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Abstract: The purpose of this study is to investigate the factors influencing the usage of mobile 
banking service technology by a commercial bank in Ethiopia, Harar city. This study uses the TAM 
model by integrating perceived usefulness, perceived ease of use, perceived risk, perceived trust, and 
perceived awareness to investigate the factors influencing the usage of mobile banking service 
technology by a commercial bank in the city of Harar in Ethiopia. The study employed a quantitative 
approach with both explanatory and descriptive research designs. This study was conducted on the 
basis of information acquired from clients of the commercial bank of Ethiopia's five branches in the 
city of Harar. A survey was conducted via a questionnaire; 385 of the 400 issued surveys were used. 
The data were analyzed with SPSS version 20. The research results revealed that perceived 
usefulness, perceived ease of use, and perceived awareness had a significant positive effect on mobile 
banking usage and that major factors influencing mobile banking perceived trust had a significant 
negative effect on mobile banking usage, whereas perceived risk had an insignificant negative effect 
on mobile banking customers located in Harar city. The study recommended that banks should aim 
to make their mobile banking as simple and easy to use as possible so that customers do not perceive 
them as being complicated or difficult to use. 

Keywords: Usage of Mobile banking Service; TAM; Perceived Usefulness; Perceived Ease of Use; 
Perceived Risk; Perceived Trust; and Perceived Awareness 
 

1. Introduction 

Mobile banking is used for the operation of the bank for current accounts and savings for deposit 
or payment accounts. This is because mobile phones and other handheld devices have been firmly 
established as alternative forms of payment in technologically advanced societies (Singh, 2014). 
Mobile banking is one of the emerging trends in the marketing of products. As such, it is regarded as 
a tool of electronic marketing, which is characterized by the use of interactive wireless media to 
provide customers with product information at any time in a way that benefits stakeholders or by a 
set of procedures that enables an organization to interact with its audience (Bihari, 2014). As a result, 
many businesses have started utilizing mobile marketing to streamline their processes and remain in 
constant contact with their clients, including banks, which have started to increase the number of 
mobile banking services they offer. This form of service is regarded as an advanced method of 
offering banking services to clients because it calls for a foundational understanding from clients, 
interactional experience, and a shift in the clients' traditional banking practices (Medberg & 
Heinonen, 2014). 

A number of valuable studies in the area of mobile banking have been conducted over the years 
back in North America, Europe and Asia. Africa, which considers it a developing continent and 
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mobile banking, is still very new in the technology world. However, additional studies carried out in 
the middle of the 2000s revealed that mobile banking has developed more quickly in Sub-Saharan 
Africa than in the majority of other regions of the world within a relatively short period of time and 
is anticipated to continue growing (International Telecommunications Union, 2005). Researchers, 
such as Gerrard (2003), La foret (2005), Masinge (2010), Teo et al. (2011), Al-Jabri (2012), Dineshwar 
(2013) and others, have presented evidence for a number of variables that influence customer 
behavior intentions to use mobile banking; however, the study of mobile banking has received little 
attention in the literature in Ethiopia. 

The existing research in Ethiopia included mobile banking in electronic banking challenges and 
barriers (Bultum, 2012), (Garedachew, 2010). To the best of the researcher's knowledge, no research 
has been conducted on the factors influencing the usage of mobile banking in Ethiopia, specifically 
inHararcity. Therefore, this gap and the empirical gap mentioned above motivate student researchers 
to undertake research to overcome the issues that influence mobile banking services to understand 
this new technology in the banking sector. 

2. Literature Review 

2.1. Factors Affecting Mobile Banking Usage 

Many researchers have used different theoretical frameworks in the adoption of new 
technological innovations. Among the frameworks that have been developed on the basis of past 
studies include the technology acceptance model (TAM) (Davis et al., 1989), which posits two sets of 
beliefs, i.e., perceived ease of use (PEOU) and perceived usefulness (PU), to determine an individual's 
acceptance of a technology. The additional TAM constructs perceived risk, awareness and trust, as 
indicated in different studies, and extends the existing TAM model by adding four new constructs to 
understand mobile banking adoption in Taiwan. These are perceived credibility, perceived self-
efficacy, perceived cost and perceived risk (Luarn & Lin, 2005a). 

Technology Acceptance Model (TAM) 

This is the most pervasive approach where Davis (1989) presented a theoretical model aiming to 
predict and explain ICT usage behavior, that is, what causes potential adopters to accept or reject the 
use of information technology. Theoretically, the TAM is based on the theory of reasoned action 
(TRA). In the TAM, two theoretical constructs, perceived usefulness and perceived ease of use, are 
the fundamental determinants of system use and predict attitudes toward the use of the system, that 
is, the user’s willingness to use the system. 

1. Perceived Usefulness 

According to the TAM, “perceived usefulness is the degree to which a person believes that using 
a particular system would enhance his or her job performance”(Davis et al., 1989). Perceived 
usefulness is the degree to which a person thinks that adopting mobile banking would benefit them. 
In the context of mobile banking services, the effect of perceived usefulness has received widespread 
recognition. (Chen & Barnes, 2007). Previous research has consistently argued that there is a positive 
relationship between the perceived usefulness of mobile banking, mobile banking intentions and 
attitudes toward mobile banking and mobile banking usage (Bhatti, 2007). For example, Chang (2003) 
examined the contributing factors and determined that perceived usefulness was an important factor 
in fostering a positive attitude towards accepting internet banking services. Additionally, there is a 
strong correlation between the use of mobile banking and the perceived usefulness of mobile banking 
in the literature on mobile banking. (Davis, 1989; Geffen, Karaganda& Straub, 2003; Venkatesh& 
Morris, 2000). 

Thus, the research hypothesis was as follows: 

H1. Perceived usefulness has a significant positive effect on the usage of mobile banking services. 
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2. Perceived Ease of Use 

Perceived ease of use is defined as the extent to which a person thinks that using a given method 
would be effortless. Prior studies have shown that perceived ease of use has a significant effect on 
usage intention, either directly or indirectly through its effect on perceived usefulness (Venkatesh, 
2000). Information such as details of products or services, their benefits, and usage guidelines needs 
to be provided, as it will make it easier for customers to adopt mobile banking (Jeong & Yoon, 2013). 
Furthermore, “perceived ease of use helps in building trust with banks as it may send a signal that 
banks have truly put in thought about their end users”(Lin & Wang, 2006). Many previous empirical 
studies further show that perceived ease of use has a positive influence on the adoption of mobile 
commerce (Khalifa & Shen, 2008). 

Thus, the research hypothesis was as follows: 

H2. Perceived ease of use has a significant positive effect on the usage of mobile banking services. 

3. Perceived Risk 

Perceived risk is the “uncertainty use of about the use pursuit of a desired outcome”(Gerrard & 
Cunningham, 2003). According to Lee (2009), performance risk is the loss caused by a failure of a 
mobile banking server. The term "security/privacy risk" describes the possibility of suffering financial 
loss as a result of fraud or a hacker jeopardizing the security of a mobile banking user. Time risk is 
the term for the inconvenience and loss of time caused by payment processing delays or difficult 
navigation. 

A study by Wu and Wang (2005) on mobile commerce, where more than three-fifths (60%) of 
the respondents had online transaction experience, revealed that perceived risk positively influences 
the behavioural intent to use a product. According to the literature review, it is hypothesized that 
security, financial, time, social and performance risks are more likely to have a negative effect on the 
adoption of mobile banking(Wu & Wang, 2005). 

Thus, the research hypothesis was as follows: 

H3. Perceived risk has a significant negative effect on the usage of mobile banking services. 

4. Perceived Trust 

Trust is a variable that has attracted the attention of many scholars and plays a mysterious role 
in the “adoption of mobile payments”(Misra & Wickamasinghe, 2004). Trust is a fundamental 
component for establishing and maintaining successful relationships between customers and 
businesses (Garbarino & Johnson, 1999). 

Brand loyalty is simply defined as the repetitive purchase of preferred brand products or 
services. A favourable attitude toward the mobile vendor results in repeat buying behaviour(Lin & 
Wang, 2006). For the purpose of this study, Harris and Goode (2004) reported that customer loyalty 
in an online business is positively and directly associated with customer loyalty for online services 
(Harris & Goode, 2004). Since mobile banking is considered an extension of internet banking (Brown 
et al., 2003), it is therefore considered to be part of online services. Hence, a customer’s operations in 
mobile banking positively influence the service adoption of mobile banking. 

Thus, the research hypothesis was as follows: 

H4. Perceived trust has a significant negative effect on overall mobile banking services. 

5. Perceived Awareness 

Awareness creation speeds the sales of products and evidence from different participants, laying 
credence to this. The level of awareness is an important factor in encouraging consumers to adopt 
related self-service facilities (Palvia, 2009). The amount of information customers have about 
impacting adoption. According to (Sathye, 1999), even if the use of an online banking service is still 
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a relatively new experience for many people, a significant obstacle to the adoption of internet banking 
is a lack of awareness of the service. Customers were shown to be ignorant of the options, benefits, 
or drawbacks associated with internet banking in an empirical study of Australian consumers. 

Thus, the research hypothesis was as follows: 

H5. Perceived awareness of mobile banking services has a significant positive effect on the usage of mobile 
banking services. 

2.2. Benefits of Mobile Banking 

Mobile banking, a commercial technique combining technology and commerce, allows 
customers to access specialized services without visiting traditional banks. Supported by SMS, it 
saves time, allows location flexibility, and offers convenience (Olasina, 2015). Mobile banking saves 
banks time, enabling effective marketing and sales efforts. It reduces costs of courier, communication, 
and paper work, and reduces the need for branch visits. This fosters a positive relationship, increasing 
customer loyalty(Mishra & Sahoo, 2013). Mobile banking offers numerous benefits, such as saving 
time and travel costs for customers, enabling timely payment of utility bills, and avoiding fines. 
Despite its widespread use, it remains underutilized (Riquelme & Rios, 2010b; Mishra & Sahoo, 2013; 
Delport, 2010). 

2.3. Research Gap 

Dineshwar and Steven (2013) provided evidence for several factors that affect customers' 
intentions to utilise mobile banking; however, research on mobile banking has received less attention 
in the Ethiopian literature (Ramdhony & Munien, 2013). The existing research in Ethiopia included 
mobile banking in electronic banking challenges and barriers (Bultum, 2012), (Garedachew, 2010), 
(Gezahegn, 2016), and (Nesibu, 2017). To the best of the researcher's knowledge, no study has 
investigated the factors influencing the use of mobile banking service technology in Ethiopia, 
particularly in Harar city. To develop an understanding of this modern technology in the banking 
sector, this study aims to address the problems that affect the usage of mobile banking services. 

2.4. Conceptual Framework 

 

Figure 1. Conceptual Framework. Source: TAM Model Luarnand Lin (2005) and DIT model Rogers (2013). 

3. Research Methodology 

3.1. Description of the Study Area 

Harar city, the capital of the Harari Region in Ethiopia, has a population of 273,000, with 62.6% 
living in urban areas and 37.4% in rural areas. The region is divided into six urban and three rural 
districts, with minority ethnic groups including Oromo, Amhara, and Harari. followed Islam, 
Orthodox, Catholic, and Protestant religions (Harari Educational Bureau, 2018). 
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Figure 2. Map of the Harari Regional State. Source: Harari Region President Office Face book Page. 

3.2. Research Approaches and Design 

Quantitative research, the measurement and classification requirements of the information that 
is gathered demand that study designs are more structured, fixed and predetermined in their use to 
ensure accuracy in measurement and classification (Kumar, 2018). To study the factors influencing 
the usage of mobile banking service technology in Harar city, a quantitative research approach is 
preferable to formulate hypotheses. Used both descriptive and explanatory research design. 

3.3. Data Collection Methods 

Primary source of data were used through questionnaires collected from customers of the 
Commercial Bank of Ethiopia Harar city branches. The closed-ended questions were developed on 
five-point Likert scales ranging from 5 (strongly agree) to 1 (strongly disagree). 

3.4. Target Population 

The target populations are customers of the Commercial Bank of Ethiopia in Harar City who use 
mobile banking services. Among the eight branches of CBE in Harar city, five branches (Harar 
branch, Jegol branch, Shenkor branch, Jenela branch, and Aboker branch) that implement mobile 
banking were selected as the branch target population. According to information obtained from the 
CBE Harar branch, 285,000 customers currently use mobile banking in these five branches in Harar 
city. 

3.5. Sample Size and Sampling Method 

The size of the sample depends upon the precision that the researcher desires in estimating the 
population parameter at a particular confidence level. According to Yamane (1967), a more 
straightforward formula is provided to determine sample sizes. The sample sizes were determined 
via the following formula. e = 0.05 or a 5% margin of error, together with a 95% confidence level, were 
assumed. The researcher used the following formula to determine the sample size. 

2
Nn

1 N(e )
=

+
 

where 

n = sample size 
N = population size 
e = sample error at 5% 
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n = 2850001 + 285000(0.05ଶ) = 399.44 

28500/713.5=399.44 There for n =400 approximately 

The researcher distributes this computed sample size to each branch on the basis of a convenience 
sampling strategy so that they can contact the respondent when they are using the banking service. 
The representatives of each branch obtained by the researcher via proportional allocation are shown 
in the table below: 

Table 1. Sample size determination. 

No Name of Branch Active mobile 
banking user(N) 

Sample size form each strata by using 
proportional method(n)  

1 Harar branch 75,000 105 
2 Jegol branch 61,000 86 
3 Shenkor branch 50,000 70 
4 Jenela branch 44,000 62 
5 Aboker branch 55,000 77 

Total 285,000 400 
Source: CBE Harar Branch Digital Department, 2023. 

The researcher used a purposive sampling method to obtain the opinions of the branches of the 
commercial bank of Ethiopia Harar city. The total sample size of the studies was 400, and the sample 
size or participants were determined via a statistical formula. 

3.6. Model Specification 

This research utilised multiple regression models to analyse the factors influencing mobile 
banking usage. The equation was built on one dependent variable and five independent variables, 
using Pearson correlation and linear multiple regression techniques. 

Therefore, the form of the model is given by: 

Y = β+ β1X1 + β2 X2 + β3 X3 + β4 X4 + β5 X5+𝜀𝑖 
where Y is the dependent variable (usage of mobile banking). 

X1, X2, X3, X4, and X5 are the independent variables (perceived usefulness, perceived ease of use, 
perceived risk, perceived trust and awareness), and β1 is the intercept term, which gives the mean or 
average effect on Y of all the variables excluded from the equation, although its mechanical 
interpretation is the average value of Y when the stated independent variables are set equal to zero. 
β1, β2, β3, β4, and β5 refer to the coefficients of the respective independent variables, which measure 
the change in the mean value of Y per unit change in their respective independent variables. 

Table 2. Summary of Variables. 

Variable Expected Sign (+/-) Notation Description 
Dependent Variable 

Y  UMBST Usage of Mobile Banking Service Technology 
Independent Variable 

X1 +ve PU Perceived Usefulness 
X2 +ve PEOU Perceived Ease of Use 
X3 -ve PR Perceived Risk 
X4 -ve PT Perceived Trust 
X5 +ve PA Perceived Awareness 
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3.7. Validity and Reliability 

Validity is the accuracy of a measuring tool in detecting actual differences between individuals, 
and is crucial in determining the validity of a data gathering method, as research problem nature and 
researcher's opinions often influence evidence (Kothari, 2004). 

According to Hair et al. (2003), reliability refers to the consistency of measurements used in tests. 
Cronbach's alpha is a method used to measure items and questionnaire mean. The most commonly 
accepted value is 0.70 or higher for internal reliability. 

Table 3. Reliability Statistics. 

Constructs  Cronbach's Alpha N of Items 
PU .892 5 
PEOU .740 5 
PR .981 5 
PT .825 5 
PA .740 5 
Source: Field survey data from May 2023 via SPSS 20. 

8.8. Data Analysis Method 

The method of analysis was descriptive statistics, which refers to a set of concepts and methods 
used in organizing, summarizing, tabulating, and describing collections of data. Studies that focus 
on describing a certain person or group's features are known as descriptive research studies. 
Additionally, inferential statistics, such as correlation analysis, can be used to determine the 
significance and direction of a correlation between two variables considered in this study and 
regression analysis to examine the relationship between the dependent variable (usage of mobile 
banking services) and the five independent variables, that is, perceived usefulness, perceived ease of 
use, perceived risk, perceived trust, and awareness, with Pearson correlation and linear multiple 
regression techniques. 

3.9. Ethical Consideration 

Due consideration was given to obtaining consent from each participant about their 
participation in the study. This study was conducted on a strictly voluntary basis. The researcher 
should respect the participant’s citation and privacy. The findings of the research did not deviate 
from the outcome of the research. In addition, the researcher fully acknowledges all the reference 
materials used in the study. 

4. Results and Discussion 

This part of the paper presents the results of a study involving 400 questionnaires sent to 
Commercial Bank of Ethiopia customers in Harar and collected 385 questionnaires, revealing a 
response rate of 96.25%. 

4.1. Correlations Analysis 

To determine the existence and level of association, the researcher used bivariate correlation. 
The Pearson correlation coefficient falls between -1.0 and +1.0 and indicates the strength and direction 
of the association between the two dependent and independent variables (Field, 2005). 
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Table 4. Correlations between variables. 

Correlations 
 PU PEOU PR PT PA UMBST 

PU 
Pearson Correlation 1  
Sig. (2-tailed)  

PEOU 
Pearson Correlation .314** 1  
Sig. (2-tailed) .000  

PR 
Pearson Correlation -.515** -.605** 1  
Sig. (2-tailed) .000 .000  

PT 
Pearson Correlation .411** .276** -.466** 1 
Sig. (2-tailed) .000 .000 .000  

PA 
Pearson Correlation .390** .379** -.519** .351** 1
Sig. (2-tailed) .000 .000 .000 .000 

UMBST 
Pearson Correlation .591** .596** -.858** .389** .536** 1
Sig. (2-tailed) .000 .000 .000 .000 .000

**. Correlation is significant at the 0.01 level (2-tailed). 
b. Listwise N=385 

Source: Field survey data from May 2023 via SPSS 20. 

As shown in the correlation matrix, mobile banking usage is positively and significantly related 
to perceived usefulness (r = 0.591, p value = 0.000 <0.01). There is also a significantly positive 
relationship: perceived ease of use (r=0.596, p value = 0.000 <0.01) and perceived risk (r= -0.858, p 
value = 0.000 <0.01) have significant and negative relationships; perceived trust (r = 0.389, p value = 
0.000 <0.01) has a weak positive relationship; and perceived awareness (r=0.536, p value = 0.000 <0.01) 
has a significantly positive relationship. 

On the basis of the correlation results, three variables, i.e., perceived usefulness, perceived ease 
of use and perceived awareness, have a strong relationship and statistically significant correlation; 
this means that a change in three variables strongly correlates with changes in the dependent variable 
(usage of mobile banking). Perceived risk and perceived trust are less correlated than the other 
variables are. 

4.1.1. Regression Analysis 

All the assumptions of the multiple regressions were satisfied under this study. For multiple 
regressions, the researcher checked the collinearity problem with the assumption of tolerance and 
variance inflation factor (VIF) statistics. 

Regression Model Summary 

Table 5. Regression model summary. 

Model Summary 
Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

1 .885a .784 .781 .568 1.600
a. Predictors: (Constant), PA, PT, PEOU, PU, PR 
b. Dependent Variable: UMBST 

Source: Field survey data from May 2023 via SPSS 20. 

As we can see in Table 5 above, the adjusted R square value is 0.781. This means that 78.1% of 
the variation observed in the usage of mobile banking can be explained by perceived usefulness, 
perceived ease of use, perceived risk, perceived trust and perceived awareness. In other words, 78.1% 
of the potential usage of mobile banking can be attributed to independent variables. Our model 
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explains 78.1% of the variation observed in usage of mobile banking, and the remaining 21.9% is 
unexplained (i.e., likely due to other factors), which could be beyond the study's parameters. 

Table 6. ANOVA. 

ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 

1 
Regression 443.229 5 88.646 274.533 .000b

Residual 122.378 379 .323
Total 565.606 384

a. Dependent Variable: UMBST 
b. Predictors: (Constant), PA, PT, PEOU, PU, PR 

Source: Field survey data from May 2023 via SPSS 20. 

As indicated from Table 6, analysis of variance (ANOVA) shows whether the regression model 
is significantly better at explaining the usage of mobile banks (dependent variable) than is the use of 
the mean as the best predictor. The ANOVA results are highly significant (F = 274.533, sig = .000), 
indicating that perceived usefulness, perceived ease of use, perceived risk, perceived trust, and 
perceived awareness can significantly influence the usage of mobile banking. Therefore, the overall 
results of the regression analysis show that this model is well constructed and well represented, as 
reflected in the variables selected. The standardized coefficient B column gives us the coefficients of 
the independent variables in the regression equation, including all the predictor variables, as 
indicated below. 

Table 7. Regression Results. 

Coefficients  

Model 
Unstandardized 

Coefficients Standardized Coefficients 
t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance  

1 

(Constant) 4.908 .369 13.305 .000 .684 1.463 
PU .207 .029 .204 7.050 .000 .628 1.592 
PEOU .170 .046 .111 3.667 .000 .442 2.263 
PR -.876 .047 -.672 -18.701 .000 .734 1.363 
PT -.087 .035 -.070 -2.515 .012 .694 1.440 
PA .144 .046 .090 3.130 .002 .684 1.463 

a. Dependent Variable: UMBST   
Source: Field survey data from 2023. 

UMBST = 4.908 + .204PU + .111PEOU + (-.672PR) + (-.070PT) + .090PA +εi 
Based on the results indicated in Table 7; the beta coefficients demonstrated that the five 

independent variables under study, with the exception of perceived risk, had a significantly positive 
influence on the usage of mobile banking (sig..001). The beta weight is the average amount that the 
dependent variable increases when the independent variable increases by one (all other independent 
variables are held constant). As these are standardized perceived trust, with a beta value of -.070, and 
risk, with a beta value of -.672, are the poorest predictors of usage of mobile banking when it is 
compared with the other explanatory variables under study. , we can compare them. Thus, the factors 
with the greatest influence on the use of mobile banking are perceived usefulness (.204), perceived 
ease of use (.111), and perceived awareness (.090). In contrast, perceived trust, with a beta value of -
.070, and risk, with a beta value of -.672, are the poorest predictors of usage of mobile banking when 
it is compared with the other explanatory variables under study. Hence, perceived usefulness, 
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perceived ease of use, perceived trust, and perceived awareness are the key factors influencing the 
usage of mobile banking in Harar city. 

Table 8. Summary of the hypothesis. 

Hypothesis Effects Decision Significant level 
H1: the perceived usefulness has a positive 
effect on usage of mobile banking service 

Significant Positive 
Effect 

Do not reject H1 Βeta1=0.204 
P-Value=0.000 
Sig<0.01 

H2: the perceived ease of use has a positive 
effect on usage of mobile banking service. 

Significant Positive 
Effect 

Do not reject H1 Βeta2=0.111 
P-Value=0.000 
Sig<0.01 

H3: the perceived risk has a negative effect 
on usage of mobile banking service. 

Significant 
Negative Effect 

Do not reject H1 Βeta3=-0.672 
P-Value=0.000 
Sig<0.01 

H4: the perceived trust has a positive effect 
on usage of mobile banking service. 

Significant 
Negative Effect 

Reject H1 Βeta4=-0.070 
P-Value=0.012 
Sig<0.01 

H5: the perceived awareness has a positive 
on usage of mobile banking service. 

Significant Positive 
Effect 

Do not reject H1 Βeta5=0.266 
P-Value= 0.002 
Sig<0.01 

Source: From the result of Field Survey data may, 2023. 

Perceived Usefulness: Based on the results indicated in Table 7 the coefficient of perceived 
usefulness is 0.204 and its P-value is 0.000. Holding other explanatory variables constant perceived 
usefulness was found to have a positive and statistically significant influence on usage of mobile 
banking service as its value of significance is less than 0.01. Therefore, the researcher should reject 
the null hypothesis that indicates perceived usefulness has a positive effect on mobile banking. This 
result is found to be in line with Luarn & Lin's (2005) finding that perceived usefulness has a positive 
influence on mobile banking usage and Jeongang Yoon (2013), perceived usefulness has a significant 
effect on behavioural intention towards mobile banking. The possible reason for the significant 
positive relationship could be that most customers choose to use mobile banking services because 
they see the benefits they could obtain and also the convenience and anytime, anywhere accessibility. 

Perceived ease of use: Based on the results indicated in Table 7 the coefficient of perceived ease 
of use is 0.111 and its P-value is 0.000. Holding other explanatory variables constant perceived ease 
of use has emerged in this study as also a positive and statistically significant influence on the usage 
of mobile banking services as its value of significance is less than 0.01. Therefore, the researchers 
reject the null hypothesis that indicates perceived ease of use has a positive effect on mobile banking. 
This finding is consistent with the results by Khalifa & Shen (2008) and Kimet et al. (2009) that stated 
in previous empirical studies that perceived ease of use has a positive influence on the usage of 
mobile banking. 

Perceived risk: Based on the results indicated in Table 7 the coefficient of perceived risk is -0.672 
and its P-value is 0.000. Holding other explanatory variables constant, perceived risk was found to 
have a negative and statistically insignificant influence on usage of mobile banking services, which 
is a significant value less than 0.01. Therefore, the researcher should reject the null hypothesis that stated 
perceived risk to have a negative but insignificant effect on usage of mobile banking. Significantly, 
this finding is found to be inconsistent with Laforet and Li (2005), Luarn and Lin (2005), Mallat (2007), 
and Gu et al. (2009), who all found perceived risk to be one of the critical factors to be focused on 
while designing and developing a mobile banking service. 

Perceived trust: Based on the results indicated in Table 7 the coefficient of perceived trust is -
0.070 and the P-value is 0.012. Holding other explanatory variables constant, perceived trust was 
found to have a negative and statistically significant influence on usage of mobile banking services, 
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as its value of significance is greater than 0.01. Therefore, the researcher fails to reject the null 
hypothesis that customer’s trust means there is no sufficient evidence to support the positive 
relationship between perceived trust and usage of mobile banking service. This result is inconsistent 
with findings of Lee (2009) that indicated higher levels of confidence in a service provider will 
increase a user's desire to do mobile banking transactions. It is probable that customers may be less 
willing to use mobile banking as a result of the negative impact of trus. 

Perceived Awareness: Based on the results indicated in Table 7 the coefficient of perceived 
awareness is 0.266 with a p-value of 0.000. It can be seen that maintaining other explanatory variables 
and constant perceived awareness was found to have a positive and statistically significant influence 
on usage of mobile banking services, as its value of significance is less than 0.01. Therefore, the 
researchers reject the null hypothesis that stated perceived awareness about mobile banking to have 
a positive effect on mobile banking usage. This implies that there is a significant relationship between 
awareness and usage of mobile banking service technology, which is similar to the prior research of 
Laforet & Li (2005) that indicated awareness to significantly influence customers’ usage of online and 
mobile banking. This outcome can be explained by the fact that most bank customers believe they 
have the necessary information to use mobile banking. This suggests that this variable is an essential 
factor influencing usage of mobile banking service technology in Commercial Bank of Ethiopia Harar 
City. 

5. Conclusions 

The study examines the factors influencing mobile banking service usage in Harar city. It found 
that perceived usefulness, ease of use, risk, trust, and awareness are key factors. The study found that 
customers perceive mobile banking as a practical and quick method for financial transactions. Ease 
of use is also positively influenced by banks' guidance. Perceived risk has a small effect on mobile 
banking usage, while perceived trust has a significant negative effect. Awareness is positively 
influenced by the familiarity of all mobile banking services, including transfers, account 
management, and deposits. 

5.1. Future Research Directions 

The following are areas that could be considered for future research: 
The contributions of demographic factors such as age and gender to the use of mobile banking 

services are not given much attention in this study; future researchers can examine the influence of 
demographic factors that influence the use of mobile banking service technology. 
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