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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 to look at factors that influence how people use mobile
banking services in a commercial bank in Harar, Ethiopia. It includes factors like how useful people find it, how easy they think
it is to use, the risk they feel about security or privacy, how much they trust it, and how aware they are as important elements. 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 was 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, while it was found that perceived risk had no significant negative effect on mobile banking users
in Harar. The study suggests that banks should make their mobile banking services as simple and easy to use as possible so
customers do not find them complicated or hard to use.
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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 [40]. 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 pro-
vide customers with product information at any time in a way
that benefits stakeholders or by a set of procedures that ena-
bles an organization to interact with its audience [3]. As a
result, many businesses have started utilizing mobile mar-
keting to streamline their processes and remain in constant
contact with their clients, including banks, which have started
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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 expe-
rience, and a shift in the clients' traditional banking practices
[30].

Over the years, many studies on mobile banking have been
done in North America, Europe, and Asia. Africa, including
Ethiopia, is still developing, and mobile banking is a new
technology there. However, studies from the mid-2000s
showed that mobile banking has grown very quickly in
Sub-Saharan Africa compared to other parts of the world, and
is expected to continue growing [19]. Researchers like [1, 29,
41] and others have looked at variables that influence cus-
tomers' intentions to use mobile banking. But studies on this
topic in Ethiopia are very limited.

In Ethiopia, some research has explored mobile banking
as part of electronic banking challenges and barriers [5, 12].
To the best of the researcher's knowledge, no study has
specifically looked at the factors affecting mobile banking
usage in Ethiopia, particularly in Harar. This gap in research
motivates student researchers to explore these issues and
better understand mobile banking technology in the banking
sector.

2. Literature Review

2.1. Factors Affecting Mobile Banking Usage

Many researchers have used different theory frameworks
to understand new technological adoption. One of the most
well-known frameworks is the Technology Acceptance
Model (TAM) [8], which includes two beliefs: perceived
ease of use (PEOU) and perceived usefulness (PU) to de-
termine how people accept a technology. Some studies have
expanded TAM by including perceived risk, trust, and
awareness, adding four new constructs to better understand
mobile banking adoption in Taiwan. These are perceived
credibility, perceived self-efficacy, perceived cost, and
perceived risk [28].

Technology acceptance model (TAM)

This is the most pervasive approach where [7] 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.

2.1.1. Perceived Usefulness

According to the TAM, “perceived usefulness is the degree
to which a person believes that using a particular system
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would enhance his or her job performance” [8]. 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 re-
ceived widespread recognition [6]. Previous research has
consistently argued that there is a positive relationship be-
tween the perceived usefulness of mobile banking, mobile
banking intentions and attitudes toward mobile banking and
mobile banking usage [2]. For example, [6] examined the
contributing factors and determined that perceived usefulness
was an important factor in fostering a positive attitude to-
wards 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 [7, 13, 43].

Thus, the research hypothesis was as follows:

H,: Perceived usefulness has a significant positive effect on
the usage of mobile banking services.

2.1.2. Perceived Ease of Use

Perceived ease of use refers to how easy a person thinks it
will be to use a method. Previous studies have shown that
perceived ease of use has a strong effect on usage intention,
either directly or through its influence on perceived usefulness
[42]. Giving customers information about products, their
benefits, and how to use them helps them feel more com-
fortable in using mobile banking [20]. Additionally, perceived
ease of use helps build trust with banks by showing that banks
care about their users [27]. Many previous studies have also
shown that perceived ease of use has a positive impact on the
adoption of mobile commerce [21].

Thus, the research hypothesis was as follows:

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

2.1.3. Perceived Risk

Perceived risk is defined as the uncertainty involved in
using a method to achieve a desired outcome [14]. According
to [26], performance risk refers to the loss caused by a failure
of the mobile banking server. The term "security/privacy risk"
means the chance of losing money because of fraud or hack-
ing. Time risk is the term for the inconvenience and loss of
time caused by payment processing delays or difficult navi-
gation.

A study by [44] 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. Based on past research,
it is hypothesized that security, financial, time, social, and
performance risks have a negative effect on mobile banking
adoption [44].

Thus, the research hypothesis was as follows:

Hs: Perceived risk has a significant negative effect on the
usage of mobile banking services.
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2.1.4. Perceived Trust

Trust is a variable that has drawn the attention of many
scholars and plays an important role in the "adoption of mo-
bile payments" [32]. Trust is essential for building and main-
taining successful relationships between customers and
businesses [11, 14]. 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 behavior [27]. For the purpose of this study, [18] re-
ported that customer loyalty in an online business is positively
and directly associated with customer loyalty for online ser-
vices [18]. Since mobile banking is considered an extension of
internet banking [4], 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:

H,: Perceived trust has a significant negative effect on
overall mobile banking services.

2.1.5. Perceived Awareness

Awareness plays a key role in speeding up product sales,
and this is supported by evidence from different participants.
How aware people are a big part of why they might want to
use self-service options [35]. The amount of information
customers have about influencing adoption. According to [39],
even if the use of an online banking service is still 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:

2.4. Conceptual Framework

Perceived Usefulness

Perceived Ease of Use

Perceived Risk

Hs: 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 tech-
nology and commerce, allows customers to access specialized
services without visiting traditional banks. Supported by SMS,
it saves time, allows location flexibility, and offers conven-
ience [34]. Mobile banking saves banks time, enabling effec-
tive 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 [31]. Mobile banking offers numerous ben-
efits, such as saving time and travel costs for customers, en-
abling timely payment of utility bills, and avoiding fines.
Despite its widespread use, it remains underutilized [9, 31,
37].

2.3. Research Gap

According to [10] provided evidence for several factors that
affect customers' intentions to utilise mobile banking; how-
ever, research on mobile banking has received less attention in
the Ethiopian literature [36]. The existing research in Ethiopia
has looked at the challenges and barriers related to mobile
banking within electronic banking, as seen in studies by [5, 12,
15, 33]. 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 better understand how this modern technology is used
in the banking sector, this study focuses on the issues that
affect how people use mobile banking services.

Q Use of Mobile

Banking Ser-
vice (UMBS)

NG
>

—

>

Perceived Trust

Perceived Awareness

/

Source: Reviewed from TAM Model [28] and DIT model [38].

Figure 1. Conceptual Framework.
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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).

Source: Wikipedia, 2025

Figure 2. Map of the Harari Regional State.

3.2. Research Approaches and Design

Quantitative research involves gathering and classifying
information in a way that is structured and predefined to en-
sure accurate measurement. This is important for making sure
the data is reliable and easy to analyze [24]. 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

The main source of data came from questionnaires given to

customers of the Commercial Bank of Ethiopia in Harar city.
The questions were closed-ended and used a five-point Likert
scale, where 5 meant "strongly agree" and 1 meant "strongly
disagree."

3.4. Target Population

The target populations are customers of the Commercial
Bank of Ethiopia in Harar City who use mobile banking ser-
vices. 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. Ac-
cording 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 sample size was chosen based on how precise the re-
searcher wanted to be when estimating the population pa-
rameter at a specific confidence level. According to [45], 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.

_ N
n= 1+N(e2)
Where
n = sample size
N = population size
e = sample error at 5%
285000

= 399.44

n=————
1+285000(0.052)

28500/713.5=399.44

There for n =400 approximately

The researcher divided this sample size among the branches
using a convenience sampling method. This helped them
reach out to respondents when they were using banking ser-
vices. 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

(N)
1 Harar branch 75,000
2 Jegol branch 61,000

Active mobile banking user

113

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

105
86
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No Name of Branch N)

3 Shenkor branch 50,000
4 Jenela branch 44,000
5 Aboker branch 55,000
Total 285,000

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 analysis was
based on one dependent variable and five independent variables.
The study used Pearson correlation and multiple regression
techniques to look at how these variables are related.

Therefore, the form of the model is given by:

Active mobile banking user

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

70
62
77
400

Y = B+ BuXy + By Xy + Bg Xg + Ba Xy + Bs Xst+EL

where Y is the dependent variable (usage of mobile banking).

X1, Xy, X3, X4, and Xs are the independent variables (per-
ceived usefulness, perceived ease of use, perceived risk,
perceived trust and awareness), and B; is the intercept term,
which gives the mean or average effect on Y of all the varia-
bles excluded from the equation, although its mechanical
interpretation is the average value of Y when the stated in-
dependent variables are set equal to zero. By, B2, Bs, Ba, and Ps
refer to the coefficients of the respective independent varia-
bles, 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
Dependent Variable

Y UMBST
Independent Variable

X1 +ve PU

X2 +ve PEOU
X3 -ve PR

X4 -ve PT

X5 +ve PA

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 [23].

According to [17], reliability refers to the consistency of
measurements used in tests. Cronbach's alpha is a way to assess
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Description

Usage of Mobile Banking Service Technology

Perceived Usefulness
Perceived Ease of Use
Perceived Risk
Perceived Trust

Perceived Awareness

the internal reliability of a questionnaire. Usually, a score of
0.70 or higher is considered acceptable for consistency.

Table 3. Reliability Statistics.

Constructs Cronbach's Alpha N of Items

PU .892


http://www.sciencepg.com/journal/ijfbr

International Journal of Finance and Banking Research

http://www.sciencepg.com/journal/ijfbr

Constructs Cronbach’s Alpha N of Items
PEOU .740 5
PR .981 5
PT .825 5
PA 740 5

Source: Field survey data from May 2023 via SPSS 20

3.8. Data Analysis Method

The analysis method used was descriptive statistics, which
involves organizing, summarizing, and describing data. This
type of research focuses on describing the characteristics of
individuals or groups. Additionally, inferential statistics, such
as correlation analysis, can be used to determine the signifi-
cance 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 re-
searcher 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 in-
volving 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 find out if there are relationships between variables, the
researcher used bivariate correlation. The Pearson correlation
coefficient ranges from -1.0 to +1.0 and shows the strength
and direction of the relationship between two variables (Field,
2005).

Table 4. Correlations between variables.

Correlations

PU PEOU

Pearson Correlation 1
PU

Sig. (2-tailed)

Pearson Correlation 3147 1
PEOU

Sig. (2-tailed) .000

Pearson Correlation -515™ -.605™
PR

Sig. (2-tailed) 000 000

Pearson Correlation 4117 276
PT

Sig. (2-tailed) 000 000

Pearson Correlation .390™ 3797
PA

Sig. (2-tailed) 000 000

Pearson Correlation 591" 596"
UMBST

Sig. (2-tailed) 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
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PR PT PA UMBST
1

-.466" 1

.000

-519™ 351" 1

.000 .000

-.858™ 389" 536" 1

.000 .000 .000
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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). The study found that there
are significant relationships between certain variables. Per-
ceived ease of use (r=0.596, p value = 0.000 <0.01) and per-
ceived awareness (r=0.536, p value = 0.000 <0.01) have
strong positive relationships with the usage of mobile banking.
Perceived risk (r=-0.858, p value = 0.000 <0.01) has a strong
negative relationship, while perceived trust (r = 0.389, p value
=0.000 <0.01) has a weak positive relationship.

Based on these results, perceived usefulness, perceived
ease of use and perceived awareness are strongly related to the

usage of mobile banking and have a statistically significant
correlation. Changes in these variables are closely linked to
changes in the dependent variable (usage of mobile banking).
On the other hand, perceived risk and perceived trust are less
strongly correlated than the other variables.

4.2. Regression Analysis

All the assumptions of the multiple regressions were satis-
fied under this study. For multiple regressions, the researcher
checked the collinearity problem with the assumption of tol-
erance and variance inflation factor (VIF) statistics.

Table 5. Regression model summary.

Model Summary

Model R R Square

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

.781

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

Adjusted R Square

Std. Error of the Estimate Durbin-Watson

.568 1.600

potential usage of mobile banking can be attributed to inde-
pendent variables. Our model explains 78.1% of the variation
observed in usage of mobile banking, and the remaining 21.9%
is unexplained that is likely due to other factors), which could
be beyond the study's parameters.

Table 6. ANOVA.

ANOVA?

Model Sum of Squares
Regression 443.229

1 Residual 122.378
Total 565.606

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

Df Mean Square F Sig.
5 88.646 274.533 .000°
379 .323

384

116

results are highly significant (F = 274.533, sig =.000), indi-
cating that perceived usefulness, perceived ease of use, per-
ceived risk, perceived trust, and perceived awareness can
significantly influence the usage of mobile banking. There-
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fore, the overall results of the regression analysis show that
this model is well constructed and well represented, as re-
flected in the variables selected. The standardized coefficient

B column gives us the coefficients of the independent varia-
bles in the regression equation, including all the predictor
variables, as indicated below.

Table 7. Regression Results.

Coefficients
Unstandardized Coefficients
Model
B Std. Error Beta
(Constant) 4.908 .369
PU .207 .029 .204
PEOU 170 .046 111
. PR -.876 .047 -.672
PT -.087 .035 -.070
PA 144 .046 .090

a. Dependent Variable: UMBST

Source: Field survey data from 2023

Standardized Coefficients

Collinearity Statistics

t Sig.
Tolerance

13.305 .000 .684 1.463
7.050 .000 .628 1.592
3.667 .000 442 2.263
-18.701  .000 134 1.363
-2.515 .012 .694 1.440
3.130 .002 .684 1.463

UMBST = 4.908 +.204PU +.111PEOU + (-.672PR) + (-.070PT) +.090PA +¢j

Based on the results indicated in table 7; the beta coeffi-
cients 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, is the poorest predictors of usage of
mobile banking when it is compared with the other explana-
tory variables under study. Hence, perceived usefulness,
perceived ease of use, perceived trust, and perceived aware-
ness are the key factors influencing the usage of mobile
banking in Harar city.

Table 8. Summary of the hypothesis.

Hypothesis Effects

H,: the perceived usefulness has a positive effect on
usage of mobile banking service

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

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

Significant Positive Effect

Significant Positive Effect

Significant Negative Ef-

Decision Significant level

Betal=0.204
P-Value=0.000
Sig<0.01

Do not reject H1

Beta2=0.111
P-Value=0.000
Sig<0.01

Do not reject H1

Beta3=-0.672
P-Value=0.000
Sig<0.01

Do not reject H1
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Hypothesis Effects

H,: the perceived trust has a positive effect on usage of

mobile banking service. fect

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

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

Perceived Usefulness: Looking at the results in Table 7, the
coefficient for perceived usefulness is 0.204, and the P-value is
0.000. Keeping other factors the same, perceived usefulness
was found to have a positive and statistically significant impact
on the use of mobile banking services, as the significance level
is below 0.01. Therefore, the researcher should reject the null
hypothesis that suggests perceived usefulness has no positive
effect on using mobile banking. This finding consistent with
[28] found, showing that perceived usefulness has a positive
effect on how much people use mobile banking. It also agrees
with [20], who pointed out that perceived usefulness strongly
influences people’s intentions to use mobile banking. One pos-
sible reason for this positive relationship is that many custom-
ers use mobile banking because they see the benefits and find it
convenient and accessible anytime and anywhere.

Perceived ease of use: From Table 7, the coefficient for
perceived ease of use is 0.111 with a P-value of 0.000. When
other variables are held constant, perceived ease of use has a
positive and statistically significant effect on mobile banking
usage, as the significance value is less than 0.01. Thus, the
researchers reject the null hypothesis that suggests perceived
ease of use does not have a positive impact on mobile banking
use. This conclusion is consistent with the findings of [21, 22],
who found that perceived ease of use positively influences
mobile banking usage in previous studies.

Perceived risk: Based on the results indicated in table 7 the
coefficient for perceived risk is -0.672, and the P-value is
0.000. Keeping other variables the same, perceived risk was
found to have a negative and statistically insignificant effect
on the use of mobile banking services, as the significance
value is less than 0.01. Therefore, the researcher should reject
the null hypothesis that perceived risk has a negative but
insignificant effect on mobile banking use. Importantly, this
result is against the conclusions of [16, 25, 28], who all be-
lieved that perceived risk plays a key role in the design and
development of mobile banking services.

Perceived trust: Based on the results indicated in table 7
the coefficient for perceived trust is -0.070 with a P-value of
0.012. Keeping other factors constant, perceived trust was
found to have a negative and statistically significant effect on
mobile banking usage, as the significance value is greater
than 0.01. Therefore, the researchers reject the null hypothe-

Significant Negative Ef-

Significant Positive Effect

118

Decision Significant level

Beta4=-0.070
P-Value=0.012
Sig<0.01

Reject H1

Beta5=0.266
P-Value= 0.002
Sig<0.01

Do not reject H1

sis that suggests there is no sufficient evidence to support a
positive relationship between perceived trust and mobile
banking usage. This outcome is inconsistent with [26], who
found that higher levels of confidence in a service provider
increase the likelihood of using mobile banking. It is possible
that customers may be less likely to use mobile banking due
to the negative impact of trust. It is probable that customers
may be less willing to use mobile banking as a result of the
negative impact of trust.

Perceived Awareness: From Table 7, the coefficient for
perceived awareness is 0.266 with a P-value of 0.000. When
other variables were held constant, perceived awareness has a
positive and statistically significant impact on mobile banking
usage, as the significance level is below 0.01. Thus, the re-
searchers reject the null hypothesis that suggests perceived
awareness has no positive effect on mobile banking use. This
indicates a significant relationship between awareness and
mobile banking usage, similar to the findings of [25], who
found that awareness significantly influences customers' use
of online and mobile banking. This can be explained by the
fact that most bank customers believe they have the necessary
information to use mobile banking, suggesting that this vari-
able is an important factor affecting mobile banking usage 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.

6. Future Research Directions

The contributions of demographic factors such as age and
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gender to the use of mobile banking services were not thor-
oughly explored in this study. Future research can examine
the influence of these demographic factors on the use of mo-
bile banking service technology.
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