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Abstract

Mobile banking as a manifestation of the use of technology in the banking sector, has a very massive deployment level.
This study focuses on the use of mobile banking technology as one of the products of information technology in the
banking field. Gender differences of mobile banking users empirically shown to be affected by several factors that can be
identified through modeling framework technology acceptance model (TAM), including: perceived usefulness and
perceived ease of use.
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INTRODUCTION

Technological developments have different effects according to the context in which it is located and
applied. But in general, the features of a technology is a crucial matter of a technology that includes:
attributes, characteristics or functions of the technology concerned. Features are used as parameters or
criteria when a user adopts the hardware or software (Griffith, 1999).

In the context of business world, the evolution of information technology has a massive impact.
Business transactions can be carried out and processed electronically, without physical documentation
(paperless). In addition, the information can be presented in real time, which affects on the quality of
decision-making which can be improved (Rezaee, 2001). Information technology can be interpreted as a
key to support and improve the practice of management, in order to win the competition that is becoming
increasingly. Companies are required to be able to adapt to the needs of increasingly diverse society and
expanding market segment, both demographically and geographically. Information technology is also one
of the factors in determining whether a product marketed will be able to compete in local and international
markets.

This study focuses on the use of mobile banking technology as one of the products of information
technology in the banking sector. Result of the research conducted by Gefen and Straub (1997) concludes
that there is no difference in perception between men and women in using electronic mail (e-mail)
technology. Venkantesh and Morris (2000) states that there are gender differences that affect the adoption
of new technologies that form the desire to use new technologies. While Cameron and Powell (2006) states

that there are gender differences in the use of information technology among IT professionals.
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Research conducted by Kim et al (2009) examines on the technology acceptance model (TAM)
whether it affects on the performance of internal auditor. The result indicates that there is a significant effect
between perceived usefullness, perceived ease of use, on the system usage, there is a significant effect
between perceived ease of use to perceives usefullness. Organizational factors significantly affect on the
perceived ease of use. Individual factors significantly affect on the perceived usefullness. While social factors
do not significantly affect the perceived usefullness and perceived ease of use.

TAM theory proposed by Davis (1986) explains that TAM consists of the system usage, intention to
use, behavior to use, perceived usefulness, perceived ease of use, and external variables. System usage is a
key indicator of technology acceptance (Davis et al, 1989; Thompson et al, 1991, Adams et al, 1992) and
measured by the frequency and time (Davis et al, 1989). Trust or internal main confidence for the behavior
of reception including perceived usefulness and perceived ease of use. Perceived usefulness and perceived
ease of use has a positive relationship with technology acceptance (Davis et al, 1989). First introduced by
Davis (1986), Technology Acceptance Model (TAM) is a model used to analyze the factors that affect the
acceptance of computer technology utilization. TAM is the development of Theory of Reasoned Action
(TRA). The goal of TAM is to explain and predict user’s acceptance about information systems.

Here is a schema of TAM theoretical framework:

Perceived

= Usefulness \
External — , P :
vatiable ¥ Aturude Behavioral Svstem
dlls ) = | gl
toward "| Intention *l Use
Percerved l_"\jnt_) 1o use

Ease of Use

Source: Davis et.al. (1986)

According to Davis et al. (1989), the perception of usefulness benefits (perceived usefulness) is "a level
where a person believes that using the system can improve his/her performance in the work". Perceived ease
of use is "a level where a person believes that using the system do not need to make effort. Attitude toward
using or usage behavior in the context of TAM theory is the attitude towards the use of the system in the
form of acceptance or rejection as a result when someone uses a technology in his/her work. While
behavioral intention to use is the behavioral tendency to use a technology.

Perceived usefulness or perception of technology usefulness is a level where a person believes that
using a particular system will enhance or improve his/her performance (Davis et al, 1989). From the
definition, it can be concluded that perceived usefulness is a belief about a decision-making process, or in
other words it can be said when a person trusts in an information system that is believed to be useful, then
he/she will use it (Jogiyanto, 2007). This concept describes the benefits of the system for the users associated
with the level of productivity, task and effectiveness performance, as well as the importance of a task and

overall usefulness (Davis, 1989).
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Perceived ease of use / perception of ease in the use of technology is a degree to which a person believes
that the use of system / particular technology will be easily done, free from problems (Davis et al, 1989).
While attitude toward using according to Aakers and Myers (1997), is an like or dislike attitude on the use
of a product. This attitude can be used to predict the behavior of one's intention to use a product or not to
use it. Attitudes toward using technology is also defined as an evaluation from the user regarding his interest
in using the technology.

Two other variables adopted in this study is the intention to use and gender. Davis (1989) defines the
intention to use as a behavioral tendency to continue using a technology. The use level of a technology on
a person can be predicted from user's attention attitude to the technology, for example, the desire to add
support equipment (peripheral), motivation to continue using, as well as a desire to motivate other users.
Suseno’s research results (2009) also states that the interest of behaviour using the technology (behavioral
intention to use) is the impulse or the interests in a person to perform certain behaviors.

The last variable is gender. Showalter (1989) argues that the meaning of gender is more than just the
distinction between men and women seen on the socio-cultural construction. He presses it as an analytic
concept that is able to be used to explain something. So that gender is a concept which is often used to
identify the differences between men and women, which can be viewed from non-biological angle namely
the social, cultural and psychological aspects. This study aims to examine and obtain empirical evidence
about the influence of gender differences on TAM, as well as the influence between perceived usefullness,
perceived ease of use towards the attitude toward using and intention to use on the adoption of mobile
banking technology.

There is 7 hypothesis proposed in this study, namely:

H1: There are differences in perceived usefulness of mobile banking technology between men and women.
H2: There are differences in perceived ease of use on mobile banking technology between men and women.
H3: There are differences on attitude toward using mobile banking technology between men and women.
H4: There are differences on intention to use mobile banking technology between men and women.

H5: There is influence of perceived usefullness on attitude toward using mobile banking.

Hé6: There is influence of perceived ease of use on attitude toward using Mobile banking.

H7: There is influence of attitude toward using on intention to use Mobile banking.

METHODS

In this study, it was used a sample of customers of Bank Rakyat Indonesia (BRI) and Bank Central
Asia (BCA) in the city of Semarang, with the criteria: having and using mobile banking facility and using it
at least 3 times in the last 3 months. It was expected with this criterion, the respondents have had experience
(use experience) in using the technology. Measurement instruments in this study was using TAM
questionnaire developed by Davis (1986). From the results of the questionnaire which distributed in this
study to the respondents, it was obtained 106 questionnaires that could be processed further to examine the

hypothesis proposed above.

Jurnal Dinamika Akuntansi 55
J DA Vol. 8, No. 1, Maret 2016, pp. 53-59



Gender Differences In The Adaption Of Mobile Banking: Review Of Using TAM On
Banking Customers
Agung Sugiarto

Furthermore, before conducting hypothesis testing, first, the validity and reliability tests were
conducted on the questionnaire results obtained from the respondents. From the test results, the
questionnaire used in this study was valid and reliabel, so that it was able to be examined further in
hypothesis testing. In this study, it was used t-test difference test to test to examine hypothesis 1 until
hypothesis 4, in order to determine whether there were gender differences in the use of mobile banking.
Criteria for acceptance of the hypothesis was if the value of sig. t <0.05 then the hypothesis was accepted,
otherwise if the value of sig. t> 0.05 then the hypothesis was rejected. While, to examine hypothesis 5 until
hypothesis 7, it was used a regression model to determine the effect of variable X to Y with the criteria if the
value of sig. t <0.05 then the hypothesis was accepted, and vice versa if the value of sig. t> 0.05 then the

hypothesis was rejected.

RESULTS AND DISCUSSION

Result of hypothesis 1 testing showed that there was a difference in perceived usefullness of M-Banking
technology between men and women. This result could be seen from the testing result with the significance
probability level of t was 0.000 <0.05. The result indicated that the first hypothesis which stated that there
was a difference in perceived usefullness of M-Banking technology between men and women was
acceptable. The level of perceived usefullness differences between men and women that were different in
technology adoption, it was supposed as a result of differences in mobile banking facilities utilized. Types
of transactions that conducted by male respondents on average were more complex than women, as the
impact of men role which was more dominant in the business world.

For variable PEOU, it was obtained the F count value of Levene test as big as 1,298 with probability of
0.257> 0.05, then it could be said that the samples had the same variance. Therefore, the analysis of t-test
difference test used an assumption of equal variance assumed. Result of t significance probability testing
was 0.000 <0.05. It showed that the second hypothesis which stated that there were differences in perceived
ease of use of M-Banking technology between men and women was acceptable. It meant that there were
differences in perceived ease of use of M-Banking technology between men and women. This situation
showed that gender differences affected the perceived ease in the adoption of mobile banking technology.
The banking sector needed to think about different treatment on their customers (according to gender) so
that the penetration rate of mobile banking facilities has increased.

The third hypothesis testing results with variable of attitude toward using obtained the F count value
of Levene test as big as 3.437; with probability of 0.067> 0.05 so that it could be said that the samples had
the same variance. Therefore, the analysis of t-test difference test used an assumption of equal variance
assumed. The test results of probability with a significance level of t was 0.000<0.05. It indicated that the
third hypothesis which stated that there were differences on the attitude toward using M-Banking
technology between men and women was accepted. It means that there were differences on the attitude

toward using M-Banking technology between men and women, as a result of the differences in perceived
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ease of use in the technology adoption between two different gender, as described in the two previous

hypotheses.

Later, the fourth hypothesis testing, it was obtained the result of t significance probability level as big
as 0,007 <0.05. The result indicated that the fourth hypothesis which stated there were differences on the

intention to use M-Banking technology between men and women was accepted. It meant that there were

differences on the intention to use mobile banking technology between men and women. The result could

be interpreted as an accumulation of 1% to 3™ hypothesis which stated there were gender differences in the

adoption of TAM, both in terms of perceived usefulness, perceived ease of use and attitude toward using.

Testing Table for H1-H4 (Gender)

Levene's Test for Equality
of Variances t-test for Equality of Means
95% Confidence Intervj
lal of the Difference
Mean Diff | Std. Error Diff
Lower  [Upper
F Sig. t Df Sig. (2-tailed) erence erence
PU Equal v ariancedl,716 193 (4,590 104 1000 (243519 53052 3,48722 |1,38315
assumed
qualvariances not assumed 4,557 88,833 1000 243519 |53435 13,49696 |-1,37341
PEOU Equal v ariances|1298 257 3,816 104 1000 (192949 |50569 2,93229 |,92669
assumed
Equalvariances not assumed 13,792 92,026 1000 (1,92949  |50883 12,94006 |-,91892
ATU Equal v arianced3437 067 (4,717 104 1000 265313 56245 (3,76849 |1,53778
assumed
Equalvariances not assumed 14,683 88,710 1000 (265313 156653 13,7887 |1,52740
[TU Equal v ariancedl,532 219 2,773 104 1007 1,86681 (67317 3,20172 |53189
assumed
Equalvariances not assumed 2,766 100,995 007 1,86681 67490 13,20562 |-,52799

Source: Primary Data Processed (2015)

The next testing was on hypotheses 5 until 7. Before conducting testing on these hypotheses, first

it was conducted classical assumption testing. The result of classical assumption testing showed that the

samples used were able to meet the assumption of normality, did not occur heterocedasticity, and did not

occur multicollinearity between variables in the model. The results of hypothesis 5 and hypothesis 6 testing

is presented as follows:

Table of Hypothesis 5 - Hypothesis 6 Regression Analysis Testing Result

Coefficient?

Unstandardized Coefficients [Standardized
Model Coefficients |t Sig.
B Std. Error Beta
1 (Constant)  |-,074 1,151 -,065 ,949
PEOU ,233 ,091 ,203 2,556 [,012
PU ,759 ,085 712 8,952 [,000
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a. Dependent Variable: ATU
From the result of regression testing output above, the variable of perceived usefullness had value of
sig.t as big as 0.000 <0.05. Thus, the fifth hypothesis was accepted, which meant there was influence of
perceived usefullness on the attitude toward using mobile banking. As for the significance of perceived ease
of use variable, it was obtained result of sig.t value amounted to 0.012 <0.05 which meant the sixth
hypothesis was accepted. It meant that there was influence of perceived ease of use on attitude toward using
mobile banking. Perception of usefulness and ease in the adoption of mobile banking technology

empirically proven effected on attitude (intention) to adopt mobile banking technology.

Table of Hypothesis 7 Regression Analysis Testing Result
Coefficients!

Unstandardized Coefficients| Standardized
Model Coefficients t Sig.
B Std. Error Beta
1 (Constant) 1,339 1,472 ,909 ,365
ATU 882 069 car 12,849 ,000

a. Dependent Variable: ITU
Based on the result of regression analysis, it was obtained a significance level of attitude toward using
variable was sig.t of 0000 <0:05 so that the seventh hypothesis was accepted. It meant that there was the
influence of attitude toward using on the intention to use mobile banking. In line with the results of
hypothesis 5 and 6 testing, then with the perception of the usefulness and ease in the adoption of mobile
banking technology that encouraged an attitude to adopt these technologies, it could be ascertained that

these attitudes would surely be realized into action to use it.

CONCLUSIONS

Based on the explanation and testing results in this study, it is obvious that gender factor has a
significant influence in the adoption of mobile banking facility. Some suggestions can be submitted to the
banking sector related to the results of this study include: The bank may consider customers gender in
determining the development strategy of mobile banking facility, because it proved significantly affect the
use of the facility. For example, the bank can use promotional / advertising strategy based on gender,
different facilities according to customers gender. Accuracy in product development certainly enhance the
success of products, which leads to the company's profitability.

In a similar study in the future, it can be considered to use other variables or use moderating variables
and other variables, such as security or security of the facility. This study cannot be separated from
weakness, that is using samples at BCA (private bank) and BRI (state banks) but more respondents which
are from BCA, so it has impact on the perception toward the use of mobile banking facility which is
dominated by the private bank respondents. In addition, the number of relatively little respondents is also

another weakness in this study, which affects the generalization of the results that can be done.
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