Not 

supported 

3 

Usability ==== 

customer 

satisfaction 

2.86*

* 
0.49 Supported 

4 

customer service 

==== customer 

trust 

5.24*

* 
0.44 Supported 

5 

customer service 

==== customer 

satisfaction 

4.43*

* 
0.37 Supported 

6 

customer trust 

==== customer 

loyalty 

2.33* 0.26 Supported 

7 

customer 

satisfaction 

==== customer 

loyalty 

4.19*

* 
0.57 Supported 

8 

perceived risk  

==== customer 

loyalty 

-

3.49*

* 

-0.18 Supported 

9 

relative 

advantages 

==== customer 

loyalty 

6.87*

* 
0.67 Supported 

ns = nonsense, * = significant at the level of 0.05, ** = 

significant at the level of 0.01 
 

According to the fourth hypothesis, there was a positive 

and significant relationship between customer service and 

customer trust with the path coefficient of 0.44 and the t-

statistic of 5.24 at a significance level of 0.01. Therefore, the 

fourth hypothesis was confirmed. In the fifth hypothesis, 

there was a positive and significant relationship between 

customer satisfaction and customer service with the path 

coefficient of 0.37 and the t-statistic of 4.33 at a significance 

level of 0.01. The fifth hypothesis was also accepted. 

According to the sixth hypothesis, a positive and significant 

relationship was found between customer trust and loyalty 

with the path coefficient of 0.26 and the t-statistic equal to 

2.33 at the significance level of 0.05. As a result, the sixth 

hypothesis was confirmed. Moreover, a positive and 

significant relationship was found between customer 

satisfaction and customer loyalty with a path coefficient of 

0.57 and the t-statistic of 4.19 at a significance level of 0.01; 

thus the seventh hypothesis was also accepted. According to 

the eighth hypothesis, there was an inverse and negative 

relationship between the perceived risk and customer 

loyalty with the path coefficient of -0.18 and the t-statistic 

of -3.49 at a significance level of 0.01. Therefore, the eighth 

hypothesis was confirmed. In the ninth hypothesis, a 

positive and significant relationship was found between the 

relative advantages and customer loyalty with the path 

coefficient of 0.67 and the t-statistic of 6.87 at a significance 

level of 0.01. Consequently, the ninth hypothesis was 

confirmed. 

 
Discussion 
 

Hypothesis 1: The effect of usability on customer trust 

in Thakur's model (2014) was confirmed. Most users of m-

banking in the study conducted in India by Thakur (2014) 

were involved in the field of financial services, and a few 

users were self-employed. This suggests that the reason why 

some people were more aware of the financial and banking 

fields than others was that they could better comprehend the 

issue of m-banking and their trust level was higher than that 

of others. In the study, most users were employed, which 

makes it likely that part of them were involved in banking 

affairs. Given that individuals with a diploma in the study 

constituted a relatively small number, it is appropriate to 

design the m-banking UI in such a way that it can be used 

easily by individuals possessing all levels of knowledge.   

Hypothesis 2: The impact of usability on customer 

service in Thakur's model (2014) was rejected. The 

definitions of customer service and usability suggest that 

this is inevitable because usability originating from the ease 

of use and customer service implies the service provider's 

assistance and continuous support for the customers. 

Hypothesis 3: The effect of usability on customer 

satisfaction in Thakur's model (2014) was confirmed. Due 

to the age limitation in Thakur's study (2014), in which most 

users were aged 20 to 30 years old, it was determined that 

younger people would find using m-banking easier, and the 

software features of m-banking could have a significant 

impact on their satisfaction. This was consistent with the 

results of previous research, such as studies by Flavian, 

Guinaliu, and Gurrea (2006). In one European study 

conducted in Spain by Casalo et al. (2008), similar 

limitations were encountered with regards to age. The 

majority of users were aged 25 to 34 years old. In the current 

study, the largest number of users were also in the age group 

of 25 and 35 years old. Considering the fact that individuals 

aged 40 years and older were in the lowest numbers of m-

banking users, Shahr Bank can design an appropriate UI and 

implement an appropriate level of image zoom (appropriate 

fonts) to gain the satisfaction of this age range. 

Hypothesis 4: The impact of customer service on 

customer trust in Thakur's model (2014) was not accepted 

due to the small sample size of 433 in the context of a 

country like India with a very large population. In this case, 

the causes cannot be properly explored. Nonetheless, this 

suggests that in terms of m-banking among the individuals 

in the sample of Thakur's study (2014), customer services 

are not provided (that is, support units are not very 

responsive to the customers) or customer service does not 

lead to customer trust.  

Hypothesis 5: The effect of customer service on 

customer satisfaction in Thakur's model (2014) was 

confirmed. The distinction between satisfaction and trust is 

clear. In Thakur's study (2014), the effect of customer 
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service on customer trust was not confirmed, but its effect 

was confirmed on customer satisfaction. This can prove 

that, in the sample in Thakur's study (2014), the issues of 

trust and customer service are not related to each other, 

while the inefficient responsiveness of the support units is 

not associated with this problem. This may partly reflect the 

difference between Hindi and Iranian societies, as the 

current study suggests that satisfaction and trust can be 

complementary.  

Hypothesis 6: The impact of trust on customer loyalty 

in Thakur's model (2014) was confirmed. These findings 

indicate that trust is a prerequisite for loyalty. These 

findings are in agreement with the results obtained by 

Schaupp and Belanger (2005). Although they achieved 

these results in the US, and there are obvious differences 

between Western societies and Iran, similar results have 

been obtained in this case. It should be noted that in our 

study, employed persons are the most common users of m-

banking, and their use is likely higher because of their busy 

work schedules, which leads to increased use of electronic 

services. Consequently, the more the trust in this group 

increases, the more their loyalty goes up. 

Hypothesis 7: The effect of customer satisfaction on 

customer loyalty in Thakur's model (2014) was accepted. 

While the findings of Thakur (2014) revealed that both 

satisfaction and trust affect loyalty, the effect of trust on 

loyalty is negligible. The possible explanation for this 

paradox may be that trust is a prerequisite for customer's 

inclination to use and test the services. Where trust is absent 

in such circumstances, which are based on the ability of the 

bank to transfer and receive money securely and to keep 

personal information confidential, customers are not likely 

to accept such a communications channel (i.e. m-banking).  

Hypothesis 8: The effect of perceived risk on customer 

loyalty in Kabir's model (2013) was confirmed. This study 

was conducted in Bangladesh, which neighbours India and 

whose population is mostly Muslim. Therefore, given the 

cross-cultural studies of Hofstede, the results of this 

investigation can be considered more closely than those of 

the Western studies. According to the results of Kabir 

(2013), less the social risk index, perceived risk has a 

negative impact on the use of m-banking and customer 

loyalty. Lee's study (2009), which was conducted in 

Taiwan, revealed a significant relationship between m-

banking use and the indicators of time risk, social risk, and 

financial risk. However, there was no relationship between 

security risk and the use of mobile banking. In our study, 

there is an implication that people aged 40 years and older 

are not as likely to take risks as young people. 

Consequently, they make less use of m-banking services. 

Therefore, these users require a very secure network.  

Hypothesis 9: The effect of relative advantages on 

customer loyalty in Kabir's model (2013) was confirmed. 

Relative advantages can lead to customer loyalty, and this 

was confirmed in this investigation. In our research, there 

was a small number of students and unemployed individuals 

compared to the number of employed individuals that use 

mobile banking, which is likely to be appropriate (because 

the former group does not need extensive banking services). 

However, self-employed people are a small number 

compared to the employed persons. In this case, it is 

necessary to discuss the relative advantages because the 

explanation of time and cost savings for the benefit of these 

people can lead to an establishment of individuals that are 

loyal to these services. 

As for the limitation of this research, it is necessary to 

mention that similarities and differences in the results of the 

hypotheses in this study and other research hypotheses have 

been certainly achieved. However, this is not a criterion for 

creating value. Moreover, due to the differences in the 

dimensions of time, geography, and the type of sampling, a 

comprehensive analysis cannot be achieved. Therefore, the 

acceptance or rejection of any hypothesis should be 

considered within the structure of the particular research in 

view of the circumstances of time and place. 

Possibly, there are other effective variables involved in 

the use of m-banking by customers and their loyalty, such 

as the impact of culture and other demographic variables. 

The research could include other factors affecting m-

banking customer loyalty in other banks. It could also 

extend this study to a larger circle of branches and cities in 

Iran and make a comparison with the findings of the current 

study. 

Studies on the factors affecting customer loyalty to 

other e-banking services such as internet banking, etc. 

Use of other models presented in the context of factors 

affecting m-banking customer loyalty. 

Studies on newer topics of e-banking such as USSD 

(Unstructured Supplementary Service Data) or a new 

service such as VTM (Virtual Teller Machine). 

 
Conclusion 
 

It is necessary to mention that similarities and 

differences in the results of the hypotheses in this study and 

other research hypotheses have certainly been achieved, but 

this is not a criterion for creating value. Moreover, due to 

the differences in the dimensions of time, geography, and 

the type of sampling, a comprehensive analysis cannot be 

achieved. Therefore, the acceptance or rejection of any 

hypothesis should be considered within the structure of that 

research, given the circumstances of time and place. 

Based on the results of this study, various strategies can 

be shaped to facilitate the work of managers and directors 

of Shahr Bank to provide better electronic services, 

especially in the field of m-banking services. Firstly, 

customer access would be much easier, which at the 

moment requires that the marketing managers of these 

institutions develop an appropriate marketing program to 

achieve their desired goals systematically. One of the 

critical parts of any marketing plan is defining target 

markets and ways of approaching them. In this respect, the 

findings of this study can dramatically help the managers of 

Shahr Bank. 

Banks should focus on the design of a UI with increased 

usability and usefulness. Among the numerous factors 

considered for the usability of m-banking, the lack of 

software defects and elegant templates for the pages of m-

banking is of the utmost importance. Moreover, according 

to the literature and previous research, we recommend that 

easy and convenient UI is created and organized. Due to the 

small screen and a lack of possibility to place large amounts 

of information and tutorials of various transactions, the UI 

must be simple and intuitive. 
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Establishing appropriate support services and making 

them responsive for 24 hours a day lead to higher trust in m-

banking.  

Perceived quality of customer service has a significant 

impact on overall satisfaction. These findings imply that the 

inability to provide customer service related to contact 

points (especially call centres) and inability to provide 

accurate information can lead to dissatisfaction, which is in 

agreement with the findings of Ganguli and Roy (2011). The 

service provider must continually provide its agents with 

updated training and invest in this area to achieve customer 

satisfaction. 

In order to increase trust through enhanced customer 

service, customer loyalty needs to be enhanced. Moreover, 

IT infrastructure, which is pivotal to m-banking, enhances 

customer awareness and trust. Customers need to be 

properly assured that m-banking error rates are at the 

minimum. 

Since customers' high trust leads to increased loyalty, 

their loyalty increases their satisfaction. Therefore, there is 

a need to pay attention to customers' needs and to create a 

variety of m-banking services to increase customer 

satisfaction and turn them into loyal customers. 

Perceived risk, including time risk, performance risk, 

security risk, social risk, and financial risk, are the factors 

that can have negative effects on customer loyalty. Types of 

perceived risks in accordance with their definitions make 

customers hesitant about using m-banking. Therefore, banks 

can provide continuous support and further information 

about m-banking to eliminate doubts in this regard and 

encourage customers to be loyal. 

Usefulness or relative advantages refer to the level of 

various benefits that consumers acquire from a new product 

or service compared to the alternatives. Comparative 

advantages are one of the essential factors in determining the 

application of innovation. According to the results of this 

study, relative advantages are factors in the use of m-banking 

services. Therefore, marketing authorities should be able to 

create a variety of benefits of using this technology compared 

to other technologies as well as a referral system for their 

customers (especially non-users) to drive them to use this 

technology. If a bank customer does not differentiate between 

going to the bank in person and using m-banking, this reflects 

a lack of relative advantages in this technology compared to 

traditional banking. Considering the cost and time savings 

that come with the use of m-banking, it should be 

communicated to the customer that m-banking can be useful 

and offer relative advantages in these two areas. An increase 

in the response speed within the m-banking service can play 

an essential role in creating loyalty to this service by being 

extremely welcome with regards to the value of time in a busy 

city like Tehran. 
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