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Abstract: - This research investigates the impact of UTAUT theory, trust perspective and bank's reputation on actual usage of mobile 

banking mediated by behavioral intention in banking industry in Egypt. The objectives of this research are: Identify the factors driving 

customers to adopt mobile banking among commercial banks in Egypt; evaluate the role of bank's reputation in enhancing customers' to 

adopt mobile banking; assess role of cultural dimensions as moderators in enhancing consumers to adopt mobile banking in Egypt ; to 

develop conceptual framework that explain factors affecting consumers' behavioral intention toward mobile banking and eventually its 

actual usage using structural equation modeling. The research uses a quantitative approach; an administrated questionnaire is used to gather 

the required data to test the developed hypotheses, analyzing the data through structural equation model (SEM) using AMOS software 

version 25. Results of this study show: there is a significant direct effect between UTAUT theory, trust attribute, bank's reputation and 

actual usage of mobile banking; there is a significant direct effect between UTAUT theory, trust attribute, bank's reputation and behavioral 

intention toward adopting mobile banking; there is a significant direct effect between behavioral intention toward adopting mobile banking 

and actual usage of mobile banking. Finally, the study found that Hofestede's cultural dimensions moderates the relationship between 

behavioral intention and actual usage of mobile banking.    

Keywords: actual usage of mobile banking, bank's reputation, banking sector, trust attribute perspective, UTAUT model. 

I. INTRODUCTION 

 The noticeable development in information technology has formidable impact on multiple service industries 

especially in banking sector. The banking industry has taken advantage of this technological advancement in 

order to shift from traditional banking services to a new delivery channel which is called self-service (1) which 

encompasses internet banking, E-wallet and mobile banking,..etc. Thus, banks have been investing heavily in 

these electronic channels in order to provide their customers with more flexible ways to accomplish their 

financial and non-financial transactions with clear, complete and timely information which will maximize their 

satisfaction, offers more convenience, easier accessibility and reduce banks' operation costs. On the other hand, 

the enlarged usage of smartphones has offered the banks an opportunity to use smartphones as a more flexible 

and consistent delivery channel for their financial services which will eventually increase customers' efficiency 

and satisfaction (2). Digital banking is a paradigm shift to online banking which mainly depend on high level of 

innovation, automation and internet in order to digitalize banks' operations. In the light of fast technological 

innovations, traditional banks are focusing on shifting their operations to digitized formats for delivering a web 

based financial services (3). One of the most recent delivery channels is mobile banking(M-banking) which is a 

service offered by banks that allow consumers to execute financial(fund transfer, check deposit, open or redeem 

certificates), and non-financial transactions (balance inquiries) without any time or location constraints using a 

mobile device (1).  

The banking sector in Egypt is considered to be the most important part in the economy and it is also one of the 

most stable sectors in the region. In 2022, number of banks operating within Egypt reached to 37 banks (4). 

According to (5), size of banking sector in Egypt has increased three times in last 5 years as the volume of 
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banking sector's assets increased to EGP 10.511 trillion in 2022. In terms of expansion, the banking sector 

spread in an exceptional way as banks' branches increased to reach 4598 current branch, automatic teller 

machine increased to reach 21459 and point of scale increased to reach 188429 POS (5). In 2016, banks pursued 

a digitalization process that will help them to lower their operational cost, serving a broad base of the customers, 

especially those that are in rural areas or don't have a nearby branch. This strategy coincide with financial 

inclusion strategy adopted by central bank of Egypt which focus on backing up cashless society and offering 

financial services to all sectors of the economy (6). 

 However, although the benefits of M-banking and high penetration rate of smartphones & internet, the adoption 

of mobile banking is still in its infancy especially in developing countries as Egypt. According to (KEMP, 

2022), there are 75.6 million internet users in Egypt in january2022. Although Egypt's internet penetration rate 

stood at 71.9% of total population at start of 2022, the percentage of mobile banking users remains small. 

According to (7), the report showed that only 35% of Egyptian used e-wallet while only 27% used digital money 

transfer application. To date, there is a clear gap of knowledge in identifying the most key factors affecting 

behavioral intention to adopt mobile banking and its direct and indirect effect on actual usage. Undoubtedly, the 

acceptance of technological innovation differs from one country to another depending on cultural differences 

between countries (8). However, there is a clear gap of knowledge regarding examining role of cultural 

differences in motivating customers to adopt M-banking especially in developing countries. Moreover, to date, 

there is lack of research integrating reputation in mobile banking context (9). Accordingly, this research seeks to 

investigate the impact of UTAUT theory, trust attribute perspective and bank's reputation on actual usage of 

mobile banking mediated by behavioral intention and under the moderating effect of Hofesetede's cultural 

dimensions.  

In order to achieve this aim, several objectives are needed to be attained. Therefore, this study contains five 

research objectives that are as follows: (RO1) Identify the factors driving customers to adopt mobile banking; 

(RO2) Evaluate the role of bank's reputation in enhancing customers' to adopt mobile banking; (RO3) to assess 

role of cultural dimensions as moderators in enhancing consumers to adopt mobile banking in Egypt. The 

remaining sections in this paper reviews the literature review, illustrates the research design used to collect and 

analyze the necessary data, clarifies the quantitative research results, the hypotheses testing through structure 

equation modeling (SEM), and the research conclusion and discussions.     

II. LITERATURE REVIEW 

 UTAUT model, trust attribute, bank's reputation are considered as the independent variables, behavioral 

intention is considered as the mediator, hofestede's cultural dimensions are considered moderator and actual 

usage of mobile banking is considered as the dependent variable 

A. UTAUT model 

One of the most significant models in area of technological acceptance which was presented by (10). Since its 

appearance, it was proved to be a very good predictor for acceptance of specific technology because it explains 

70% of variance in behavior intention. This theory consists of 6 main constructs; performance expectancy (PE), 

effort expectancy (EE), social influence (SI) and facilitating conditions (FC), Behavioral intention (BI) and 

actual usage.  

Performance expectancy (PE): 

t is defined as the degree to which consumers think that using electronic banking channels will be more useful 

for them in executing their financial and non-financial transactions than traditional banking branches (11). (12) 

found out that PE has positive influence on behavioral intention to adopt internet banking and eventually its 

actual usage in Fiji. This is in line with (13) who validated that higher level of perceived usefulness would 

generate consumers' behavior willingness and that more substantial degree of perceived usefulness would 

eventually lead to higher level of adoption of financial services by M-banking users.  

Effort expectancy (EE):  

It can be defined as the degree of ease related to using a system (11). (12) illustrated that consumers are 

involved in cognitive tradeoff process between effort required to adopt this technology in front of benefits 

attained through it. (12) proved that EE has positive effect on behavioral intention to adopt internet banking and 

its actual usage in Fiji. In Vietnam, (9) asserted that perceived ease of use has a positive impact on behavioral 

intention to use mobile banking.  

Social influence (SI):  
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It is the degree to which an individual realizes that people who are close to him and influence his ideas believe 

he should adopt the new system (11). (12) proved SI has positive effect on behavioral intention to adopt internet 

banking and eventually its actual usage in Fiji. (14)recorded that social influence is a critical variable in 

enhancing usage intention and eventually its actual usage.  

Facilitating conditions (FC) 

According to (Venkatesh, Morris, Davis, & Davis, 2003) facilitating conditions is the degree to which individual 

believes in the existence of organizational and technical infrastructure which smoothen the usage of the new 

system.  (12) found that facilitating conditions is the most influential factor to behavioral intention adopt internet 

banking and its actual usage in Fiji. Based upon previous findings, the following hypothesis is developed: (H1) 

UTAUT theory influences actual use of M-banking; (H2) UTAUT theory influences behavioral intention to 

adopt M- banking. 

B. Trust attribute perspectives 

It encompasses two independent variables which are perceived security and trust.  

Perceived security (PSC) 

It indicates protection of data, personal information and financial transactions from disclosure, fraud or abuse 

(6) or from being disseminated, collected and misused by any unauthorized third party (15). (11)Found that 

customer satisfaction with security offered by electronic banking is the main antecedents to adopt mobile 

banking in India. In malaysia, (16) claimed that perceived security of e-wallet has a positive influence on 

behavioral intention to use e-wallet and eventually e-wallet actual usage.  

Trust: 

It plays a fateful role in online-banking activities because it diminishes the feeling of insecurities and 

uncertainties that results from the absence human interactions in mobile banking platform and in alleviating risk 

related to online technology (17). (18) argued that when banks firstly build initial trust throughout their 

interactions with their customers, keep their promises, act on customers' own interest, then consumers will in 

return trust their financial institution. In this case, consumers are willing to translate this trust in accepting M-

banking technology. In consistent with this, (11)concluded that trust is the main factor for customer satisfaction 

in adopting M-banking in India. (19) acknowledged that trust positively influences behavioral intention to use e-

wallet in Indonesia and eventually its actual usage. THUS, the following hypotheses are developed: (H3) trust 

attribute influences actual use of M-banking; (H4) trust attribute influences behavioral intention to adopt M- 

banking  

C. Bank's reputation (BR) 

 (2) defined bank's reputation as the degree to which mobile banking users realize the bank's identity, image and 

personality. It is degree to which bank is recognized to possess the ability, goodwill and integrity in delivering 

mobile banking services. Taking into consideration that customers who use online financial services aren't able 

to interact face-to-face with bank's staff which means that there is lack of reassuring social information as facial 

expressions and gestures. Thus, good reputation can alleviate feeling of insecurity resulting from lack of non-

verbal communication (9). In a study conducted in U.K, U.S, India and Brazil, (2)proved that bank's reputation 

positively related with mobile banking usage. (9)confirmed that good reputation is a good predictor of 

customers' behavior intentions. Thus, the following hypotheses are developed: H5: bank's reputation influences 

actual usage. H6: bank's reputation influences behavioral intention M-banking. 

D. Behavioral intention (BI) 

It is defined as individuals' intention to take certain actions. With reference to UTAUT, A person's intention to 

use will definitely determine his usage behavior (20). In line with this, (1)argued that there is significant positive 

relationship between behavioral intention and actual usage in Iran. In the same token, (21) underlined the 

significant impact of behavioral intention on user behavior toward using mobile banking in Indonesia. Based 

upon the previous studies, the following hypothesis is developed: H7: behavioral intention to adopt mobile 

banking influences actual usage 

E. Actual usage 

 It's defined as user's self-reported frequency and volume of use. In other words, it's the observable response in a 

given situation. It is considered a consequence of behavioral intention and provides an indication about 

individual readiness to execute a specific action (12).  
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F. hofestede's cultural dimensions 

Culture can be defined as the way in which people can solve problems and dilemmas in patterns of values and 

ideas that are important for human behavior. Beyond any doubts, human behaviors toward innovations are 

influenced by his/her cultural orientation. For example, national characteristics of culture can shape our 

perceptions toward a specific innovation. Research demonstrates that customer's behavior toward adopting new 

innovation can vary from country to another. (2) confirmed that cultural dimensions are important factors to 

consider when studying adoption of information technologies. In this essence, hofstede advocated a number of 

cultural dimensions which are uncertainty avoidance, masculinity & femininity. 

Uncertainty avoidance (UNCERT) 

It represents the level to which individuals feel uncomfortable or threatened with new situations. It exemplifies 

the degree to which individuals feel threatened by ambiguous situations (3). (2) compared between 4 different 

countries which present different cultural characteristics namely UK, India, Brazil and the U.S, (2) concluded 

that uncertainty avoidance has a positive moderating effect on intention to use and actual usage.  

Masculinity & femininity (M/F):  

It is defined as the level to which dominant values are masculine as strength, assertiveness and not caring for 

others (22). A culture with high score of M/F index is masculine culture where people tend to be more assertive, 

materialistic, like achievements and success which help banks to be more efficient and competitive (3). While a 

low score of M/F level is a feminine culture which is symbolized by caring for others, sympathized and prefer 

quality of life. In a comparative study between effect of culture on usage of digital banking in Pakistan and 

China, (3) reported that in china; masculinity was found to have a moderating effect on actual usage of digital 

banking. This shows the tendency of Chinese toward competition and struggle for success. Thus, the following 

hypothesis is developed: H8: hofestede's dimensions moderate the relation between behavioral intention and 

actual use.  

 

Figure 1- Conceptual Framework 

III. RESEARCH METHODOLOGY 

For the purpose of this research, the research population is customers who are using M- banking of any 

commercial bank in Egypt. The research questionnaire was administered to 700 respondents, 499questionnaires 

representing 71.3%were returned,62 questionnaires representing 8.9% were incomplete or ineligible or refusals 

and 201 (28.7%) were not reached. There were 437 acceptable responses, a response rate 62.4%, which is highly 

adequate for the nature of this study. In this Research Paper, the Amos 25.0 software package was used to 

perform the structural equation modelling (SEM) to investigate the inter‐relationships between the 

constructs of the hypothesized model. Hypotheses Testing Following a confirmatory factor analysis, the 

valuation of the structural model through testing of the hypotheses underlying the research model is conducted.  
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IV. RESULTS AND FINDINGS 

Based on the frequency analysis, the respondents in this study were customers who are using mobile banking of 

any commercial bank operating in Egypt and who came from different socio-demographic background as shown 

in table 1.  

Table 1: The Respondents Socio-demographic Traits  

Var Desc Freq % Var Desc Freq % 

How 

many 

times use 

M-

banking 

Daily 

basis 

One/two 

a week 

One/two 

a month 

rarely 

131 

 

 

 

174 

 

89 

 

43 

30 

 

 

 

39.8 

 

20.4 

 

9.8 

Name of 

responde

nt's bank 

NBE 

BM 

BDC 

CIB 

QNB 

other 

231 

26 

10 

44 

49 

77 

52.9 

5.9 

2.3 

10.1 

11.2 

17.6 

Services 

when 

using M-

banking 

Balance 

inquiries 

Open/red

eem 

certificat

e 

Fund 

transfer 

All of 

the 

above 

other 

97 

 

 

12 

 

 

 

59 

 

 

226 

 

 

43 

22.2 

 

 

2.7 

 

 

 

13.5 

 

 

51.7 

 

 

9.8 

Educatio

n level 

Interme

diate/ab

ove-

intermed

iate 

Bachelo

r degree 

Post 

graduate 

19 

 

 

222 

 

196 

4.3 

 

 

50.8 

 

44.9 

Age 16-30 

31-40 

41-50 

Above 

51 

155 

193 

73 

16 

35.5 

44.2 

16.7 

3.7 

Professio

n 

Govern

mental  

Private 

Self-

employe

e 

Housewi

fe 

student 

161 

211 

32 

 

5 

 

28 

36.8 

48.3 

7.3 

 

1.1 

 

6.4 

Income 

level 

Less 

than 

3000 

EGP 

3301-

5000EG

P 

5001-

1000EG

P 

10001-

15000E

G  

15001-

2000EG

P 

22 

 

51 

131 

 

77 

 

69 

5 

 

11.7 

30 

 

17.6 

 

15.8 

I don't 

use m-

banking 

when 

Unsure 

of its 

quality 

It does 

s.thing 

strange 

Security 

is 

compro

mised in 

anyway 

129 

 

130 

 

178 

29.5 

 

29.7 

 

40.7 

I Use m-

banking to 

Achieve 

fame & 

glory 

 

43 

 

 

 

9.8 
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Compete 

with 

people 

 

Help 

people 

even if I 

have to 

do s.th 

difficult 

51 

 

 

 

343 

11.7 

 

 

 

78.5 

 

Composite reliability (CR) is used to measure the reliability of a construct in the measurement model. CR is a 

more presenting way of overall reliability and it determines the consistency of the construct itself [19]. CR of 

(PE = 0.837, SI=0.807, EE=0.827, FC =0.918, BI=0.938, BR=0.872, PSC= 0.843, Trust = 0.755 and Actual 

usage =0.920). So, it clearly identified that in measurement model all construct have good reliability. The 

Average Variances Extracted (AVE) should always above 0.50 (Hair et al., 2019). The average variances 

extracted (AVE) of the particular constructs (PE= 0.564, SI =0.583, EE= 0.561, FC =0.691, BI=0.750, BR 

=0.581, PSC = 0.573, Trust = 0.540 and Actual usage =0.698) are more than 0.500.  Overall, these measurement 

results are satisfactory and suggest that it is appropriate to proceed with the evaluation of the structural model.

  

Table 2: Model Measures 

Variables 

Composite 

Reliability 

CR 

Average 

Variances 

Extracted  

AVE 

Square 

Root 

of  

AVE  

Maximum 

Reliability 

MaxR(H) 

Performance 

expectancy 
0.837 0.564 0.751 0.854 

Social 

influence 
0.807 0.583 0.763 0.814 

Effort 

expectancy 
0.827 0.561 0.749 0.790 

Facilitating 

conditions 
0.918 0.691 0.831 0.932 

Behavioral 

intention 
0.938 0.750 0.835 0.925 

Bank's 

reputation 
0.872 0.581 0.757 0.846 

Perceived 

security  
0.843 0.573 0.735 0.871 

trust 0.755 0.540 0.866 0.941 

Actual usage  0.920 0.698 0.762 0.891 

 

Measurement model Results:  

The 9 factor was subjected to CFA using the AMOS software. DF was 702 2 /DF 

has a value of 1.966, that is less than 2.0 (it should be less than or equal 2.0). The RMSEA was .045 (it should 

be less than 0.08). The TLI index was .942 which is very close to 1.0 (a value of 1.0 indicates perfect fit). The 
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CFI was .948.  All indices are close to a value of 1.0 in CFA, indicating that the measurement models provide 

good support for the factor structure determined through the CFA.  

 
Figure (2) Structural Model (Final Result) 

Structural model summary: 

As shown in figure 2, The results of structural’ model using the AMOS software, shows that DF was 729 (it 
2 /DF has a value of 2.644, that is less than 2.0 (it should be less than or equal 2.0). 

The RMSEA was .059 (it should be less than 0.08). The TLI index was .902 which is very close to 1.0 (a value 

of 1.0 indicates perfect fit). The CFI was .908.  All indices are close to a value of 1.0 in CFA, indicating that the 

measurement models provide good support for the factor structure determined through the CFA.  

V. RESEARCH CONCLUSION 

This research investigated the UTAUT model, trust attribute and bank's reputation on actual use of M-banking 

with mediating role of behavioral intention and moderating role of Hofestede's dimensions in banking sector in 

Egypt. The objectives of this research are: to identify the factors driving customers to adopt mobile banking; to 

evaluate the role of bank's reputation in enhancing customers' to adopt mobile banking; to assess role of cultural 

dimensions as moderators in enhancing consumers to adopt mobile banking in Egypt; to develop conceptual 

framework that explain factors affecting consumers' actual usage toward mobile banking whether directly or 

indirectly through mediating behavioral intention; to formulate recommendations that help banks' managers and 

marketers in enhancing consumers to adopt mobile banking., using structural equation modeling. The following 

paragraphs illustrate the results of each objective achieved.  

The individual tests of significance of the relationship between the variables reveals that, a positive relationship 

between UTAUT theory and actual usage (β = 0.528, CR (Critical Ratio) = 15.934, CR > 1.96, p = 0.000, 

p<0.05). Therefore, (H1: UTAUT influence actual usage) is supported. That result is consistent with (12). H2: 

UTAUT influence Behavioral intention is supported as the result shows that (β = 0.565, CR (Critical Ratio) = 

28.224, CR > 1.96, p = 0.000, p<0.05). That result is consistent with (12); (9), (1).  H3: Trust attribute 

perspective influences actual use is supported as the result shows that (β = 0.172, CR (Critical Ratio) = 13.672, 

CR > 1.96, p = 0.000, p<0.05), that result is consistent with (11), (19). H4: Trust attribute perspective influences 

behavioral intention is supported as the result shows that (β = 0.300, CR (Critical Ratio) = 15.058, CR > 1.96, p 

= 0.000, p<0.05), the result is consistent with (19), (16). H5: Bank's reputation influences actual use is supported 

as the result shows that (β = 0.762, CR (Critical Ratio) = 28.224, CR > 1.96, p = 0.000, p<0.05). That result is 

consistent with (2) and contradictory with (23). H6: Bank's reputation influences behavioral intention is 

supported as the result shows that (β = 0.240, CR (Critical Ratio) = 3.985, CR > 1.96, p = 0.000, p<0.05) that 

result is consistent with (9). H7: Behavioral intention influences the actual use is supported as the result shows 

that (β = 0.646, CR (Critical Ratio) = 11.297, CR > 1.96, p = 0.000, p<0.05) that result is consistent with (20). 

H8:Hofestede's dimensions moderates relationship between intention to use and actual use is supported. The 

result is consistent with (2)& (3).  
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VI. RESEARCH DISCUSSION 

This paper explored the direct and indirect effects of UTAUT model, trust attribute and bank's reputation on 

actual usage of mobile banking. The outcomes of this study are supported by existing research. For example, the 

results of H1 (UTAUT influence actual use) match with (12) who indicate the higher level of ease, usefulness, 

ease, social influence and the existence of adequate infrastructure and tutorials of mobile banking, the higher 

number of people who will use it. The result of H2 (UTAUT influences behavioral intention) match with (12); 

(9), (1) who indicates customers will be intended to use M-banking as far as the application is easy learning, 

useful, not complicated in its usage and that the bank provides illustrations, live chat, chat bot and tutorials 

concerning internet banking usage.  

The results of H3(Trust attributes influences actual use) matched with (11) who Found that customer satisfaction 

with security offered by electronic banking is the main antecedents to adopt mobile banking in India. Also the 

findings match with (24) who stated that building trust in online transactions is a delicate process as it is tough 

to be achieved and easy to lose. Moreover, trust plays a crucial role in M-banking because it helps in reducing 

customers' anxieties of insecurities and uncertainties resulting from lack of human contact and physical 

interaction. The results of H4(trust attribute influences behavioral intention) matched with (16) claimed that 

perceived security of e-wallet has a positive influence on behavioral intention to use e-wallet in Malaysia. It is 

also in line with (25) who affirmed that perceived security positively influence intention to reuse M-banking in 

Morocco because of fateful role of perceived security and confidentiality of transactions and personal 

information in shaping customers' attitude toward M-banking. Moreover, (26) found out that trust was ranked 

the second in importance in describing the factors behind adoption of mobile banking among three different 

segments (egyptians in egypt, americans in U.S and egyptians in U.S). This denotes that no matter where 

consumers live; trust in mobile banking providers, application and their banks will be their key predictor in 

mobile banking adoption. 

The results of H5 (bank's reputation influences actual use) match with (2) who proved that bank's reputation 

positively related with M-banking usage which means the higher degree that the bank is perceived as possessing 

the goodwill and integrity to deliver mobile banking, the higher usage of mobile banking in U.S, U.K, India and 

Brazil. The result of H6 (bank's reputation influences behavioral intention) matches with (9) who confirmed 

reputation plays an important role in promoting intention to use mobile banking. H7 (behavioral intention 

influences actual use of M-banking) matches with (27) who pointed out the strong correlation between 

behavioral tendency of using mobile banking and customer actual behavior in Tehran. This denotes that the 

higher intention to use M-banking, the higher probability of frequency of actual using M-banking. The result of 

H8 which states that hofestede's dimensions moderates the relationship between behavioral intention and actual 

use matches with (2) who concluded that uncertainty avoidance has a positive moderating effect on intention to 

use and actual usage in U.S, U.K, Brazil and India. This denotes that the higher degree of certainty that people 

have toward mobile banking, the higher degree of adoption toward mobile banking.   It matches with (3) who 

found that in china, masculinity was found to have a moderating effect on actual usage of digital banking. This 

shows the tendency of Chinese toward competition and struggle for success.  

VII. LIMITATIONS AND FUTURE DIRECTIONS 

This study faced several limitations when conducting the research. First, because this study was cross-sectional, 

it is not possible to investigate the nature of cause-and-effect connections between the variables. Future study 

should therefore focus on the requirement for a longitudinal strategy. Second, as a method of data collection, the 

questionnaire also had its limitations and could not examine all the information in detail.  The answers in the 

questionnaire were based on the customers' perception and did not take into account deeper explanations and 

reasons for choosing the selected answers. These limitations also represent recommendations and guidelines for 

future studies. Third, a convenience sample approach was used to gather information from respondents over a 

predetermined period of time, which led to a limitation. The range of respondents who might participate was 

restricted by the short time window for data collecting. Because responses are acquired based on respondents' 

accessibility and may not give a representative sample, the convenience sampling approach used to gather 

responses may have also limited the range of respondents who would participate. 
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