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APPENDIX A: SPSS Results 

Frequency 

 

GENDER 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 154 49.5 49.5 49.5 

Female 157 50.5 50.5 100.0 

Total 311 100.0 100.0  

 

 

AGE GROUP 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 21 - 30 181 58.2 58.2 58.2 

31 - 40 107 34.4 34.4 92.6 

41 - 50 16 5.1 5.1 97.7 

51 & above 7 2.3 2.3 100.0 

Total 311 100.0 100.0  

 

 

RACE 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Malay 63 20.3 20.3 20.3 

Chinese 196 63.0 63.0 83.3 

Indian 45 14.5 14.5 97.7 

Others 7 2.3 2.3 100.0 

Total 311 100.0 100.0  
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OCCUPATION 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Unemployed 7 2.3 2.3 2.3 

Middle Management 71 22.8 22.8 25.1 

Supervisor 88 28.3 28.3 53.4 

Clerical/Supporting Staff 127 40.8 40.8 94.2 

Own Business 18 5.8 5.8 100.0 

Total 311 100.0 100.0  

 

EDUCATION LEVEL 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid SPM/MCE 4 1.3 1.3 1.3 

STPM/HSC 6 1.9 1.9 3.2 

Certificate/Diploma 32 10.3 10.3 13.5 

Degree/Professional 

Certificate 

212 68.2 68.2 81.7 

Postgraduate 57 18.3 18.3 100.0 

Total 311 100.0 100.0  

 

INCOME GROUP 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid <=RM1,500 29 9.3 9.3 9.3 

RM1,501 - RM3,000 30 9.6 9.6 19.0 

RM3,001 - RM5,000 129 41.5 41.5 60.5 

RM5,001 - RM7,000 101 32.5 32.5 92.9 

RM7,001 - RM9,000 15 4.8 4.8 97.7 

>=RM9,001 7 2.3 2.3 100.0 

Total 311 100.0 100.0  
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MARITAL STATUS 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Single 154 49.5 49.5 49.5 

Married 157 50.5 50.5 100.0 

Total 311 100.0 100.0  

 

 

Descriptive Statistic 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation Skewness Kurtosis 

 Statistic Statistic Statistic Statistic Statistic Statistic Statistic 

PEOU 311 22.00 41.00 31.6302 3.95641 -.258 -.355 

PU 309 5.00 32.00 20.5631 6.47573 -.190 -.730 

PC 311 9.00 21.00 14.5145 2.83508 .188 -.704 

SN 310 18.00 40.00 30.3548 4.95774 -.082 -.597 

BC 311 11.00 39.00 22.7106 6.75277 .248 -.650 

PR 311 9.00 32.00 19.6270 5.40989 -.016 -.767 

ATU 311 27.00 48.00 37.8232 4.52779 -.050 -.628 

BITU 311 7.00 21.00 15.0000 3.60197 -.271 -.609 

Valid N (listwise) 308       

PEOU  – Perceived ease of use  BC   – Behavioral control 

PU  – Perceived usefulness  PR   – Perceived risk 

PC  – Perceived credibility  ATU  – Attitude to use 

SN – Subjective norms  BITU   – Behavioral intention to use 
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Reliability Analysis 

Perceived Ease of Use Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.853 .855 6 

 

 

Perceived Ease of Use Item Statistics 

 Mean Std. Deviation N 

PEOU1 - Mobile banking is 

easy to use 

5.53 .777 311 

PEOU2 - Learning to operate 

mobile banking is easy for me 

5.39 .865 311 

PEOU3 - It would be easy for 

me to become skillful at using 

mobile banking 

5.50 .823 311 

PEOU4 - It is easy to make 

the mobile banking services 

do what I want it to 

5.05 .907 311 

PEOU5 - The interaction with 

mobile banking services are 

clear and understandable 

5.09 .851 311 

PEOU6 - It is easy to interact 

with mobile banking services 

5.07 .973 311 

 

Perceived Usefulness Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.949 .949 5 
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Perceived Usefulness Item Statistics 

 Mean Std. Deviation N 

PU1 - Using the mobile banking is a 

time-saving way 

4.30 1.352 309 

PU2 - Using the mobile banking is an 

efficient way 

4.28 1.481 309 

PU3 - Using mobile banking would 

improve my performance in 

conducting banking transaction 

4.06 1.437 309 

PU4 - Using mobile banking would 

make it easier for me to conduct 

banking transaction 

3.90 1.374 309 

PU5 - I would find mobile banking 

useful in conducting my banking 

transaction 

4.03 1.457 309 

 

Perceived Credibility Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized Items N of Items 

.602 .602 5 

 

Perceived Credibility Item Statistics 

 Mean Std. Deviation N 

PC1 - Using mobile banking would 

not divulge my personal information 

2.84 .907 311 

PC2 - I would find mobile banking 

secure in conducting my banking 

transactions 

2.77 .898 311 

PC3 - Using mobile banking facilities 

is financially secure 

2.96 .841 311 

PC4 - I trust the security measure of 

mobile banking technology 

2.98 .900 311 

PC5 - I trust the ability of mobile 

banking system to protect my privacy 

2.96 .917 311 
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Subjective Norms Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized Items N of Items 

.773 .793 6 

 

 

Subjective Norms Item Statistics 

 Mean Std. Deviation N 

SN1 - People who influence 

my behavior would think I 

should use mobile banking 

5.00 1.291 310 

SN2 - It is expected that 

people like me use the mobile 

banking 

4.73 1.511 310 

SN3 - People I look up to 

expect me to use mobile 

banking 

5.35 1.167 310 

SN4 - People who are 

important to me think I should 

use mobile banking 

5.17 1.029 310 

SN5 - People who are 

important to me would find 

using mobile banking a good 

idea 

5.05 1.051 310 

SN6 - People who are 

important to me would find 

using mobile banking 

beneficial 

5.06 1.123 310 
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Behavioral Control Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.873 .881 6 

 

Behavioral Control Item Statistics 

 Mean Std. Deviation N 

BC1 - Using the mobile 

banking is entirely within my 

control 

3.32 1.559 311 

BC2 - I would be able to use 

mobile banking 

3.71 1.340 311 

BC3 - I have the ability to use 

mobile banking 

3.72 1.471 311 

BC4 - I have the knowledge 

to use mobile banking 

3.91 1.431 311 

BC5 - I feel free to use the 

kind of mobile banking 

services I like to 

4.08 1.367 311 

BC6 - I have the necessary 

means and resources to use 

the mobile banking 

3.97 1.451 311 

 

 

Perceived Risk Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.828 .832 5 
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Perceived Risk Item Statistics 

 Mean Std. Deviation N 

PR1 - Advances in mobile security 

technology provide for safer mobile 

banking transactions 

3.92 1.413 311 

PR2 - It is very easy for my money to be 

stolen if using mobile banking 

4.18 1.579 311 

PR3 - I am not confident over the 

security aspect of mobile banking 

3.75 1.214 311 

PR4 - Others will know information 

concerning my mobile banking 

transaction 

4.00 1.495 311 

PR5 - Others can tamper with 

information concerning my mobile 

banking transaction 

3.79 1.300 311 

 

Attitude To Use Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized Items N of Items 

.852 .854 7 

 

Attitude To Use Item Statistics 

 Mean Std. Deviation N 

ATU1 - Using mobile banking is a good idea 5.59 .756 311 

ATU2 - Using mobile banking is a wise idea 5.10 .904 311 

ATU3 - I think that using mobile banking is 

beneficial to me 

5.12 .832 311 

ATU4 - I like the idea of using mobile banking 5.13 .965 311 

ATU5 - Using the mobile banking would be 

pleasant 

5.90 .783 311 

ATU6 - I have positive perception about using 

mobile banking 

5.68 .897 311 

ATU7 - My attitude toward mobile banking is 

favorable 

5.30 1.047 311 
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Behavioral Intention to Use Reliability Statistics 

 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.944 .944 3 

 

Behavioral Intention to Use Item Statistics 

 Mean Std. Deviation N 

BITU1 - I intend to use mobile 

banking continuously in the 

future 

5.05 1.213 311 

BITU2 - I will strongly 

recommend others to use 

mobile banking 

4.95 1.282 311 

BITU3 - I will frequently use 

mobile banking in the future 

4.99 1.301 311 
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Pearson Correlation 

 

Correlations 

  PEOU PU PC SN BC PR ATU BITU 

PEOU Pearson Correlation 1 .134
*
 -.596

**
 .403

**
 .069 .217

**
 .788

**
 .434

**
 

Sig. (2-tailed)  .018 .000 .000 .224 .000 .000 .000 

N 311 309 311 310 311 311 311 311 

PU Pearson Correlation .134
*
 1 -.135

*
 .339

**
 .035 .089 .338

**
 .619

**
 

Sig. (2-tailed) .018  .018 .000 .542 .118 .000 .000 

N 309 309 309 308 309 309 309 309 

PC Pearson Correlation -.596
**
 -.135

*
 1 -.307

**
 -.074 -.208

**
 -.555

**
 -.244

**
 

Sig. (2-tailed) .000 .018  .000 .192 .000 .000 .000 

N 311 309 311 310 311 311 311 311 

SN Pearson Correlation .403
**
 .339

**
 -.307

**
 1 .027 .338

**
 .430

**
 .341

**
 

Sig. (2-tailed) .000 .000 .000  .638 .000 .000 .000 

N 310 308 310 310 310 310 310 310 

BC Pearson Correlation .069 .035 -.074 .027 1 .021 -.016 .088 

Sig. (2-tailed) .224 .542 .192 .638  .712 .781 .123 

N 311 309 311 310 311 311 311 311 

PR Pearson Correlation .217
**
 .089 -.208

**
 .338

**
 .021 1 .144

*
 .046 

Sig. (2-tailed) .000 .118 .000 .000 .712  .011 .419 

N 311 309 311 310 311 311 311 311 

ATU Pearson Correlation .788
**
 .338

**
 -.555

**
 .430

**
 -.016 .144

*
 1 .590

**
 

Sig. (2-tailed) .000 .000 .000 .000 .781 .011  .000 

N 311 309 311 310 311 311 311 311 

BITU Pearson Correlation .434
**
 .619

**
 -.244

**
 .341

**
 .088 .046 .590

**
 1 

Sig. (2-tailed) .000 .000 .000 .000 .123 .419 .000  

N 311 309 311 310 311 311 311 311 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

PEOU  – Perceived ease of use  BC   – Behavioral control 

PU  – Perceived usefulness  PR   – Perceived risk 

PC  – Perceived credibility  ATU  – Attitude to use 

SN – Subjective norms  BITU   – Behavioral intention to use 
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Multiple Regressions 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

Durbin-

Watson 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .752
a
 .566 .556 2.40701 .566 55.868 7 300 .000 1.416 

a. Predictors: (Constant), attitude to use, perceived risk, perceived usefulness, perceived credibility, subjective 

norms, behavioral control, perceived ease of use 

b. Dependent Variable: Behavioral intention to use 

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2265.779 7 323.683 55.868 .000
a
 

Residual 1738.105 300 5.794   

Total 4003.883 307    

a. Predictors: (Constant), attitude to use, perceived risk, perceived usefulness, perceived credibility, 

subjective norms, behavioral control, perceived ease of use 

b. Dependent Variable: Behavioral intention to use 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -8.536 2.296  -3.718 .000   

PEOU .124 .062 .137 2.005 .046 .312 3.208 

PU .270 .024 .485 11.253 .000 .779 1.283 

PC .143 .062 .113 2.325 .021 .616 1.623 

SN .009 .033 .012 .267 .789 .688 1.453 

BC .041 .021 .077 1.999 .047 .973 1.028 

PR -.041 .027 -.061 -1.499 .135 .862 1.160 

ATU .306 .055 .385 5.573 .000 .304 3.294 

a. Dependent Variable: Behavioral intention to use 

PEOU  – Perceived ease of use  BC   – Behavioral control 

PU  – Perceived usefulness  PR   – Perceived risk 

PC  – Perceived credibility  ATU  – Attitude to use 

SN – Subjective norms 
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Normality Test: Histogram for Research Variables 
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Normality Test: Box-Plot Analysis for Research Variables 
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APPENDIX B: Questionnaire Survey 
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