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ABSTRACT 

 
Objective – This paper aims to empirically examine the factors influencing the users’ behavioral intention to reuse 

mobile technology to facilitate their financial services in Bangladesh. 

Methodology/Technique – A self-administered online survey method was used and 400 responses were collected with 

Likert-type questions using Google Forms as a medium. A model was developed and proposed based on different 

technology acceptance models like TAM, UTAUT and similar studies on factors influencing users’ intention to adopt 

and reuse mobile financial services in Bangladesh. The proposed model was tested by performing simple and multiple 

linear regression using SPSS software. 

Findings – The results show that perceived ease of use influences perceived usefulness of mobile financial services but 

perceived ease of use, perceived usefulness and security have no influence on trust in terms of behavioral intention to 

reuse mobile financial services in Bangladesh. However, with the exception of trust and perceived financial cost, the 

remaining variables such as perceived usefulness, perceived ease of use, security, perceived risk, social influence and 

facilitating conditions significantly influence behavioral intentions to reuse mobile financial services in Bangladesh. 

Novelty - This study examines crucial factors spotted in literature in the context of Bangladesh. Earlier papers have 

primarily focused on traditional banking clients’ behavioral intention toward their bank’s mobile banking facilities in 

Bangladesh. This paper is comprehensively designed to identify influential factors of reusing non-traditional mobile 

financial services like bKash, Rocket, Nagad etc. at the growth level in the industry of Bangladesh. The researcher tried 

to identify factors influencing both bank and non-bank users to reuse mobile financial services for their digital 

transactions. 
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_______________________________________________________________________________________ 

1. Introduction  

Going out without cash or cards was a nightmare even few years back when mobile financial services were 

not convenient, particularly in developing countries. Mobile financial services (MFS) have seen enormous 

growth in recent years in Bangladesh. 
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Mobile financial services refers to the framework for delivering financial transactions that integrates 

banking with mobile cellular networks, allowing consumers to carry out financial transaction. Azad (2019) 

reports that Bangladesh's mobile financial services market size is projected to rise at a compound annual 

growth rate (CAGR) of 30% compared to 15% worldwide due to the growth of online shopping, QR code 

launch and cash back deals by MFS operators. The MFS industry is forecast to rise from over USD100 

billion in 2017 to USD 250 billion by 2024 according to US-based Global Business Insights (2019). The 

number of active users also rose from 2.1 crore in 2017 to 3.73 crore in 2018. Only 34.76 million active 

mobile bank accounts were accounted where number of registered clients were 78.6 million (Bangladesh 

Bank, 2019).  

Due to the increasing competitive rivalry amongst mobile financial service providers, each player wants 

highest number of registered clients to use their services and motivate them with lucrative promotional offers 

to encourage frequent transactions. bKash currently holds the highest market share in the industry with 58% 

immediately followed by Rocket holding 17% of the market share. mCash and Ucash each hold 8% of the 

market share. Cash in and out, money transfers, utility bill payments, shopping and other services are 

provided by these companies. The number of registered mobile financial service clients is currently around 

79.6 million among which only 34.76 million active mobile bank accounts were accounted for (Bangladesh 

Bank, 2019) which means 57% are not using mobile financial service accounts actively. These statistic 

indicate that more than 50% of users are inactive. 

Therefore, studying behavioral intentions to reuse mobile financial service is of great importance. 

Behavioral intentions to reuse is a significant consideration as it impacts not only user’ retention rates but 

also loyalty towards service providers (Dlodlo, 2015). Users’ behavioral intention to reuse is a valuable force 

to improve a company’s sustainable growth as well as long term profitability. Users are attracted to these 

technologies because of the convenience. However, customers also experience problems such as - ease of 

use, security, risks, reliability, facilitating condition, credibility, cost, social influence and many more. These 

variables have been studied in terms of mobile banking by various scholars within the realm of technology 

acceptance theories. Therefore, it is important to evaluate the factors affecting the behavioral intention to 

reuse mobile financial services. 

Currently, bKash is one of the world's leading providers of mobile financial services. As of now, bKash 

operates through a network of over 180,000 agents across Bangladesh with more than 30 million registered 

accounts (bKash, 2019). It is a bank-led, pioneering service provider of mobile financial services in 

Bangladesh, a subsidiary of BRAC Bank Limited. Therefore, this study focused on bKash and formulated the 

conceptual framework. Furthermore, the researcher will test and identify the most influential factors effecting 

behavioral intentions to reuse mobile financial services in Bangladesh. 

The findings of this study will provide valuable observations to mobile financial service providers 

enabling companies and their management to understand behavioral intention to reuse their services by 

Bangladeshi users. The readers can explore the impact of the determinants to reuse technology based 

financial services in Bangladesh. Mobile financial service marketers can devise more effective marketing 

strategies based on the effect of the determinants evidenced in this study that are beneficial for long term 

customer relationships as well as sustainable growth. 

2. Literature Review 

2.1. Theories on Technology Acceptance 

The researcher introduced variables such as trust, perceived usefulness, perceived ease of use, security, 

perceived risk, social influence, perceived financial cost, facilitating conditions and behavioral intention to 

reuse for the conceptual model of the analysis. These are adopted from the theoretical frameworks of Chawla 

and Joshi (2019), Makanyeza (2017), Gupta et. al. (2019), Singh and Srivastava (2018) and Sobti (2019). 

These studies are based on the Theory of Reasoned Action (TRA) (Ajzen & Fishbein, 1980), the Technology 
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Acceptance Model (TAM) (Davis, 1989) and the Unified Theory of Acceptance and Use of Technology 

(UTAUT) (Venkatesh et. al., 2003). Since human nature has evolved over time, recent findings have become 

more applicable. The theoretical frameworks chosen to develop the conceptual framework also explore the 

in-depth history of how Venkatesh et. al. (2003) developed the Unified Theory of Acceptance and the Use of 

Technology (UTAUT) model by expanding on previous studies. In essence, Venkatesh et al. (2003) had 

conclusively analyzed and evaluated 8 previous models including the TRA, TAM, TAM2, Theory of Planned 

Behavior (TPB), Decomposed Theory of Planned Behavior (DTPB), Combined TAM and TPB (C-TAM-

TPB), Innovation Diffusion Theory (IDT), Motivational Model (MMM), Model of PC Utilization (MPCU) 

and Social Cognitive Theory ( SCT). Subsequently, they performed a research analysis to further establish 

the UTAUT concept. Subsequently, Venkatesh et. al. (2012) devised the UTAUT2 based on the UTAUT. 

According to Shaikh et. al. (2017), mobile financial services are a banking product or service offered by a 

bank or a micro-finance entity to conduct monetary and non-monetary transactions using mobile devices and 

tablets that can follow a bank-led or non-bank-led model.  

2.2 Behavioral Intention to Reuse 

Reusing intention refers to a consumers’ behavioral intention to continue to use a product, reduce or 

increase the consumption of the volume of service from a service provider that was experienced earlier. 

Behavioral intention to reuse a service means to a criteria of post-adoption behavior where post-adoption 

indicates a set of behaviors that follow initial acceptance, continuance, routinization, inclusion and adaptation 

which is usually mentioned in the literature as a synonym for continuance of a service (Rahman et. al., 2017). 

2.3 Perceived Usefulness  

Perceived usefulness is the assumption of a person that using a technology is going to strengthen his/her 

task quality (Davis, 1989). Alalwan et. al. (2016) proposed that the use of a specific system would grant users 

higher performance, effectiveness, and productivity for doing a particular job or activity, which was defined 

as perceived usefulness. 

2.4 Perceived Ease of Use 

Davis (1989) states that perceived ease of use is the degree to which a user believes that using a particular 

technology is easy. At first, Rogers (1962) asserted perceived ease of use as a determinant of the degree at 

which a technology is deemed not to be difficult to understand, learn or use. 

2.5 Security 

According to Enck et. al. (2009), security is when someone feels that during transactions, his/her personal 

information cannot be seen or controlled by any unauthorized party. Mobile banking security is explained as 

safeguarding user data from fraud or criminal use (Sanayei et. al., 2011). 

2.6 Perceived Risk 

Pavlou (2002) argued that perceived risk stems from the doubt that users experience when they are unable 

to predict the result of their using decision. Koenig-Lewis et. al. (2010) states that perceived risk is related to 

the possibility that something is going to happen where the effect of the result is typically undesirable. 

2.7 Trust  

Gefen et. al. (2003) describes trust as a belief that different parties will not behave in an untrustworthy 

manner and that transaction service providers will provide their service as promised. Trust in mobile financial 
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services means the user is comfortable relying on the ability, integrity, and goodwill of the company 

providing the services (Wang & Shan, 2013). 

2.8 Social Influence  

Alalwan et. al. (2017) defined social influence as the information and suggestions given by people 

surrounding a consumer (e.g. friends, relatives, coworkers and superiors) which have an influence on 

consumer understanding and the desire to accept and use a technology. Customers with a lack of knowledge 

on technology are influenced by individuals’ beliefs or behavior before using mobile financial services (Illia 

& Huang, 2015). 

2.9 Perceived Financial Cost  

Perceived financial cost is the extent to which someone thinks it would be more or less costly to use 

mobile financial service as opposed to other alternatives (Luarn & Lin, 2005). Mathew et. al. (2014) adds that 

the cost may include the transactional cost as bank charges, network charges (SMS or data) and mobile 

device costs. 

2.10 Facilitating Conditions 

Facilitating conditions is the users’ consideration that there is sufficient availability of operational and 

technological infrastructure to use a service (Venkatesh et. al. 2003). Technical infrastructure refers to the 

system, connectivity, availability, physical instrumental resources and information quality. 

3. Conceptual Framework and Hypothesis 

3.1 Hypothesis 1 

When users find that using a technology is helpful to them, they are more likely to use that technology 

more (Premkumar et. al., 2008). Chawla and Joshi (2019), in a neighbor country, India, and other various 

research from around the world, shows the effect of perceived ease of use on perceived usefulness (Davis, 

1989; Gefen et. al., 2003; Luarn & Lin, 2005; Gu et. al., 2009). Naturally, when a system is easy to use, it is 

more likely to be useful to the user (Davis, 1993). Therefore, it is posited that: 

 

H10: perceived ease of use has no statistical significant influence of on perceived usefulness. 

H1a: perceived ease of use has a statistical significant influence of on perceived usefulness. 

3.2 Hypothesis 2 

Several researchers address the significance of perceived ease of use to enhance the trust of users (Sollner 

et. al., 2016; Gefen et. al., 2003). Previously mentioned research of Chawla and Joshi (2019) similarly 

denoted that perceived usefulness does indeed have a favorable impact on trust. The same study carried out 

confirmed the significance of security as the major indicator of trust (Shin, 2009; Sollner et. al., 2016). In 

India, empirical studies have validated the above mentioned results (Madan & Yadav, 2016; Gupta & Arora, 

2017). On this basis, the following hypotheses are developed: 

 

H20: Security, perceived ease of use and perceived usefulness have no influence on trust.  

H1a: Security, perceived ease of use and perceived usefulness have an influence on trust.  

3.3 Hypothesis 3 

Perceived usefulness has a positive effect as well as trust has been identified as a significant catalyst for 

shaping user behavior, usage and intention to use mobile financial services (Hanafizadeh et. al., 2014). 
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Previous findings of Madan and Yadav (2016) and Shin (2009) on trust in mobile wallets found 

corresponding results and (Sollner et. al., 2016) for adopting and repeat using similar technologies. In a study 

by Juwaheer et. al. (2012) in Mauritius, perceived ease of use was proven to have a positive impact on the 

acceptance of online banking. Makanyeza (2017) demonstrates that perceived usefulness as well as social 

influence have a positive impact, while perceived risk had an adverse impact on behavioral intention to 

accept and continue to use mobile banking services in Zimbabwe.  

According to research by Venkatesh et. al. (2012), perceived risk was identified as a crucial driver in the 

acceptance and continuous use of mobile financial services. Agarwal et. al. (2009) reports that people 

surrounding the users or their family members had the most social impact on them to use internet banking 

instead of advertisements. When someone uses a service, he/she convinces others to use the same service as 

they want to establish their acceptance of the service to be public (Gu et. al., 2009). Koenig-Lewis et. al. 

(2010) studied perceived cost among young German users to adopt mobile banking and concluded that it is a 

relevant determinant and a significant predictor of intention to use, which results are consistent with research 

by Hanafizadeh et. al. (2014), Siddik et. al. (2014) and Ahad et. al. (2012) in Bangladesh. Previously, Chawla 

and Joshi (2019) as well as Madan and Yadav (2016) showed facilitating conditions have a significant 

influence on the desire to use mobile financial services. Facilitating conditions (FC) is a significant 

determinant to predict users’ intention toward adapting and using mobile financial services and internet 

innovations (Hanafizadeh et. al., 2014; Koksal, 2016). From the Indian perspective, Upadhyay and Jahanyan 

(2016) addressed the significance of facilitating conditions as "structural assurance". Therefore, the 

researcher constructed the following hypothesis: 

 

H30: Trust, perceived usefulness, perceived ease of use, security, perceived risk, social influence, 

perceived financial cost, facilitating conditions have no influence on behavioral intention to reuse.  

 

H3a: Trust, perceived usefulness, perceived ease of use, security, perceived risk, social influence, 

perceived financial cost, facilitating conditions have an influence on behavioral intention to reuse. 

 

 

 

 

 

 

 

 

 

 

 

Figure1. Conceptual Framework of “An Empirical Research of Factors Influencing Users Behavioral Intention to Reuse 

Mobile Financial Services in Bangladesh”. 
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4. Research Methodology 

This study uses descriptive research and convenience sampling. A survey research method was used to 

collect the responses. A 5-point Likert Scale technique with a standardized questionnaire and a self-

administered questionnaire was developed. The survey was translated from English to Bengali so that it was 

easier for the Bangladeshi respondents to interpret the questionnaire. The researcher selected a market leader, 

bKash, as the target mobile financial service provider. The target population was Bangladeshi people aged 18 

years and older, including male and female respondents who have used bKash services in Bangladesh and 

who are accessible as the sample to respond the survey questions. The data was gathered from 8 divisions of 

Bangladesh including Dhaka, Chattogram, Rajshahi, Khulna, Rangpur, Mymensing, Barisal, Sylhet that 

cover the whole of Bangladesh. The selected locations can represent all the users of bKash in Bangladesh. 

4.1 Sample Size and Procedure 

The researcher chose to use the following statistical equation (Levine et. al., 1999) because the size of the 

population who have experienced bKash service in Bangladesh is difficult to estimate. 

 

  
  

 

 

              

 
 

 

Where: 

n = sample size. 

Z = Confidence level in standard error units (1.96 for 95% confidence level), 

e 
2
= .05, acceptable sampling error. 

p = 0.5, true proportion of the population (Levine et al., 1999). 

Hence: 

 

  
                 

     

= 384.16 

 

A large enough sample can help to reduce errors (Bartlett et. al., 2001). Therefore 400 respondents were 

used in order to improve the accuracy of this study. The researcher applied a non-probability sampling 

method. The study uses convenience sampling to gather input from willingly available respondents. To 

identify bKash users’ behavioral intention to reuse, it was necessary to select the respondents who have 

experienced bKash mobile financial services, from each of the 8 divisions of Bangladesh. This process 

matches the data collection procedure. As the responses were collected through online platforms only, such 

as Facebook, WhatsApp, Imo, Viber, professional platform like LinkedIn and E-mail, any bKash user from 

any division of Bangladesh can respond to the survey created in google form. The online data collection 

process covered all the regions of Bangladesh which is valuable, easily accessible, cost effective and 

efficient. The questionnaire was shaped by the previous studies discussed above. 

4.2 Reliability 

As a pre-test, 100 responses were collected from bKash users of Bangladesh in the third week of January 

2020. Questionnaire reliability was analyzed using SPSS software resulting in a Cronbach’s alpha result of 

the variables above 0.6, which is reliable. A total of 400 responses was collected from the users of bKash 

services in Bangladesh in which responses from each division must be at least 30. The questionnaires were 
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distributed online for a period of 9 days starting from 26 February 2020. The researcher collected secondary 

data to build the structure of the research theoretically and systematically based on literature reviews, 

analysis, results, recommendations, implications and conclusions. The researcher utilized the secondary data 

to construct the conceptual framework of this study. 

4.3 Statistical Treatments of Data 

Statistical treatments were divided into 2 stages being descriptive analysis and hypothesis testing. The 

researcher identified 3 hypotheses to represent the influence of the independent variables toward the 

dependent variable. A simple linear regression was used for H1. For the remaining 2 hypotheses, which are 

H2 and H3, multiple linear regression was used. To examine the individual coefficients as well as the 

significance of a number of regression coefficients, an F-test was also implemented in this research. 

4.4 Sample Profile and General Information 

The participants consisted of 288 males (72%) and 112 females (28%). The highest number of responders 

were aged between 18–25 (54.5%) and 26–32 (28.2%) which represents a younger population. There were 

193 (48.3%) students and 119 (29.8%) job holders, whereas 24 (6%) were self-employed or business owners. 

Furthermore, 312 (78%) had earnings of less than 25 thousand BDT (approximately $300), 68 (17%) had 

earnings between 25 to 50 thousand BDT (approximately $300 to $600) and the remaining 20 (5%) had 

income of 50 thousand BDT (approximately $600) or more. The number of respondents below graduation 

level was 240 (60%), whereas 106 (26.5%) were graduates and postgraduates and above as their highest 

educational level was 54 (13.5%). 

 A total of 381 (95.3%) of the respondent said that bKash comes first in their mind when they think of 

mobile banking. In this study, 186 (46.5%) of the respondents were from the Dhaka division . The other 7 

divisions had on average around 30 (7.5%) of the respondents in each division. Further, 264 (66.0 percent) of 

the respondents used the services less than 6 times a month, whilst 103 (25.8%) used it 6 to 10 times per 

month and 33 (8.3%) used it more than 10 times a month. Additionally, 366 (91.5%) responded that they will 

stick to the same brand which is bKash. 196 (49%) of the respondents mostly use send and receive money 

services, followed by bills and other payments 90 (22.5%), cash in and cash out 81 (20.3%) and mobile 

recharge (top up) 33 (8.3%) respondents respectively. 

Table 1. Summary of General Information Utilizing Frequency and Percentage 

Variables Frequency 

(f) 

Percentage 

(%) 

Variables Frequency 

(f) 

Percentage 

(%) 

Gender 

Male 

Female 

 

288 

112 

 

72.0 

28.0 

Loyalty 

Stick to the same 

Love to change 

Might consider to change 

 

366 

10 

24 

 

91.5 

2.5 

6.0 

Age 

18 to 25 years old. 

26 to 32 years old. 

33 to 40 years old. 

40 to 47 years old. 

More than 47 years old. 

 

218 

113 

56 

11 

2 

 

54.5 

28.2 

14.0 

2.8 

0.5 

Brand Name in Mind 

bKash 

Rocket 

Nagad 

Mcash 

 

 

381 

11 

2 

6 

 

95.3 

2.8 

0.5 

1.5 

Income 

Less than 25,000 BDT. 

25,000 to 50,000 BDT. 

More than 50,000 BDT. 

 

312 

68 

20 

 

78.0 

17.0 

5.0 

Using Frequency 

Less than 6 times 

6 to 10 times 

More than 10 times 

 

264 

103 

33 

 

66.0 

25.8 

8.3 

Education   Location   
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SSC/O-level or Below 

HSC/A-level 

Bachelor 

Master 

Doctoral 

38 

202 

106 

52 

2 

9.5 

50.5 

26.5 

13.0 

0.5 

Dhaka 

Chattogram 

Rajshahi 

Khulna 

Mymensing 

Sylhet 

Rangpur 

Barisal 

186 

32 

31 

30 

31 

30 

30 

30 

46.5 

8.0 

7.8 

7.5 

7.8 

7.5 

7.5 

7.5 

Occupation 

Student 

Job Holder 

Unemployed 

Business Owner 

 

193 

119 

64 

24 

 

48.3 

29.8 

16.0 

6.0 

Most Used Service 

Send and receive money 

Mobile recharge (Top up) 

Cash in an cash out 

Bills and other payment 

 

196 

33 

81 

90 

 

49.0 

8.3 

20.3 

22.5 

 

Relevantly, 100% of the business owners’ responses show that the most commonly used service was send 

and receive money services. Student with 14.5% stood highest by choosing top up or mobile recharge service 

as their most used service. 29.4% of the job holder responded that they use the services to pay bills (utility) 

most of the time which is the highest group. Almost 70% of the respondents among the low income group 

earning less than 25000 BDT ($300) use the services less than 6 time in a month. 85% of the high income 

respondents earning more than 50000 BDT ($600) responded that they use the services more than 10 times in 

a month. Hence, increased income contributes to an increase in monthly use of the services. 

The results of the reliability test achieved the following results: trust 0.755, perceived usefulness 0.665, 

perceived ease of use 0.698, security 0.710, perceived risk 0.785, social influence 0.691, perceived financial 

cost 0.814, facilitating conditions 0.696 and behavioral intention to reuse 0.737 as Cronbach’s alpha value 

which indicates that the questionnaire is reliable. 

 

Table 2. Mean Value of Questionnaire 

Variable Operational Components Mean 

Value 

Source 

Perceived 

Usefulness 

Using bKash enables me to do my financial transaction quicker. 

Using bKash makes it easier to do my financial transactions. 

bKash enhances the efficiency of my financial transactions. 

bKash service is useful for financial transaction. 

3.21 

3.27 

3.34 

3.45 

 

Makanyeza 

(2017) 

Perceived 

Ease of Use 

bKash financial service is clear and understandable. 

Step by step navigation of bKash mobile wallet system is easy to understand. 

I like the fact that payments done through bKash require minimum effort. 

It is easy to transfer money through bKash as minimum steps are required. 

It is easy to become skillful in maintaining bKash account. 

bKash is easy to use. 

3.38 

3.22 

3.20 

3.25 

3.16 

3.55 

Chawla and 

Joshi (2019); 

Makanyeza 

(2017) 

Security Technology used in bKash is very secure. 

My bKash account information will remain confidential. 

My bKash transaction information will not be lost. 

I am confident of making transactions through bKash account. 

bKash has a potential to be safer than traditional transaction options (such as 

credit cards and cash). 

The chances of losing money stored in bKash account are low. 

Transactions conducted through bKash account are secure. 

3.09 

3.13 

3.06 

3.19 

2.97 

 

2.95 

3.21 

 

Chawla and 

Joshi (2019) 

Trust bKash keeps customers’ interests best in mind. 

bKash keeps its promises and commitments. 

In case of any issue bKash will provide me assistance. 

3.70 

4.19 

4.15 

Chawla and 

Joshi (2019) 
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bKash follows consumer laws. 

I trust transactions happening through bKash financial service. 

4.23 

4.30 

Perceived 

Risk 

The likelihood of frauds in using bKash is low. 

I do not hesitate to use bKash payment modes for fear of making mistakes I 

cannot correct. 

I won’t fear of providing my confidential information to bKash. 

Using bKash transaction is not riskier than traditional transaction methods 

(cash and cards). 

bKash protect my transaction and privacy information. 

4.64 

4.21 

 

4.19 

4.23 

 

4.22 

 

Sobti (2019); 

Social 

Influence 

People who are important to me think that I should continue using bKash. 

Mass media (e.g. TV, newspaper, articles, and radio) influence me to use 

bKash. 

I use bKash because the service is widely used by people around me. 

I use bKash because it is a current trend. 

Friends and family have influence on my decision to continue using bKash. 

4.24 

4.27 

 

4.15 

4.23 

4.26 

 

Makanyeza 

(2017); Sobti 

(2019); 

Perceived 

Financial 

Cost 

There is no hidden charges while using bKash transaction service 

bKash transaction service is not expensive due to transaction fees. 

To use bKash service, I do not need an expensive handset. 

To use bKash service I do not need more internet expense. 

I do not spend more when using bKash mobile payment modes. 

4.38 

3.89 

4.40 

4.36 

4.36 

 

Sobti (2019); 

Facilitating 

Conditions 

I can easily find a person who can help me out if I get stuck while using 

bKash. 

My living and working environment supports me to use bKash transaction 

service. 

Most of the merchants from whom I buy goods/service, accept bKash 

transaction. 

I have the resources (eg: mobile, connection) necessary to use bKash 

services. 

I have the knowledge necessary to use bKash. 

4.41 

 

4.48 

 

4.33 

 

4.36 

 

4.46 

 

Chawla and 

Joshi (2019); 

Sobti (2019)  

Behavioral 

Intention to 

Reuse 

I have planned to continue to use bKash service more in near future. 

I will use bKash when shopping in the malls. 

I will use bKash when shopping online. 

I will use bKash for my regular monthly payments (bills). 

I prefer using bKash than other transaction modes (cash, cards). 

I recommend others to use bKash service. 

4.42 

4.41 

4.41 

3.92 

3.84 

4.23 

Chawla and 

Joshi (2019); 

Sobti (2019); 

Gupta et al. 

(2019) 

4.5 Regression Analysis 

H1 was tested using simple linear regression resulting in a correlation coefficient (R) of 0.229. This means 

there is a weak positive relationship between perceived ease of use and perceived usefulness and they move 

to the same direction. The strength of association or coefficient of determination (R2) is equal to 0.053, 

which means that an increase or decrease in perceived ease of use will lead to an increase or decrease in 

perceived usefulness by 5.3%. The results of the ANOVA (Analysis of Variance) and Regression Coefficient 

tests obtained a significance value of 0.000, which is less than 0.05 (0.000 < 0.05). Therefore, perceived ease 

of use significantly influences perceived usefulness at 0.05 significant level. The Regression Coefficient 

results show a significance level of 0.000, which is below 0.05 (0.000 < 0.05). As a result, the null hypothesis 

is rejected. Therefore, the results prove that perceived usefulness is statistically influenced by perceived ease 

of use at the significance level of 0.05 and the beta of unstandardized coefficient between perceived ease of 

use and perceived usefulness is equal to 0.244. This result is consistent with research by Mazhar et. al. (2014) 

in Pakistan and Chawla and Joshi (2019) in India. Luarn and Lin (2005), Gu et. al., (2009), Davis (1993) and 

many more studies have also achieved similar results. 
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In H2, according to the multiple regression analysis model summary, the value of the correlation 

coefficient (R) is 0.099 which means that perceived ease of use, perceived usefulness and security all have a 

very weak positive relationship toward trust. The strength of association (R2) is equal to 0.010, meaning that 

an increase or decrease in perceived usefulness, perceived ease of use and security will lead to an increase or 

decrease in trust by 1%. The results of the ANOVA (Analysis of Variance) of regression show that the value 

of significant is 0.270, which is more than 0.05 (0.270 > 0.05). This means that the null hypothesis is 

rejected. Therefore, perceived usefulness, perceived ease of use and security have no significant influence on 

trust at 0.05 significant level. From the regression coefficient table, the results show that perceived 

usefulness, perceived ease of use and security do not have a statistically significant influence on trust as the 

significance level of all of those variables are greater than 0.05. The significance level of the variables are: 

perceived usefulness 0.108>0.05, perceived ease of use 0.980>0.05 and security 0.571>0.05. Thus, perceived 

usefulness, perceived ease of use and security have no significant influence on trust. Additionally, the 

unstandardized coefficient beta value of perceived usefulness is 0.072, perceived ease of use is 0.001 and 

security is 0.029. Skvarciany and Jurevicˇiene (2018) in their study of “Factors Influencing Individual 

Customers Trust in Internet Banking: Case of Baltic States” state that the factors necessary for trust in all of 

the examined countries differs in Lithuania, Latvia, and Estonia in different periods of time which can be the 

consequence of gaining trust gradually and users feel the institution being trustworthy. Similarly, trust at this 

stage of bKash may not be influenced by perceived ease of use, perceived usefulness and security. 

Finally in H3, according to the multiple regression analysis model summary, the value of the correlation 

coefficient (R) was 0.674 which means that trust, perceived usefulness, perceived ease of use, security, 

perceived risk, social influence, perceived financial cost and facilitating conditions all have a strong positive 

relationship toward behavioral intention to reuse. The strength of association (R2) is equal to 0.454, which 

means that an increase or decrease in trust, perceived usefulness, perceived ease of use, security, perceived 

risk, social influence, perceived financial cost or facilitating conditions will lead to an increase or decrease in 

trust by 45.4%. The results of the ANOVA (Analysis of Variance) of regression show that the value of 

significance is 0.000, which is less than 0.05 (0.000 < 0.05) meaning the null hypothesis is rejected.  

Therefore, it can be said that at least 1 of the independent variables has an influence on behavioral 

intention to reuse at a significance level of 0.05. From the regression coefficient in Table 5.33, it can be 

concluded that perceived usefulness, perceived ease of use, security, perceived risk, social influence, 

facilitating conditions have a significance level of 0.000 < 0.05, 0.000 < 0.05, 0.000 < 0.05, 0.000 < 0.05, 

0.001 < 0.05 and 0.000 < 0.05 respectively. The remaining 2 variables, being trust and perceived financial 

cost, have a significance level of 0.163 > 0.05 and 0.866 > 0.05 respectively. Therefore, it can be concluded 

that perceived usefulness, perceived ease of use, security, perceived risk, social influence and facilitating 

conditions have a statistical influence on behavioral intention to reuse at a 0.05 significance level whereas 

trust and perceived financial cost have no statistical influence on behavioral intention to reuse at a 0.05 

significance level. Islam (2016) and Islam and Hossain (2015) in Bangladesh and Chawla and Joshi (2019) in 

India studied mobile payment and mobile banking and conclude that perceived usefulness, perceived ease of 

use, security and facilitating condition are significant factors influencing behavioral intention to use. In the 

study of Islam and Hossain (2015) in Bangladesh and of Makanyeza (2017) in Zimbabwe, the results show 

that perceived risk and social influence impact on users’ behavioral intention to use mobile banking services. 

Previous studies by Koenig-Lewis et. al., (2010) examined young users which is also the major group of the 

sample size in this study. Further, Koksal (2016) in Lebanon and Mazhar et. al. (2014) in Pakistan show that 

trust has no significant influence in the adoption and use of mobile banking. Research by Micheni et. al. 

(2013) on the effect of financial costs on customers’ behavioral intention to adopt and use mobile money in 

Kenya indicates that financial costs do not influence behavioral intention to use mobile financial services. 

Additionally, the unstandardized coefficient beta value of perceived usefulness 0.162 indicates that if 

perceived usefulness increases and the other variables remain constant, behavioral intention to reuse will 

increase by 16.2% and vice versa. Similarly, perceived ease of use will increase by 0.139 or 13.9%, security 
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by 0.148 or 14.8%, trust by 0.057 or 5.7%, perceived risk by 0.259 or 25.9%, social influence by 0.166 or 

16.6%, perceived financial cost by 0.007 or 0.7% and facilitating conditions by 0.228 or 22.8% when the 

other variables remain constant. 

Table 3. Summary of Hypothesis Testing Result 

Hypothesis Statistical 

Analysis 

Level of 

Significance 

Coefficient Beta 

() Value 

Results 

H10: There is no statistical significant 

influence of perceived ease of use on 

perceived usefulness. 

Perceived Ease of Use 

Simple 

Linear 

Regression 

 

 

 

0.000 

 

 

 

0.244 

 

Reject H10 

H20: Security, perceived ease of use and 

perceived usefulness have no influence on 

trust. 

Perceived Usefulness 

Perceived Ease of Use 

Security 

Multiple 

Linear 

Regression 

 

 

 

0.108 

0.980 

0.571 

 

 

 

0.072 

-0.001 

0.029 

Failed to 

Reject H20 

H30: Trust, perceived usefulness, perceived 

ease of use, security, perceived risk, social 

influence, perceived financial cost, facilitating 

conditions have no influence on behavioral 

intention to reuse. 

Trust 

Perceived Usefulness 

Perceived Ease of Use 

Security 

Perceived Risk 

Social Influence 

Perceived Financial Cost 

Facilitating Conditions 

 

Multiple 

Linear 

Regression 

 

 

 

 

 

0.163 

0.000 

0.000 

0.000 

0.000 

0.001 

0.866 

0.000 

 

 

 

 

 

0.162 

0.139 

0.148 

0.057 

0.259 

0.166 

0.007 

0.228 

 

Reject H30 

5. Discussion  

According to the results of this study, perceived usefulness of bKash depends on how easy the service is 

designed for the users. If this service is easy to understand, learn and operate, users can more readily realize 

the benefit or usefulness of mobile financial services. Mobile financial services are a self-service system 

whereas in traditional banking, customers receive assistance. Even though mobile financial service is quicker, 

if non tech-savvy or less educated people do not find the services easy to use, they might not reuse mobile 

financial services in the future. 

However, in this research, trust was not influenced significantly by any of the 3 variables being perceived 

ease of use, perceived usefulness and security that contradicts many researchers at the initial stage of 

launching or adapting the mobile financial services in the respective regions. As bKash was established in the 

middle of 2011 and has since been running their service successfully with tremendous growth in the last 10 

years, they have gained a lot of trust among their users. On the other hand, bKash is a subsidiary of BRAC 

bank who is one of the most well reputed banks of Bangladesh. Last but not the least BRAC is an 

international development organization based in Bangladesh which has had a tremendous impact on the 

development of Bangladesh since 1972. All of these factors may influence users to consider bKash as 

trustworthy rather than how easy, useful and secure the service is. 
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Finally, perceived usefulness, perceived ease of use, security, perceived risk, social influence and 

facilitating conditions have an influence on behavioral intention to reuse mobile financial services in 

Bangladesh. However, trust and perceived financial cost have no significant influence on behavioral intention 

to reuse mobile financial services in Bangladesh. When a service is designed for mass use, it should have an 

impact on their life in a positive way which is effective, efficient and accelerates their positive standard of 

living. It also should be as easy as possible to use because of the diversity of knowledge and interest of the 

users in terms of technology. Therefore, people will accept and use the services repeatedly. 

Security has a positive influence on behavioral intention to reuse bKash mobile financial services in 

Bangladesh. Bangladeshi people are quite sensitive to their money and expenditure. Traditional physical 

banking system security is more visible and easy assistance is more available than mobile financial service 

system. As a result, more security assurance may increase the number of new users and existing users who 

are likely to reuse mobile financial service. Facilitating conditions promotes reuse of mobile financial 

services which means that it will be appreciated by the users if they get the scope to utilize and resources to 

initiate and control. Government is supporting the establishment of infrastructure for a digital Bangladesh. 

bKash is creating ways for consumers to use the services every day where a user get motivated to use bKash. 

This is consistent with the finding that facilitating conditions have a positive influence on behavioral 

intention to reuse in Bangladesh. The influence of society in human behavior is evident in Bangladesh. As 

clients of mobile financial services continue to rise in the social network of people, an individual faces 

greater societal pressure. Therefore, that person is likely to reuse mobile financial services. In this study, 

social influence has been proven to influence behavioral intention to reuse bKash mobile financial services in 

Bangladesh. 

In dealing with a well reputed company, there is a lower risk of losing personal information and money. It 

can be concluded upon above discussion that for the mass people if risk is higher, they will use a particular 

service less and vice versa. This finding is consistent with the results of this study wherein perceived risk 

positively influences behavioral intention to reuse mobile financial services. In this study, the instrument of 

perceived risk was positive in meaning or in favor of the service provider. 

As discussed above, the reputation of the company and consistency of maintaining the trust of the users 

may contribute to customers trusting bKash mobile financial services, but does not significantly influence 

their behavioral intention to reuse the services after the initial stage in the findings of this study. The 

respondents of this study have a higher chance of being solvent and well-earned which may mean that 

perceived financial cost will not likely influence their behavioral intention to reuse bKash mobile financial 

service in Bangladesh. On the other hand, instead of facing the disadvantages of traditional branch banking, 

they may feel more comfortable staying connected to bKash without considering the below threshold level 

cost of using bKash services. 

6. Conclusion  

Mobile financial services providers should focus on making their services user friendly and easy to use and 

understand. For security purposes, a backup plan of the company as well as a strong policy which is effective 

in safeguarding the interests of the users as well as the company is also important. To reduce the risk of 

privacy breaches, a strong protocol should be implemented by the management of mobile financial service 

providers. Those companies should also create awareness programs to continuously educate their users about 

the potential for fraud by third parties which will keep users alert and reduce perceived risk. Policy makers 

should strengthen the rules and regulations against those frauds and increase the penalties applicable for 

those crimes. Creating awareness of security upgrades and new developments in technology and the services 

being provided should also be emphasized.  

This research was conducted in the context of the bKash business to a consumer segment meaning 

bKash agent services, which falls under the business to business segment, was not considered in this study. 

Further research may focus on the business to business segment which includes the agent service of bKash 
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mobile financial services. The researcher in this study used 8 independent variables to measure reuse 

intention whereas other variables such as perceived self-efficacy, lifestyle compatibility, attitude, relative 

advantage, awareness and knowledge can may be considered for future research. On the other hand, 

demographic factors on the relationships of the variables may also be useful to apply in future research.  

This study focuses only respondents who are available online whereas further study may include 

customers who are not available on online platforms but still use bKash mobile financial services. The 

research is conducted in one particular service company (bKash) which belongs to the mobile financial 

services industry in Bangladesh. Other mobile financial service companies such as Rocket, Ucash, Mcash, 

Nagad may have different results which may be the basis for future research on this topic. Similarly, future 

research may examine ride sharing services such as Uber, Pathao ad Obhai or food delivery services such as 

Foodpanda and Pathao Food. 
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