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Mobile banking adoption its antecedents and post-adoption effects:
the role of consumers status orientation in an African context
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ABSTRACT

This study examines the antecedents of Mobile banking (M-banking) app adoption,
explores post-adoption effects, and tests the moderating effect of consumer status
orientation on the relationship between adoption intention and its consequences. The
conceptual model hypothesized 20 relationships, including 10 moderations. Hypotheses
are tested using the structural equation modeling method (PLS-SEM) on a sample of
509 individuals. The results reveal that the main variables of ‘users’ rational perception,
namely behavioral control and terminal security, significantly influence the intention to
adopt the application, which in turn impact relationship quality and financial inclusion.
However, hedonic expectations do not have a significant impact on the intention to
adopt the application; the impact of culture in these relationships is further established;
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indeed, traditional and modern values moderate the impact of the intention to adopt
the application on key post-adoption factors, financial inclusion, and relationship
quality. The main recommendations and limitations of the research are discussed.

Introduction

Over the past three decades, technological advancements have influenced how banks interact with their
consumers. They have introduced alternative and more sophisticated distribution channels to support
their customer relationship strategy, such as mobile banking (M-banking) (Hoehle et al., 2012). Mobile
banking facilitates banking transactions via a mobile terminal such as a cell phone (Glavee-Geo et al,,
2017; Singh & Srivastava, 2018). This technology includes basic services such as bank statements, money
transfers, other electronic payment options, and information-based financial services. Thus, M-banking
enables users to pay, save, borrow, and invest through digital means, which is crucial to increasing finan-
cial inclusion (World Bank Group, 2019). These customizable solutions enable financial institutions to
offer their customers value-added services, reduce financial operating costs, and lower financial fees
compared with conventional banking services (Baabdullah et al, 2019; Singh et al., 2020). Given the
benefits of M-banking, many banks worldwide gain a competitive advantage by investing in increasing
M-banking adoption (Baabdullah et al., 2019).

There is growing interest in mobile transactions in Cameroon as significant investments were made in
technical infrastructures such as backbone networks and submarine optic fiber. Although the financial
landscape is diverse and includes 18 banks and 412 MFlIs, the Internet penetration rate stands at 45.6%
for a total population of 28.28 million (We Are Social & Meltwater, 2023; World Bank Group, 2019).
Despite an account ownership rate of nearly 34%, financial inclusion in Cameroon is poor (World Bank
Group, 2019). Over the past five years, banks in Cameroon have launched various mobile apps to improve
their customer experience. Despite the advantages of M-banking, its adoption remained lower than
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expected. According to the banks’ internal reports, the use of M-banking services by customers remains
below 50%. Thus, the Cameroonian market is still at an early stage of its M-banking ecosystem.

Several types of research have been conducted to understand the adoption and use of electronic
banking (Hoehle et al,, 2012; Song et al,, 2015). These studies intensively focused on the factors inducing
M-banking adoption, with limited interest in the post-adoption effects (Tam & Oliveira, 2017). In an
attempt to fill this gap, a few recent studies have examined post-adoption effects such as e-fidelity
(Lopez-Miguens & Vazquez, 2017), relationship quality (Arcand et al.,, 2017), financial inclusion (Kamdjoug
et al, 2021). Considering that behavior is determined by values and social status aspirations (Eastman
et al,, 1999), adopting technological innovations may shape the individual’s social status. In Africa, con-
sumers are influenced by both global and local consumer cultures (Diop & Merunka, 2013), with modern
and traditional values and aspirations coexisting. Consumption of innovative products/services (Varman
& Belk, 2011) is a way of seeking a ‘Western experience, an opportunity to assert ‘one’s grounding in
modernity but at the same time they do not entirely reject their traditional values (Diallo et al., 2015).
So they attempt to reconcile modern influences with traditional values and struggle with the inherent
conflicts that may occur between the two orientations (Nguyen et al., 2009). These new expectations of
African consumers are not adequately addressed in the literature, especially the adoption of innovations
(Diallo et al., 2015). Therefore, this study examines the moderating role of the status orientation of the
consumer on the relationship between M-banking adoption and potential post-adoption outcomes.

More specifically, this study attempts to answer the following questions: what factors determine the
adoption of the M-banking application among customers in Cameroon? Does M-banking adoption
enhance trust, customer satisfaction and financial inclusion? Could the cultural orientation of consumers
moderate the impact of M-banking adoption on these post-adoption factors? In other words, this study
seeks to identify the factors determining the adoption of the M-banking application, particularly in the
market where this technology is at an early stage. To answer these questions and fill gaps in the litera-
ture, we begin by presenting the theoretical background and research model, followed by the research
methodology. We will then present our results and analyses, discussion, implications, limitations and
future directions of the research.

Theoretical background and research model
Theoretical background

Several theoretical models have been used to explain technology adoption in mobile banking (Ha et al.,
2012). Most of these models learn from cognitive and social theories (Liu et al., 2008; Pedersen, 2005),
which include: the Theory of Reasoned Action (TRA), the Technology Acceptance Model (TAM), the
Theory of Planned Behavior (TPB), the Diffusion of Innovation Theory (IDT), the Social Cognitive Theory
(SCT), and the Unified Theory of Technology Acceptance and Use Model (UTAUT). Among these models,
TAM has been one of the most widely used models (Dauda & Lee, 2015; Shaikh & Karjaluoto, 2015).
However, the TAM model incorporates only two factors, namely perceived usefulness (PU) and perceived
ease of use (PEOU), and does not include any other external factors, which limits its ability to explain
behavior (Venkatesh et al., 2003). To address these limitations, Venkatesh et al. (2003) integrated eight
major theories into one model: the Unified Theory of Technology Acceptance and Use (UTAUT). Song
et al. (2015) grouped these eight (08) concepts into three (03) categories that influence ‘users’ intentions
to adopt mobile device-based technology. These categories are rational perception, behavioral control,
and social influence. On the other hand, cross-cultural studies show that the drivers of the adoption of
mobile technology (e.g. M-banking) vary depending on the context of the study (Malaquias & Hwang,
2019). In South Africa, for example, adopting innovative technologies is conditioned by trust, security,
and privacy (Matemba & Li, 2018). Thusi and Maduku (2020) demonstrate that the intention to adopt
M-banking applications depends mainly on habit, expected performance, perceived risk, enabling condi-
tions, and institutional trust. In sub-Saharan African countries, such as Cameroon, speed, cost, mobility,
perceived usefulness, security, social influence, interoperability, and network quality significantly impact
on the acceptability of mobile payment (Tsanga, 2018). These findings concur that technological innova-
tion is an important driver of the long-term relationship between customers and banks (Arcand et al,,
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2017) and the best way to promote financial inclusion in Africa (Hammerschlag et al., 2020, Kamdjoug
et al.,, 2021).

Rational perceptions of the M-banking application

Our study draws on the existing literature on technological innovations (Kamdjoug et al., 2021; Song
et al, 2015) to identify the most influential factors of rational perception in the intention to adopt online
shopping. We selected the following variables: utilitarian expectation (UE), hedonic expectation (HE), and
status gains (SG). These three constructs are assumed to positively influence the adoption intention of
M-banking. Utilitarian value is one of the basic needs of consumers and one of the important anteced-
ents of innovation consumption and adoption (Batra & Ahtola, 1991; Sullivan Mort & Drennan, 2007).
Utilitarian Expectation (UE) pertains to the user perception of online purchases as a means of obtaining
functional benefits. Hedonic expectation (HE) is similar to the concepts of hedonic value, pleasure, or
emotional value (de Marez et al.,, 2007; Okazaki et al., 2008; Revels et al., 2010; Sullivan Mort & Drennan,
2007), all of which refer to the perceived pleasure derived from using an innovation. The search for
pleasurable experiences and hedonic consideration are important factors influencing consumer choices
(Dhar & Wertenbroch, 2000). Song et al. (2015) argue that mobile technology provides entertainment
capability in addition to utilitarian performance. Therefore, it can be anticipated that hedonic expecta-
tions may affect the intention to adopt M-banking. Status gain refers to the extent to which using
M-banking is perceived as an opportunity to increase one'’s social status. The diffusion of innovation
theory emphasizes that the desire to gain status is an important reason for innovation adoption (Rogers,
2003). Zhu and He (2002) add that status enhancement motivates Chinese consumers to adopt techno-
logical innovation. Since perceived status gain directly affects adoption intention, we formulate the fol-
lowing hypotheses:

H1. Utilitarian expectation has a positive influence on the adoption intention of M-banking.
H2. Hedonic expectation positively influences the intention to adopt M-banking.

H3. Status gains positively affect the intention to adopt M-banking.

Behavioral control and security

In this study, we chose Habit (HA) and Perception of privacy concern (PPC) as predictors because the
diffusion of online shopping is still at an early stage in most African countries. Both factors play a key
role in an individual’s intention to adopt technology (Song et al., 2015). Habit (HA) is the extent to which
individuals tend to automatically adopt permanent and stable behaviors that become second nature due
to learning (Baptista & Oliveira, 2015; Venkatesh et al., 2012). Habit is a power that facilitates effort in
using technologies (Baabdullah et al, 2019; Ramirez-Correa et al., 2019). Perception of Privacy concern
(PPQ) refers to perceptions of opportunistic behaviors related to the release of personal data transmitted
online (Mombeuil, 2020; Shareef et al., 2018). Consumers' risk perceptions regarding the use of M-banking
are mainly related to the uncertainty of product quality and aspects involving the privacy and security
of personal information or the security of online transaction systems (Shaw & Sergueeva, 2019). Therefore,
we formulate the following hypotheses:

H4. Habit has a positive influence on the intention to adopt M-banking.

H5. Perceived privacy concern is significantly related to the intention to adopt M-banking.

M-banking post-adoption effects

Relationship quality: Authors agree that relationship quality is a multi-dimensional concept reflecting the
overall nature of the relationship between companies and consumers (Hennig-Thurau et al, 2002).
Research conceptualizes relationship quality in at least two dimensions: satisfaction and trust (Crosby
et al, 1990; Lagace et al,, 1991). This study is based on the assumption that an increase in satisfaction
and trust accompanies an increase in relationship quality. Customer satisfaction is defined as an
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evaluation based on the experience of purchasing and consuming a good or service over time (Garbarino
& Johnson, 1999). Customers are satisfied when they have had good experiences with previous pur-
chases. This motivates them to repurchase the same goods and services and determines the post-purchase
or post-adoption satisfaction. Consistent with the ideas advocated by Vesel and Zabkar (2010), this study
uses a unidimensional trust construct with items reflecting both credibility and expertise, dimensions
relevant to the banking industry. While the facets of trust may differ conceptually, they are empirically
inseparable, supporting a unidimensional approach (Bhattacherjee, 2002). Satisfaction and trust in a tech-
nological innovation lead to better consumer experience and knowledge, enhancing their abilities to use
the M-banking application more regularly and creatively (Koo et al., 2015; Sun et al., 2019). This exploita-
tion/exploration of technology allows users to discover features that meet their personal and professional
needs (Koo et al, 2015; Sun et al, 2019). In the long run, these uses promote increased post-adoption
of consumer satisfaction and confidence (Delone & McLean, 2003; Venkatesh et al., 2003). Therefore, we
hypothesize the following:

H6. The intention to adopt the M-banking application positively influences user satisfaction.

H7. The intention to adopt the M-banking application positively influences user trust.

Financial inclusion: Financial inclusion is defined as the provision of useful and affordable financial
services in a sustainable manner for disadvantaged and low-income people (World Bank Group, 2019).
Some research shows that mobile financial services such as M-banking overcome infrastructural con-
straints and increase access to financial inclusion for low-income populations in developing countries
(Hinson, 2011; Maurer, 2012). Other work has examined the use of mobile devices in African countries
and found that adopting mobile financial services positively affects financial inclusion (Asongu &
Nwachukwu, 2018; Kamdjoug et al., 2021). Nevertheless, there is limited research on how and to what
extent M-banking impacts financial inclusion. Therefore, we hypothesize the following:

H8-9-10. The intention to adopt the M-banking application has a positive influence on financial inclusion
(Availability, Quality, Utility).

Moderating role of consumer status orientation

In transition economies, consumer culture develops as individuals gain access to products and material
goods that were previously unavailable or inaccessible (Tambyah et al., 2009). Many African consumers,
including those in Cameroon, aspire to own Western brands and use luxury goods as prestige symbols
(Belk, 1999; Cui & Liu, 2001). Lascu et al. (1994) explain that the fear of losing status or the desire to
acquire status strongly influences individuals’ purchasing and consumption decisions in transition coun-
tries. According to Nguyen and Smith (2012), status orientation refers to the degree to which an individ-
ual identifies with traditional values (the traditional self) and modern values (the modern self). The
traditional self is often associated with norms, values, and beliefs, such as respect for traditional values
and preference for traditional products. The modern self is characterized by norms, values, and beliefs
mostly imported from more developed countries, such as the consumption of new products, greater
self-care, and self-satisfaction (Nguyen & Smith, 2012).

Tambyah et al. (2009) propose two dimensions of status orientation as distinct components that may
coexist in each consumer at different levels. These are traditional status orientation (TSO) and modern
status orientation (MSO). Individuals with high MSO believe that their social status will be enhanced by
purchasing or consuming new products and brands (Steenkamp et al., 1999). Thus, high MSO consumers
are expected to be more likely to engage in technological innovations such as M-banking. High TSO
consumers are more traditional in their outlook and hold views such as patriotism and national pride.
As a result, we expect high TSO individuals to be less engaged in adopting banking innovations such as
M-banking and prefer products and services that are provided in the traditional way (Tambyah et al.,
2009). Therefore, we hypothesize the following:

H11a,b,c. The relationship between consumer intention to adopt M-banking and financial inclusion (availability,
quality, utility) decreases when consumers have a positive traditional orientation.
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H12a,b. The relationship between consumer intention to adopt M-banking and relationship quality (trust, sat-
isfaction) decreases when consumers have a positive traditional orientation.

H13a,b. The relationship between consumer intention to adopt M-banking and relational quality (trust, satis-
faction) increases when consumers have a positive modern orientation.

H14a,b,c. The relationship between consumer intention to adopt M-banking and financial inclusion (availability,
quality, utility) increases when consumers have a positive modern orientation.

Research model

The conceptual framework for this study is depicted in Figure 1. The framework is conceptualized on the
basis of explanations provided by the literature review.

Methodology
Measurements scales and sampling procedure

The study adopted a descriptive research design to explore the relationships among the variables of
interest. This research design informed the choice of the quantitative method allowing the researchers
to statistically assess the strength and direction of the relationships specified in the conceptual model.

Measurement scales from the existing literature were used to measure the model’s constructs (Table 2).

Measurement scales from the existing literature were used as a basis for measuring the constructs of
the model (Table 2). The designed questionnaire contained thirteen (13) constructs and seventy-four (74)
items. All items were measured using a seven (07) level Likert scale (1=Strongly disagree, 2=Disagree, 3
Somewhat disagree, 4=Neither agree nor disagree, 5=Somewhat agree, 6=Agree, 7=Strongly agree).
This scale is commonly used to measure perceptions (Kavota et al.,, 2020; Wanko et al., 2019).

In the absence of a sampling frame for this population, and the lack of a database of M-banking
users, a non-probability sampling method (snowball sampling) was the chosen (Khan et al.,, 2021; San
Martin & Herrero, 2012). We worked closely with bank staff to reach as many users as possible. To ensure
that the results of the structural equation modeling analysis are robust, it was essential to determine the
minimum sample size. Although the 10 times rule was commonly applied to determine the sample size
in previous studies, Hair et al. (2021) argue that inverse square root is more accurate and easier to
compute.

We used the GPower software (v.3.1.9.4) to calculate our minimum sample size (Faul et al., 2007;
Kamdjoug et al., 2021). We entered the following data: Effect size 2 = 0.10, Power (1-B err prob) = 0.95,
probability a err = 0.05, number of predictors = 13. Based on these parameters, the software suggested
one hundred and thirty-three (133) as the minimum sample size to test our research hypotheses.

Figure 1. Proposed research model.
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Data collection and analytical tools

We conducted data collection from M-banking application users, with a questionnaire consisting of six-
teen (16) questions, including demographic questions. The questionnaire designed in Microsoft Word was
edited in the Cspro designer application and then uploaded to Dropbox to allow access to the inter-
viewer via a smartphone. The questionnaire was administered face-to-face to randomly selected respon-
dents using the CAPI (Computer Assistant Personal Interview) collection technique. This approach allows
uploading answers ready to be analyzed as an extension in an Excel or SPSS file. Experienced interview-
ers were briefed beforehand on the content of the tool and the techniques to be followed. Data was
captured and cleaned with Microsoft Excel. Approximately 609 questionnaires were administered, a total
of 509 were retained after removing those that were incomplete or contained errors. This sample size is
deemed adequate as it is larger than the minimum suggested by Faul et al. (2007), and the inverse
square root method (Kock & Hadaya, 2018).

Descriptive statistics were performed with IBM SPSS statistics version 28 to profile the respondents,
and structural equation modeling (SEM), the core analysis, was conducted with Smart PLS. SEM is appro-
priate for this study because the proposed conceptual model has more than one dependent variable and
contains moderation analyses. The Smart PLS package has the advantage of generating moderation
slopes to ease the interpretation. The SEM methodology includes two steps: (1) Confirmatory factor anal-
ysis (CFA) and (2) structural model analysis (Anderson & Gerbing, 1988).

Analysis and results
Demographic information

Table 1 presents the profiles of the respondents. The figures obtained suggest a balanced sample and
approximately represents the segments of the population that use banking services in Cameroon.
Fourteen (14) mobile applications offered by local banks were evaluated.

Descriptive results of the demographics indicate that most respondents are male (68.6%) and have at
least a university degree (41.1%). The age group mode (47.2%) is 18-35, and 63.7% of respondents earn
between 50 and 700S.

Confirmatory factor analysis (CFA)

The CFA establishes the reliability, convergent and discriminant validity of the fourteen (14) constructs used
in the conceptual model. The statistical evidence of reliability and convergent validity is presented next.

Reliability and convergent validity
Reliability is the extent to which a set of items are internally consistent in measuring a concept (Pallant,
2010). Cronbach alphas and the composite reliability coefficients above 0.7 indicate reliable

Table 1. Characteristics of the sample (n=509).

Demographics Categories Frequency Valid percentage
Age group (years) 18-35 240 47.2
36-50 196 385
51-65 58 1.4
66 + 15 29
Highest educational level Primary 10 2.0
Secondary 185 363
University 1st and 2nd cycle 209 411
University 3rd cycle and + 75 14.7
Others 30 5.9
Monthly income ($US) <50$ 120 23.6
50-700% 324 63.7
701-1300% 60 11.8
>1300% 5 1.0
Gender Male 349 68.6

Female 160 314
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Constructs and measurement items

Adapted source

Habit (HA): a=0.840 ; CR = 0.883 ; AVE = 0.669

HA1 Using the M-banking app has become a habit for me. Song et al. (2015),
HA2 | am addicted to using the M-banking pp. Kamdjoug et al.
HA3 | have to use the M-banking app. (2021)
HA4 Using the M-banking app has become natural for me.
Hedonic expectation (HE): a=0.829 ; CR = 0.857 ; AVE = 0.591
HE1 Using the M-banking app is entertaining Song et al. (2015),
HE2 | expect to have fun by using the M-banking app Kamdjoug et al.
HE3 Using the M-banking app gives me pleasure (2021)
HE4 Using the M-banking app is interesting
HE5 Using the M-banking app makes me feel good
Intention to adopt (INAD): a=0.821 ; CR = 0.825 ; AVE = 0.650
INAD1 | will use the M-banking app again Bhattacherjee (2002),
INAD2 I will encourage my friend to use the M-banking app (Singh et al.,
INAD3 In the future, | will continue using the M-banking app 2020)
INAD4 I will carry out more deals with the M-banking app in the coming years
Trust (TRUST): a=0.826 ; CR = 0.829 ; AVE = 0.657
TRUST1 | think the M-banking app is trustworthy Crosby et al.,, 1990,
TRUST2 | believe the M-banking app provides safe and reliable services Arcand et al.
TRUST3 The M-banking app meets its commitments to consumers (2017)
TRUST4 The channel is concerned with the best interests of the customer
Satisfaction (SAT): a=0.863 ; CR = 0.865 ; AVE = 0.646
SAT1 | am generally satisfied with the transactions conducted through the M-banking app Arcand et al. (2017)
SAT2 | am very satisfied with the transactions conducted by the M-banking app
SAT3 | am satisfied with the transactions carried out by the M-banking app
SAT4 | am satisfied with the way | conduct my transactions in the M-banking app
SAT5 Overall, | was satisfied with the transactions made by the M-banking app
Perceived privacy concern (PPC): a=0.924 ; CR = 0.927 ; AVE = 0.724
PPC1 | am concerned that the information | submit via the M-banking app will be used for other purposes Song et al. (2015),
PPC2 | am concerned that my account information may be stolen while using the M-banking app. Kamdjoug et al.
PPC3 | have concerns about submitting information on the M-banking app because of the other options (2021)
available to me
PPC4 | am preoccupied with the amount of information provided on the M-banking app because it could
be used for shameful purposes
PPC5 | have concerns about submitting information on the M-banking app because the company may
share my personal information.
PPC6 When | use the M-banking app, | feel like | am being monitored.
Status gains (SG): a=0.878 ; CR = 0.917 ; AVE = 0.801
SG1 Having the M-banking app is a symbol of social status Song et al. (2015)
SG2 People using the M-banking app have more prestige than those who do not.
SG3 People using the M-banking app have a high profile.
Utilitarian Expectation (UTE): a=0.768 ; CR = 0.791 ; AVE = 0.599
UTE1 Using M-banking eases my banking transactions Singh et al., 2020,
UTE2 Using M-banking is more convivial/user-friendly Kamdjoug et al.
UTE3 The M-banking app eliminates time constraints (2021)
UTE4 The M-banking app eliminates geographical limitations, thus allowing me to conduct my operations
in any location with an internet connection.
Modern status (OM): a=0.828 ; CR = 0.830 ; AVE = 0.592
OM1 Striving to become a rich man would be one of the important goals in life. Tambyah et al. (2009)
oM2 | admire people who can earn a high income.
oM3 | admire people who have a wide network of relationships, especially with important people.
OoM4 It would be worth the considerable effort to obtain luxury products and services.
OM5 | would try to learn things that will help me earn a higher income.
Traditional status (OT): a=0.812 ; CR = 0.834 ; AVE = 0,568
oT1 | respect people who are dedicated to their country and their people Tambyah et al. (2009)
0oT12 | respect people who always give priority to social benefit
0oT13 | try to lead a simple life away from material goals
oT4 To earn the respect of others, | lead a clean life without worrying about fame and wealth
oT5 | respect people who care about others more than themselves
| respect people who are dedicated to their country and their people
Financial availability (IFA): a=0.938 ; CR = 0.939 ; AVE = 0.596
IFA1 There are many financial services delivery channels nearby this household Okello et al. (2018);
IFA2 There are many financial institution branches nearby this household Kamdjoug et al.
IFA3 The initial account opening fees charged by the financial institution are affordable (2021)
IFA4 The account maintenance fees charged by the financial institution are affordable
IFA5 The minimum balance on a savings account required by the financial institution is affordable
IFA6 The loan fees charged by the financial institution are affordable
IFA7 The minimum loan amount offered by the financial institution is satisfactory
IFA8 The numbers of documents required by the fin financial institution to open an account are few
IFA9 The number of days taken by the financial institution to process loan applications is favorable
IFA10 In this household, we are not discriminated against by the financial institution in its service provision
IFA11 There are many financial services delivery channels nearby this household
IFA12 There are many financial institution branches nearby this household

(Continued)
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Table 2. Continued.

Constructs and measurement items Adapted source
Financial Quality (IFQ): a=0.943 ; CR = 0.943 ; AVE = 0.636
IFQ1 The cost of travel to the financial institution is low Okello et al. (2018),
IFQ2 The institution’s paperwork requirements are favorable Kamdjoug et al.
IFQ3 The fees charged by the financial institution when using its services are favorable (2021)
IFQ4 The level of service delivery by the institution is very good
IFQ5 The institution consistently provides its services regularly
IFQ6 The financial institution always provides its financial services at convenient times
IFQ7 Members of this household have confidence in the financial products and services provided by the
financial institution
IFQ8 The products and services provided by the institution are user-friendly
IFQ9 The process of obtaining financial services from the financial institution is simple
IFQ10 It takes less time to reach the financial institution to obtain the services
IFQ11 The interest in the deposit services offered by the financial institution is attractive to us
Utility (IFU): a=0.913 ; CR = 0.915 ; AVE = 0.697
IFU1 The savings product offered by the institution meets our needs. Okello et al. (2018);
IFU2 The loan product provided by the institution is suitable for our needs Kamdoug et al.
IFU3 The payment services provided by the financial institution are adapted to our needs (2021)
IFU4 The savings product provided by the institution is safe
IFU5 The loan product provided by the institution is safe for us
IFU6 The payment services provided by the institution are safe for us

measurements. On the other hand, convergent validity assesses whether a set of items converge toward
the same concept (Byrne, 2010). The evidence of convergent validity is an average variance extracted
(AVE) above 0.5. Detailed results on reliability and convergent validity are presented (Table 2). According
to the results, the reliability of all constructs is supported as all Cronbach and composite reliability coef-
ficients are above the cut-off of 0.7. The convergent validity of all measurements is also established as
all AVEs exceed 0.5. The following section presents evidence of discriminant validity.

Discriminant validity

Discriminant validity is the extent to which constructs differ from each other; this test is necessary to
avoid including variables that overlap in the model. Two approaches are commonly used to assess dis-
criminant validity in SEM: the heterotrait-monotrait (HTMT) ratio of correlations and the Fornell and
Larcker (1981) methods. The HTMT results (Table 3) indicate a couple of high correlations such as the
correlations between Financial Availability and Quality (HTMT ratio is above 0.9) and between Financial
Quality and Utility. Since all three constructs make up the concept of financial inclusion, they are
expected to be somewhat related. Traditional and modern orientations were also highly correlated, prob-
ably because most Cameroonians are attached to their traditions but remain open to modern technol-
ogy. Consequently, they have a hybrid orientation that combines both orientations in different proportions.
Lastly, like in other studies, a high correlation was found between Satisfaction and Trust. This result was
expected because both concepts are interdependent, satisfied consumers tend to trust the brand.

The discriminant validity flags found above were further confirmed by the Fornell and Larcker (1981)
matrix (Table 4). Since all high correlations identified are theoretically justified, and the rest of the con-
structs are reasonably correlated, we can conclude that the discriminant validity of our measurements is
supported.

Structural model analysis

After establishing the convergent and discriminant validity of the constructs, we can confidently use
these measurements to test the research hypotheses. The conceptual model hypothesized 20 relation-
ships, including 10 moderations (Figure 1). The test results are depicted in Figure 2 at 5000 sub-sample
bootstraps.

The strengths of the predictions were assessed through the beta estimates with their respective p
values in brackets (Figure 2). The predictive power of the model was appraised through the coefficient
of determination (R? and the predictive relevance (Q?). The contribution of each exogenous factor to its
dependent variable was measured using the £, also known as the R? change. Detailed results on the
predictive power of the model are presented in Tables 5 and 6.
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Table 3. Assessment of homogeneity using Ratio Heterotrait-Monotrait (HTMT) Criterion.

HA HE IFA IFQ IFU INAD oM oT PPC SAT SG TRUST
HE 0.618
IFA 0.173 0.479
IFQ 0.171 0.449 0.907
IFU 0.138 0.446 0.867 0.941
INAD 0.517 0.481 0.556 0.526 0.499
oM 0.388 0.501 0.679 0.641 0.590 0.638
or 0.510 0.584 0.639 0.603 0.591 0.688 0.933
PPC 0.195 0.540 0.493 0.451 0.442 0.338 0.335 0.320
SAT 0.492 0.588 0.691 0.681 0.666 0.800 0.746 0.838 0.288
SG 0.542 0.669 0.204 0.161 0.140 0.183 0.189 0.238 0.527 0.201
TRUST 0.596 0.626 0.571 0.537 0.543 0.784 0.680 0.779 0.232 0.927 0.314
UE 0.697 0.675 0.586 0.587 0.570 0.793 0.689 0.753 0.312 0.836 0.304 0.853

Note: IFA, Financial availability; IFQ, Financial quality; IFU, Financial utility; TRUST, Trust; HE, Hedonic Expectation; HA, Habit; INAD, Intention to
Adoption; PPC, Perceived Privacy Concern; SG, Status Gains; UE, Utilitarian Expectation; SAT, Satisfaction; OT, Traditional Status orientation; OM,
Modern status orientation.

Table 4. Assessment of the discriminant validity using the Fornell-Larcker Criterion.

HA HE IFA IFQ IFU INAD oM or PPC SAT SG TRUST UE
HA 0.818
HE 0.509 0.769
IFA 0.167 0.435 0.772
IFQ 0.174 0412 0.854 0.797
IFU 0.133 0.404 0.804 0.873 0.835
INAD 0.461 0.421 0.488 0.465 0.436 0.806
oM 0.338 0.421 0.600 0.569 0.518 0.526 0.769
or 0412 0.484 0.584 0.554 0.539 0.575 0.770 0.754
PPC 0.172 0.465 0.457 0.418 0.404 0.292 0.294 0.278 0.851
SAT 0.440 0.517 0.624 0.614 0.594 0.679 0.633 0.720 0.257 0.804
SG 0.434 0.549 0.192 0.152 0.132 0.162 0.163 0.179 0.479 0.178 0.895
TRUST 0.506 0.532 0.507 0.476 0.476 0.652 0.565 0.639 0.202 0.783 0.267 0.810
UE 0.560 0.547 0.518 0.519 0.496 0.633 0.554 0.603 0.267 0.683 0.224 0.671 0.774

Note: IFA, Financial availability; IFQ, Financial quality; IFU, Financial utility; TRUST, Trust; HE, Hedonic Expectation; HA, Habit; INAD, Intention to
Adoption; PPC, Perceived Privacy Concern; SG, Status Gains; UE, Utilitarian Expectation; SAT, Satisfaction; OT, Traditional Status orientation; OM,
Modern status orientation.

The results of the research reveal that two variables (EU, SG) among the three rational perception
factors have significant relationships with the intention to adopt the M-banking application (respectively
0=0.475 and O= - 0.146; p <0.05). Therefore, hypotheses H1 and H3 are verified. Status gain had a small
(f>0.1) predictive effect, while Utilitarian expectation had a medium effect size (0.1<f? <0.3) on intention
to adopt M-banking. However, Hedonic expectation has a non-significant (0=0.061; p>0.05) effect on
the intention to adopt e-banking, unlike the results of Baabdullah et al. (2019) and Venkatesh et al.
(2012). Hypothesis H2 is therefore unsupported. In addition, the predictive effects of Habit (HA) was
established as it was positively related to the intention to adopt M-banking (0=0.198; p <0.05). Hypothesis
H4 is supported. This result corroborates those of Baabdullah et al. (2019), Venkatesh et al. (2012) and
Kamdjoug et al. (2021). Privacy concern influence individual’s intention to adopt the M-banking app.
Perhaps the issues encountered with other forms of mobile money transfer solutions (mobile, payment,
and transfer) may cause users to pay attention to security or privacy concerns. Hypothesis H5 is therefore
supported.

Results indicated that the intention to adopt M-banking affects satisfaction (0=0.379; p<0.05) and
Trust (0=0.415; p<0.05). After usage, customers find that the system’s functionalities perfectly meet
their needs and that the application is reliable. Therefore, hypotheses H6 and H7 are confirmed.

Lastly, all three factors of financial inclusion (Availability, quality, and Utility) were predicted by inten-
tion to adopt e-banking (respectively 0=0.186, 0=0.179, and O=0.160 at p <0.05). Hypotheses H8, H9,
and H10 are supported. Other authors have demonstrated that mobile technology-based transactions
(wallet, transfer, payment) are beneficial for financial inclusion in Africa (Okello et al., 2018; Zaffar
et al.,, 2019).

Furthermore, an analysis of the post-adoption relationships of M-banking shows the influence of
moderating variables, including individuals’ modern and traditional status orientations. Results indicate
that modern orientation only moderates the relationship between intention to adopt M-banking and
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Figure 2. Structural model.

Table 5. R Squared and predictive relevance of the endogenous variables.
Constructs R Q’predict Conclusion

IFA 0.429 0.415 The model has good predictive power on Financial availability as R? (42.9%) is above
25% and Q? (0.415) is significantly larger than 0.

IFQ 0.392 0.379 The model has good predictive power on Financial quality as R%(39.1%) is above 25%,
and Q? (0.379) is larger than 0.

IFU 0.359 0.348 The model has good predictive power on Financial utility as R? (35.9%) is above 25%,
and Q? (0.348) is larger than 0.

INAD 0.456 0.433 The model has good predictive power on intention to adopt e-banking as R? is above
25% (45.5%) and Q? (0.433) is larger than 0.

SAT 0.636 0.595 The model has good predictive power on satisfaction as R? is above 25% (63.6%) and
Q? (0.595) is larger than 0.

TRUST 0.535 0.505 The model has good predictive power on Trust as R? is above 25% (53.5%) and Q?

(0.505) is larger than 0.

Note: IFA, Financial availability; IFQ, Financial quality; IFU, Financial utility; INAD, Intention to Adoption e-banking; TRUST, Trust; and SAT,
Satisfaction.

financial utility (0=0.124; p<0.05). Figure 3 shows a positive green slope steeper than the red slope,
almost horizontal. Meaning the influence of intention to adopt e-banking on financial utility is stronger
among people with high modern orientation (green slope) compared to those less modern oriented
(red slope). In other words, modern-oriented people with high intentions to adopt M-banking tend to
report higher financial utility compared to individuals with a low modern orientation. Hence, hypothesis
H14c is verified. On the other hand, modern self-perception does not affect the relationship between
intention to adopt M-Banking, Accessibility (IFA: 0=0.071; p>0.05), and financial quality (IFQ: O=0.087;
p>0.05). Hypotheses H14a and H14b are not verified.

Traditional orientation moderates the relationship between the intention to adopt M-banking and the
three factors of financial inclusion. First, Figure 4 shows a green slope that is almost flat and an oblique
red slope, meaning that the relationship between the intention to adopt M-banking and financial avail-
ability is stronger among individuals less traditionally oriented. That relationship tends to be non-existent
among people who are more traditionally oriented. In other words, high intention to adopt M-banking
translates into high financial availability only among less traditionally oriented people.



COGENT BUSINESS & MANAGEMENT ’ 11

Table 6. Hypothesis testing.

Standard
Original sample Sample mean deviation T statistics (|O/
(0) f2 (M) (STDEV) STDEV)) P values Conclusion
HA -> INAD 0.198 0.036 0.182 0.050 3.722 0.000 Supported
HE -> INAD 0.061 0.004 0.074 0.058 1.193 0.273 Unsupported
INAD -> IFA 0.186 0.040 0.187 0.044 4.250 0.000 Supported
INAD -> IFQ 0.179 0.034 0.182 0.043 4.194 0.000 Supported
INAD -> IFU 0.160 0.026 0.163 0.044 3.686 0.000 Supported
INAD -> SAT 0.379 0.256 0.383 0.049 7.668 0.000 Supported
INAD -> TRUST 0.415 0.240 0.420 0.060 6.887 0.000 Supported
SG -> INAD -0.146 0.023 —-0.145 0.049 3.105 0.003 Supported
UE -> INAD 0.475 0.236 0.484 0.052 9.344 0.000 Supported
PPC -> INAD 0.172 0.036 0.69 0.047 9.152 0.000 Supported
Moderations
OM x INAD -> 0.071 0.073 0.053 1.338 0.181 Unsupported
IFA
OM x INAD -> 0.087 0.088 0.059 1.455 0.143 Unsupported
IFQ
OM x INAD -> 0.124 0.124 0.051 2441 0.015 Supported
IFU
OM x INAD -> 0.023 0.020 0.044 0.527 0.594 Unsupported
SAT
OM x INAD -> 0.059 0.058 0.051 1.155 0.244 Unsupported
TRUST
OT x INAD -> IFA —-0.133 -0.134 0.056 2.383 0.017 Supported
OT x INAD -> IFQ —-0.155 -0.156 0.063 2437 0.014 Supported
OT x INAD -> IFU -0.212 -0.212 0.052 4.086 0.000 Supported
OT x INAD -> —0.092 —0.087 0.041 2.242 0.025 Supported
SAT
OT x INAD -> —-0.052 —-0.050 0.049 1.061 0.284 Unsupported
TRUST

Note: IFA, Financial availability; IFQ, Financial quality; IFU, Financial utility; TRUST, Trust; HE, Hedonic Expectation; HA, Habit; INAD, Intention to
Adoption; PPC, Perceived Privacy Concern; SG, Status Gains; UE, Utilitarian Expectation; SAT, Satisfaction; OT, Traditional Status orientation; OM,
Modern status orientation.

Figure 3. The moderating slope of OMxINAD on Financial utility.

A similar moderating effect was observed in the relationship between intention to adopt M-banking
on financial quality (0=0.087; p<0.05). Therefore, interventions that enhance financial quality through
the intention to adopt M-banking are more likely to succeed among less traditionally oriented individu-
als. Hypothesis 11b is supported (Figure 5).

The moderating effect of traditional orientation on the relationship between the intention to
adopt M-banking and financial utility is established (O= -0.212; p<0.001). According to the results
(Figure 6), this relationship is positive among less traditionally oriented people (positive red slope)
and negative among traditionally oriented people (negative green slope). Therefore an increase in
intention to adopt e-banking will translate into an increase in financial utility among less tradition-
ally oriented people. While an increase in intention to adopt M-banking will result in a decrease in
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Figure 4. The moderating slope of OTXINAD on Financial availability.

Figure 5. The moderating slope of OTXINAD on Financial quality.

financial utility among traditionally oriented individuals. So if we want to improve financial utility
using this relationship, we should target less traditionally oriented segment. Hypothesis 11c is
supported.

Traditional orientation positively moderates the effect of the intention to adopt M-banking on satisfac-
tion (O= -0.092; p<0.05). Therefore, (As shown in Figure 7), a high intention to adopt M-banking is associ-
ated with high satisfaction. However, this relationship is stronger among individuals that are less traditionally
oriented compared to those that are attached to traditional values. Hypothesis 12b is supported.

On the other hand, there is no moderating effect of traditional self-perception in the relationship
between the intention to adopt M-Banking and trust (O= -0.052; p>0.05). Hypothesis H12a is not
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Figure 6. The moderating slope of OTXINAD on financial utility.

Figure 7. The moderating slope of OTXINAD on Satisfaction.

supported. We can assume that once they adopt the M-banking application, less traditional value-oriented
individuals only use its basic functions for their daily activities, thereby impeding the establishment of a
trust-based relationship.

Discussions

As banks strive to remain competitive, M-banking is emerging as one of the most effective tools for
providing value-added services to customers and developing quality relationships (Baabdullah et al,
2019). In addition, M-banking is helping to improve financial inclusion among individuals with limited
access to traditional banking services. (Kamdjoug et al., 2021; World Bank Group, 2019). However, very
few studies have been conducted to understand the adoption and use of new technology such as
M-banking in Cameroon. This study extends its investigation beyond the factors influencing M-banking
adoption to explore post-adoption outcomes and moderating variables. It uses the PLS-SEM analytical
technique to test the hypotheses and answer the research questions. The study extends beyond the
mere adoption of technology (which is a short-term objective) and evaluates its effects on long-lasting
relationships. The result is a better understanding of how financial institutions can use this channel to
interact more effectively with their customers and build stronger relationships. The findings enable us to
validate predictors of M-banking adoption, in line with previous literature (Baabdullah et al, 2019;
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Kamdjoug et al,, 2021; Song et al., 2015; Zhang et al., 2018). Some variables of users’ rational perception
and behavioral control have significant relationships with the intention to adopt the M-banking. In addi-
tion, the habit of using the M-banking positively reinforces the intention to adopt. On the other hand,
the results show that the intention to adopt leads to customer satisfaction and improves their trust in
the technology. The adoption of an M-banking application also contributes to financial inclusion. Other
authors have demonstrated that mobile technology-based transactions (wallet, transfer, payment) facili-
tate financial inclusion in Africa (Kamdjoug et al., 2021; Okello et al., 2018; Zaffar et al., 2019).

Furthermore, an analysis of post-adoption M-banking relationships highlights the moderating role of
modern and traditional customer status orientation. Overall, modern status orientation that reflects the
norms, values, and beliefs characteristic of Western culture favorably influences perceptions of new bank-
ing technologies. In contrast, traditional self-perception characteristics of traditional values do not favor
adopting M-banking as a financial inclusion tool in Africa (Bikanda & Mefoute, 2017; Diop & Merunka,
2013). The results have important implications for both theory and practice.

Implications

Theoretical implications

Our work contributes to the understanding of the intention to adopt an M-banking application by indi-
viduals, as well as the ability of this technology to improve the quality of the relationship with the bank
and to promote financial inclusion in developing countries. We reviewed a few models and theories,
including IS/IT. In addition to constructs related to rational perception and behavioral control, we added
constructs related to perceived security and moderating variables related to ‘users’ status orientation.
Thus, our research model can serve as a basis for future work on the consumption of innovative services/
products and the impact of individual variables. At the end of our study, the results explain the intention
to use M-banking at 45.50% (R?> = 0.455). Perceptual variables such as utilitarian expectation (UE), status
gain (SG), PPC, and Habit (HA) significantly explain the intention to adopt M-banking. We then sought
to identify the impact of M-banking adoption intention on both relationship quality and financial inclu-
sion. Our study shows that M-banking applications catalyze relationship quality and financial inclusion.
The study is a continuation of the work of Song et al. (2015), which provides a psychosociological anal-
ysis of the process of influencing the rational perception of M-banking adoption. It further enriches the
model by examining post-adoption variables and moderating variables likely to impact these relation-
ships. Our study corroborates with the work of Kamdjoug et al. (2021) and allows us to overcome some
of the limitations identified. Specifically, the findings apply not only to a single M-Banking application
but can also be extended to most mobile applications identified in the Cameroonian context. The study
considerably broadens our target group and reinforces the generalization of the results. This research
enriches our understanding of banking technology consumption behavior in Africa from a societal per-
spective. This new perspective shows that the orientation of users’ status towards traditional and modern
values significantly influences the relationship between the intention to adopt and the post-adoption
effects of M-banking in Cameroon. In this sense, this work sheds light on the marketing setup of finan-
cial services companies in Cameroon and describes the environment for future firms that would like to
expand there. It confirms the results of the work of Diallo and Diop-Sall (2022), according to which the
management of commercial enterprises in Africa must take cultural aspects into account. For these
researchers, the sociocultural equilibrium of African society is determined by the integration of traditional
and modern values. The significance of modern and traditional orientations is underscored in our study,
as Cameroonian consumers exhibit comparable levels of attachment to innovative technologies despite
their deep-rooted adherence to traditional values. Our results also complement previous work in other
contexts (e.g. Zhang & Jolibert, 2003), indicating how traditional values influence consumer behavior in
countries that host innovative technology concepts.

Practical implications
In addition to contributing to the evolution of research on IS/IT models, our study makes contributions
at the managerial level. This study could help managers of credit institutions and fintech organizations
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choose the right solutions tobuild strong relationships with users and improve financial inclusion.
Furthermore, the critical elements that users generally put forward for adopting and using M-banking
applications were unveiled. These elements are essential for policymakers and solution providers to
develop better tools to improve their business strategies. This study provides bank managers with the
essential tools for effectively implementing applications tailored to meet the specific needs of consum-
ers. The main concerns of M-banking application users regarding security issues were also examined.
These elements can help service/product providers implement effective policies to protect their private/
financial data and that of their customers to reassure them and encourage them to adopt the technol-
ogy. Concerning user status orientation, banking companies should focus on actions to encourage con-
sumer trial of the technology, with an emphasis on the segment of users with less traditional status
orientation. This segment could correspond to young people inclined towards new technologies. The
post-adoption outcomes encourage banks to offer online banking services, as they offer more benefits
to customers and banks. These services require fewer staff and physical branches, generate much lower
operating costs, and offer customers convenience, speed, and 24-hour availability.

Limitations and future direction of the research

This research is not without limitations. First, it focuses only on consumers’ perceptions in one develop-
ing country: Cameroon. However, for many security and privacy issues, behaviors can vary from country
to country. It would be interesting to replicate such studies and strengthen the generalizability of the
findings. Second, integrating other cultural variables is recommended to monitor banking behavior accu-
rately. Furthermore, demographic variables are not included in this model. Therefore, future research
could incorporate the moderating effects of demographic variables to gain further insight into M-banking
consumption behavior.
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