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ABSTRACT
	This study employed a quantitative, descriptive–correlational design to examine respondents’ demographic profiles, mobile banking experiences, and the determinants influencing adoption in terms of perceived usefulness, perceived ease of use, social influences, perceived cost and perceived risk. Using disproportionate stratified random sampling, 393 respondents were drawn from 17 purok, with data analyzed through frequency counts, percentages, weighted mean, and Chi-square Test of Association. Findings showed that most respondents were 19 to 27 years old, female, single, college graduates, employed in government institutions, and earning 5,000 to 15,099 pesos monthly. Land Bank was the most frequently used mobile banking application, with fund transfers as the most common transaction, typically conducted monthly. Perceived usefulness emerged as the most influential determinant of adoption. Correlation analysis revealed no strong relationships between age, sex, or occupation and mobile banking experience; however, educational attainment and occupation significantly influenced adoption determinants. The study concludes that enhancing security, convenience, and targeted awareness campaigns—particularly for young professionals can foster broader adoption. It further recommends that the future researchers investigate these findings and consider implementing the researcher's recommendations.
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1. INTRODUCTION 
The introduction of information technology (IT) into corporate operations has significantly transformed business processes globally, including how firms are managed and operated. In the financial sector, one of the most remarkable innovations has been the development of mobile banking (m-banking), which allows customers to perform a wide range of financial activities using portable devices such as smartphones and tablets. These services include term deposit monitoring, access to card and equity statements, insurance and pension plan management, loan statement access, checkbook requests, balance inquiries, PIN management, domestic and international transactions, and more (Siano et al. (2020).
Over the past few decades, mobile banking has become a strategic part of standard banking practices. Financial institutions have continuously evolved to deliver innovative features that enhance consumer experience, enabling faster, more convenient access to banking services (Mousavian, 2021). As Chaouali and El Hedhli (2019) note, banking institutions remain leaders in the financial industry, offering services that have expanded from traditional ATMs to online and mobile banking. Similarly, Arcand et al. (2017) and Baabdullah et al. (2019) emphasize that mobile banking allows customers to transfer funds, check balances, and perform transactions anytime and anywhere. Given its potential, banks across the world have heavily invested in mobile banking technologies to boost adoption rates, increase customer satisfaction, and foster loyalty by reducing the risk of customer attrition to competitors (Alalwan et al., 2017). Mobile banking includes convenience and ubiquity, while disadvantages include security concerns and limited functionality compared to traditional banking channels (Chen and Aklikokou, 2020).

The growing use of smartphones has further driven mobile banking adoption. In 2018, an estimated 3.7 billion people worldwide were smartphone users, with projections showing that 1.8 billion individuals would use mobile banking by 2019 (KPMG and UBS, 2015). Despite its growth, challenges such as cost, credibility, and security concerns remain significant barriers to adoption. According to Cudjoe et al. (2015), banks must address these challenges by raising awareness, improving consumer trust, and making mobile banking services more affordable. Likewise, Shankar and Kumari (2016) highlight that adoption depends on individual awareness, motivation, perceived benefits, value, and financial impact. Furthermore, system quality and service reliability play a critical role in shaping user satisfaction. Tam and Oliveira (2017) demonstrate that high-quality mobile banking systems enhance customer satisfaction and increase adoption. Consequently, banks worldwide continue to invest in improving their mobile platforms to remain competitive and meet customer expectations (Alalwan et al., 2017).




In this context, the present study seeks to conduct a user-centric analysis of determinants and experiences in mobile banking adoption. Specifically, it aims to determine the profile respondents, explore their mobile banking experiences, evaluate determinants influencing adoption, and assess correlations among the study’s key variables to address existing research gaps.	Comment by Sorna Ganesh: Is it a statement of problem?
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2. OBJECTIVES 	Comment by Sorna Ganesh: Is it a objective of the study
1. To determine the profile of the respondents in terms of:
1.1 Age
1.2 Sex
1.3 Civil Status 
1.4 Educational attainment 
1.5 Occupation
1.6 Monthly gross income
2. To determine the mobile banking experiences of the respondents in terms of:
2.1 Mobile banking application 
2.2 Mobile banking transactions
2.3 Frequency of usage of mobile banking
3. To identify the determinants of the respondents in adopting mobile banking in terms of:
3.1 Perceived usefulness
3.2 Perceived ease of use
3.3 Social influences
3.4 Perceived cost 
3.5 Perceived risk
4. To determine the significant relationship between the age, sex, occupation and mobile banking experiences of the respondents.
5.  To determine the relationship between the respondent’s profile and the determinants of the respondents in adopting mobile banking.

3. MATERIALS AND METHODS
3.1 Research Design 
The study employed a descriptive-correlational and quantitative research design to assess the respondents’ profile, mobile banking experiences in terms of mobile banking application, transactions and frequency of usage of mobile banking, as well as the determinants of mobile banking adoption, specifically perceived usefulness, perceived ease of use, social influence, perceived cost, and perceived risk. Creswell and Creswell (2018) emphasized that a quantitative-correlational approach enhances generalizability, objectivity, and statistical reliability in assessing the significance and variance of variables across different contexts. Moreover, Frequency and percentage distributions were utilized to analyze the collected data and describe the respondents’ characteristics. To examine the significant relationships between the respondents’ profiles, mobile banking experiences, and determinants of mobile banking adoption, the study applied inferential statistical methods, particularly the mean and the Chi-square Test of Association.

3.2 Research Instrument
The research instrument was a structured questionnaire, adapted from Galton (2017), to evaluate the respondents’ determinants of mobile banking adoption. Additional statements were carefully developed and refined based on various credible sources to ensure accuracy and relevance. The instrument employed a four-point Likert scale, with response options ranging from 1 – Strongly Disagree to 4 – Strongly Agree. This format allowed respondents to indicate the degree of their agreement and facilitated the quantification and analysis of the data. The questionnaire was organized into three main sections: first the collection of the respondent’s profile. The part two includes the mobile banking experiences in terms of mobile banking application, transactions and frequency of usage of mobile banking, and last part are the determinants of mobile banking adoption which focusing perceived usefulness, perceived ease to use, social influences, perceived cost and perceived risk.

3.3 Respondents of the study 
The respondents of the study were mobile banking users residing in Barangay San Pedro, Puerto Princesa City. From the total population of 22,457, a sample of 393 respondents was determined using Slovin formula. This formula serves as a practical tool for estimating the appropriate sample size required to generate statistically reliable results from a population with unknown characteristics (Wolfram Research, Inc., n.d.). The study employed disproportionate stratified random sampling with equal allocation, wherein 23 mobile banking users were randomly selected from each of the 17 purok (planned 𝑛 = 391). To complete the required sample, two additional respondents were randomly chosen, bringing the total to 𝑛 =393. The distribution of instruments conducted to 17 purok, namely: Abanico, Bagong Silang, Kapatiran, Masagana, Masaya, Tahimik, Maunlad, Molave, Pag-asa, Pag-ibig, Pagkakaisa, Pagmamahal, Panaligan, Sandiwa, Silangan, Tres, and Westwood.	Comment by Sorna Ganesh: Which country not mentioned 	Comment by Sorna Ganesh: In which place these 17 purok is there? Purok means District where the researcher mentioned

3.4 Data gathering 
In conducting the study, several steps were undertaken to ensure both ethical compliance and accuracy of research outcomes. First, a formal letter of request was submitted to the Barangay Captain to obtain the total population data and to secure permission to administer the study within the community. This process reinforced formality, respect for authority, informed consent, and the protection of confidentiality. Upon approval, the researcher distributed informed consent forms to the respondents together with the research instrument. Respondents were provided with sufficient time to complete the questionnaires, and all collected information was used exclusively for academic purposes. To ensure privacy, respondents were assured that their personal information would remain strictly confidential.

4. RESULTS AND DISCUSSION
5.1 Profile of the Respondents
Table 1 presented the result of the respondent’s profile in terms of age, sex, civil status, educational attainment, occupation and gross monthly income. As the age distribution reveals that the largest group falls within the 19 to27 years old, comprising of (50.6 %) of the respondents. This followed by those aged 28 to 36 years old at (40.7%), 37 to 45 at (7.6%) and 54 to 56 and 55 to 63 at (0.05%) which representing the smallest age group. According to Pangarkar (2025) mentioned that age 15- to 25-year-old has individual with a highest usage of mobile banking while 65 years old individual are the lowest usage of mobile banking in 2023. In addition, by Burnett (2025) that 78% of aged 18- to 34-year-old are most active users of mobile banking. In contradict to the statement of Chipongian (2023) that 68% of the Filipino mobile banking users are aged 45- to 55-year-old.
As the result of sex, majority of the respondents are female with (64.9%) and male with (35.1%). The findings are supported by Center for the Digital Future, (2018) that 78% of the mobile banking users are female and 67% are male users. In addition, by Burnett (2025) and Diaz (2022) that female preferred use mobile banking application than men. In contracted to the statement of Zapanta, (2024) that in 2017 to 2021 men are the most user of mobile banking and have mobile account though women are the least users of mobile banking.
As the findings of respondent’s civil status, majority of the respondents are single with (67.7%), followed by married at (29.8%), separated at (2.8%) and widowed at (0.3%). The majority of the respondents were single. According to Diaz (2022) that single/ has the higher users of mobile banking. In contradict to the findings Chawla and Joshi (2021) mentioned that married are most user of mobile banking than single.
[bookmark: _Hlk209108595]In terms of respondent’s educational attainment, majority of the respondents are college graduates at (82.7%), followed by college undergraduates at (14.2%), high school graduates at (1.8%) and high school undergraduates at (0.8%). According to Burnett (2025), the majority of mobile banking users are college graduates compared to those with only a high school diploma. In addition, Dey and Majumder (2024) emphasize that women with higher levels of educational attainment are the most frequent users of mobile banking and are more likely to adopt such services. Also, Khan et. al. (2017) mentioned that majority of mobile banking users have a high level of education that influences perception toward the usage of mobile banking.
Moreover, the finding in respondent occupation, majority of the respondents are government employees at (51.7%), followed by business-employed at (23.4%), self-employed at (20.6%) and business owners at (4.3%). The majority of the respondents are government employees. In contradict to Sadia Noor Khan et. al. (2017) that majority of mobile banking users are the students. In addition, by Sebayang et. al. (2024) that college students are the most mobile banking users than the private sector employees, entrepreneurs, government officials and unemployed. 
[bookmark: _Hlk209110301]As the result of respondents monthly gross income, the finding revealed that majority of respondents have bracket of 5,000 to 15,099 pesos at (80.9%), followed by income bracket of 15,100 to 25,199 pesos at (13.7%), income bracket of 25,200 to 35,299 pesos at (4.1%), income bracket of 35,300 to 45,399 pesos at (1%) and income bracket of 45,400 to 55,499 pesos at (0.3%). The results implies that majority of the respondents earning between 5,000 to 15,000 pesos. This implies that majority of the monthly gross income of the respondents are 5,000 to 15,099 pesos. According to Pulverav (2025), the majority of mobile banking users in rural areas have a monthly household income above ₱20,000. Most of them maintain their own accounts and use mobile banking for weekly or even daily transactions.
Table 1. Profile of the respondent of the study
	Characteristics
	Frequency (n=393)
	Percentage (%)

	Age

	19-27
	199
	50.6

	28-36
	160
	40.7

	37-45
	30
	7.6

	46-54
	2
	0.05

	55-63
	2
	0.05

	Sex


	Female
	255
	64.9

	Male
	138
	35.1

	Civil Status

	Single
	264
	67.7

	Married
	117
	29.8

	Separated
	11
	2.8

	Widowed
	1
	0.3

	Educational Attainment

	High school undergraduate
	3
	0.8

	High school graduate
	7
	1.8

	College undergraduate
	56
	14.2

	College graduate
	325
	82.7

	 Vocational course
	2
	0.5

	Occupation Status

	Self employed
	81
	20.6

	Business employed
	92
	23.4

	Government employed
	203
	51.7

	Owners
	17
	4.3

	Monthly gross income (Pesos)

	5,000—15,099
	318
	80.9

	15,100—25,199
	54
	13.7

	25,200—35,299
	16
	4.1

	35,300—45,399
	4
	1

	45,400—55,499
	1
	0.3


	
	
























5.2 Mobile Banking Experience of the Respondents
[bookmark: _Hlk209111184]Table 2 presented the result of mobile banking experience of the respondents in terms of mobile banking application, mobile banking transaction and frequency of usage of mobile banking. The findings of mobile banking application revealed that (46.3%) of the respondents used Land Bank mobile banking, followed by BDO mobile banking application at (40.5%), Metro Bank mobile banking application at (8.1%), BPI mobile banking and PNB mobile banking application (5.30%), RCBC mobile banking application at (3.3%), DBP mobile banking application at (2.3%), China Bank mobile banking application at (1.8%) and East-West mobile banking application at (0.8%). The result revealed that the majority of the respondents are using Land Bank in mobile banking applications. According to Balita (2025), GoTyme Bank was the most popular mobile banking application in the Philippines in 2024, followed by Land Bank and BPI. In 2024 reported that users of Lank bank mobile application rapidly increase (Land Bank of the Philippines, n.d.)
Moreover, the results of the mobile banking experience of the respondents in terms of mobile banking transaction, revealed that  (54.7%) of the respondents used mobile banking  applications to transfer funds, followed by (40.5%) are used to pay bills, (30.8%) are used to purchase mobile load, (27.2%) are used to transact with their banks, (23.2%) are used to send remittances, (11.70%) are used for shopping online, (5.3%) are used to purchase flight tickets, (5.3%) are used to purchase insurances, (3.3%) are used for QR codes, a(2.5%) are used for secure loans and lastly (2.3%) of the respondents are used mobile banking apps to trade in the stock market. The findings implies that fund transfers and bills payments are the most common transactions carried out by the respondents. The finding is supported by Naruetharadhol et al. (2021), who emphasized that the most frequently utilized mobile banking transactions are payments and money transfers, as these provide users with a high degree of convenience. Similarly, Aguilon et al. (2023) highlighted that mobile payments, mobile credit, and mobile savings represent the predominant types of mobile banking transactions, further reinforcing the central role of convenience and accessibility in driving user adoption.
In term of the results of the mobile banking experience of the respondents in terms of frequency of usage of mobile banking, revealed that (39.4%) of the respondents used mobile banking once a month, followed by (20.4%) are used twice a month, (18.1%) are used weekly, (7.4%) are used twice a week, (5.6%) are used few times a month, (4.3%) are used once a week, (3.1%)are used less than once a month and lastly (3.1%) of the respondents do not use mobile banking at all. This implies that respondent used mobile transaction in once a month. This implies that respondents typically conducted mobile transactions at least once a month. This finding is consistent with Pokhrel (2022), who reported that the majority of mobile banking users access their banking applications at least once per month. In contrast, Shah (2023) highlighted that most mobile banking users engage with their accounts on a daily basis, using the application between two to six times per week.
Table 2. Mobile Banking Experience of the Respondents
	Characteristics
	Frequency (n=393)
	Percentage (%)

	Mobile banking application

	BDO
	159
	40.5

	BPI
	21
	5.3

	DBP
	9
	2.3

	RCBC
	13
	3.3

	PNB
	21
	5.3

	Metro Bank
	32
	8.1

	Land Bank
	182
	 46.3

	East West
	3
	0.8

	China Bank
	7
	1.8


	Mobile banking transaction

	QR code
	13
	3.3

	Loans
	10
	2.5

	Fund transfer
	215
	 54.7

	Stock market
	9
	2.3

	Fight tickets
	21
	5.3

	    Phone Banking                                                107
	                 27.2

	Shopping
	46
	11.7

	Insurance
	21
	5.3

	Sending
	91
	23.2

	Load
	121
	30.8

	Bills
	159
	40.5


	Frequency of usage of mobile banking

	Weekly
	71
	18.1

	Once a month
	155
	39.4

	Do not use
	12
	3.1

	Twice a week
	29
	7.4

	Twice a month
	80
	 20.4

	Few times a month
	22
	5.6

	Less than once a month
	12
	3.1

	Once a week
	17
	4.3



5.3 Determinants of Mobile Banking Adoption 
Table 3 presented the results of determinants of mobile banking application of the respondents in terms of perceived usefulness, perceive ease to use, social influences, perceived cost and perceived risk. The findings of determinants of mobile banking application in terms of (perceived usefulness) shows that statement read as follows, ‟Mobile banking is practical.’’ (M=3.37). ‟I believe mobile banking is advantageous.’’(M=3.43), ‟I believe that adopting mobile banking would make it possible for me to complete my tasks faster.’’ (M =3.45), ‟It would be simpler for me to complete my tasks if I used mobile banking, in my opinion.’’ (M=3.44) and ‟Mobile banking is helpful.’’ (M=3.48) rated as strongly agree. Overall, the descriptive rating of determinants of mobile banking application in terms of perceived usefulness is ‟strongly agree’’ with the weighted mean of 3.44. The result implies that users adopt mobile banking applications because they perceive them as practical, advantageous, faster, helpful, and useful in conducting online transactions. According to Fachreza et al. (2022), the perception of usefulness drives adoption primarily through its influence on users’ intention to use and attitude toward use. Similarly, Mukhra (2023) emphasized that perceived usefulness significantly shapes users’ intention to use mobile banking, both directly and indirectly, through the mediating role of attitude.
[bookmark: _Hlk210137970]As the result of determinants of mobile banking application in terms of (perceived ease of use), the findings revealed that the statement read as follows, ‟Simple to use, anywhere and at any time.’’ (M=3.43), ‟I believe it would be simple to learn how to use mobile banking.’’ (M=3.31) and ‟I believe using mobile banking to carry out my banking duties is simple.’’ (M=3.29) rated as strongly agree. The findings stated that the statement as read, ‟I believe using mobile banking doesn't demand a lot of brain effort.’’ (M=3.20) and ‟The mobile banking system's instructions are clear and easy to understand.’’ (M=3.24) rated as agree. Overall, the descriptive rating of determinants of mobile banking application in terms of perceived ease of use is ‟strongly agree’’ with the weighted mean of 3.29. This implies that users adopt mobile banking applications in terms of perceived ease of use because they find an easy to access, user-friendly, and equipped with clear, effortless instructions. According to Anjani and Fitria (2023) emphasized that users are motivated to adopt mobile banking because of its effortless services, which strengthen their intention to use the application in terms of perceived ease of use. In addition, Mukhra (2023), both intentions to use and attitude toward use are significant determinants in the adoption of mobile banking services. Similarly, Wijanarko and Sihite (2024) demonstrated that perceived ease of use has a significant influence on users’ intention to adopt mobile banking. 
Moreover, the result of determinants of mobile banking application in terms of (social influences) the findings revealed that the statement read as follows, ‟I'm encouraged by my friends to use mobile banking.’’ (M=3.15), ‟Members of the family enjoy using mobile banking.’’ (M=3.12), ‟I'm influenced by co-workers to use mobile banking.’’ (M=3.13), ‟I find mobile banking trendy.’’ (M=3.16) and ‟Use of mobile banking gives me professional status.’’ (M=3.14) rated as agree. Overall, the descriptive rating of determinants of mobile banking application in terms of social influences is ‟agree’’ with the weighted mean of 3.14. This implies that the adoption of mobile banking applications is positively influenced by the opinions and behaviors of others. Filho (2021) supports this by noting that social influences—such as peer opinions, social norms, and peer pressure—significantly affect the intention to adopt mobile banking. Similarly, Narmi et al. (2023) found that social influence plays a critical role in shaping the intention to use mobile banking services within Malaysian communities. Consistently, Addula (2025) reported that among Generation Z users, social influence exerts a strong positive effect on mobile banking adoption.
In addition, by the finding of determinants of mobile banking application in terms of (perceived cost) reveled that the statement read as follows, ‟Saving money using mobile banking.’’ (M=3.05), ‟Mobile banking is pricy or costly.’’ (M=2.69), ‟Mobile banking has lower transaction fees.’’ (M=2.87), ‟Mobile banking is a less expensive purchase.’’ (M=2.96) and ‟I believe mobile banking takes less time.’’(M=3.10) rated as agree. Overall, the descriptive rating of determinants of mobile banking application in terms of perceived cost is ‟agree’’ with the weighted mean of 3.10. The findings imply that using mobile banking transactions allows respondents to save money, time, and effort. This is supported by Agbesi (2023), who found that students are influenced to adopt mobile banking services because of perceived cost factors, such as financial savings, reduced time requirements, and minimized effort.
As the result of determinants of mobile banking application in terms of (perceived risk) reveled that the statement read as follows, ‟I would not feel safe providing personal privacy information over the mobile banking.’’ (M=2.71), ‟Using mobile banking is risky.’’ (M=2.63), ‟I’m worried to use mobile banking because other people may be able to access my account.’’ (M=2.70), ‟I fear that I will lose money when making a mobile banking transfer.” (M=2.66) and ‟Using mobile banking in monetary transactions has potential risk.’’ (M=2.70) rated as agree. Overall, the descriptive rating of determinants of mobile banking application in terms of perceived risk is ‟agree’’ with the weighted mean of 2.68. The findings imply that respondents adopt mobile banking services primarily because of trust and a sense of security. According to Rabbani (2021), users are more likely to adopt mobile banking when they perceive it as safe and reliable, highlighting that trust serves as a counterbalance to perceived risk in shaping adoption decisions.

Table 3. Determinants of Mobile Banking Adoption 
	[bookmark: _Hlk208502490]Statement
	Mean
	Descriptive Rating

	Perceived usefulness

	1. Mobile banking is practical.
	3.37
	Strongly Agree

	2. I believe mobile banking is advantageous.
	3.43
	Strongly Agree

	3. I believe that adopting mobile banking would make it possible for me to complete my tasks faster.
	3.45
	Strongly Agree

	4. It would be simpler for me to complete my tasks if I used mobile banking, in my opinion.
	3.44
	Strongly Agree

	5. Mobile banking is helpful.
	3.48
	Strongly Agree

	Weighted Mean
	3.44
	Strongly Agree

	Perceived ease of use

	1. Simple to use, anywhere and at any time
	3.43
	Strongly Agree

	2. I believe it would be simple to learn how to use mobile banking.
	3.31
	Strongly Agree

	3. I believe using mobile banking doesn't demand a lot of brain effort.
	3.20
	Agree

	4. I believe using mobile banking to carry out my banking duties is simple.
	3.29
	Strongly Agree

	5. The mobile banking system's instructions are clear and easy to understand.
	3.24
	Agree

	Weighted Mean
	3.29
	Strongly Agree

	Social influence

	1. I'm encouraged by my friends to use mobile banking.
	3.15
	Agree

	2. Members of the family enjoy using mobile banking.
	3.12
	Agree

	3. I'm influenced by co-workers to use mobile banking.
	3.13
	Agree

	4. I find mobile banking trendy.
	3.16
	Agree

	5. Use of mobile banking gives me professional status.
	3.14
	Agree

	Weighted Mean
	3.14
	Agree

	Perceived cost

	1. Saving money using mobile banking.
	3.05
	Agree

	2. Mobile banking is pricy or costly
	2.69
	Agree

	3. Mobile banking has lower transaction fees
	2.87
	Agree

	4. Mobile banking is a less expensive purchase.
	2.96
	Agree

	5. I believe mobile banking takes less time.
	3.10
	Agree

	Weighted Mean
	3.10
	Agree

	Perceived risk

	1. I would not feel safe providing personal privacy information over the mobile banking.
	2.71
	Agree

	2. Using mobile banking is risky.
	2.63
	Agree

	3. I’m worried to use mobile banking because other people may be able to access my account.
	2.70
	Agree

	4. I fear that I will lose money when making a mobile banking transfer
	2.66
	Agree

	5. Using mobile banking in monetary transactions has potential risk.
	2.70
	Agree

	Weighted Mean
	2.68
	Agree



5.4 Significant Relationship between the Age and the Mobile Banking Experiences of the Respondents
As shown in Table 4 which illustrates the correlation between the demographic profile (Age) and the mobile banking experiences (Mobile banking application) of the respondents. The findings revealed that following mobile banking application like China Bank (χ² (4) =27.30, P=0.001) are statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, BDO (χ² (4) =3.19, P=0.527), BPI (χ² (4) =1.67, P =0.795), DBP (χ² (4) =0.32, P =0.988), RCBC (χ² (4) =4.48, P =0.345), PNB (χ² (4) =1.55, P =0.819), Metro Bank (χ² (4) =7.34, P =0.119), Land Bank (χ² (4) =2.20, P =0.70) and  East West (χ² (4) =0.96, P =0.916) are not statistically significant correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which posit no significant relationship between the age and mobile banking application such as China Bank is rejected. However, the mobile banking application such as BDO, BPI, DBP, RCBC, PNB, Metro Bank, Land Bank and East West is accepted, thus do not show significant correlation between age and mobile banking applications.  The findings imply that age and the use of China Bank’s mobile banking applications are significantly correlated. According to Olaleye et al. (2022), the age of mobile banking users is strongly associated with the extent of mobile banking application usage. Younger users, particularly those aged 15 to 34, tend to perform more online transactions per month, while older users are more likely to rely on mobile transactions for routine banking needs. Furthermore, Han and Ko (2025) emphasize that age is a significant determinant of mobile banking adoption, with younger users demonstrating higher adoption and stronger intentions to use such services. In contrast, older users show lower adoption rates, often attributed to technology-related anxiety.
As the results of correlation between the demographic profile (Age) and the mobile banking experiences (Mobile banking transaction) of the respondents. The findings revealed that the mobile banking transaction such as scanning of QR code (χ² (4) =59.70, P =0.001) are statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, Loans (χ² (4) =1.95, P =0.745), Fund transfer (χ² (4) =5.69, P =0.224), Stock Market (χ² (4) =1.44, P =0.837), Fight tickets (χ² (4) =0.37, P =0.985), Phone Banking (χ² (4) =6.72, P =0.151), Shopping (χ² (4) =0.82, P =0.936), Insurance (χ² (4) =0.37, P =0.985), Sending (χ² (4) =7.39, P =0.117), Load (χ² (4) =3.17, P =0.529) and Bills (χ² (4) =4.52, P =0.34) are not statistically significantly correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which posit no significant relationship between the age and mobile banking transaction like scanning of QR code is rejected. However, the mobile banking transaction such as loans, fund transfer, stock market, fight ticket, phone banking, shopping, insurance, sending, load and payment of bills is accepted, thus do not show significant correlated between the age and mobile banking transactions. The findings implies that the age and scanning QR code mobile banking applications are significantly correlated. According to Olaleye et al. (2022), age has a significant correlation with mobile application usage and transaction behavior. Their findings highlight that different age groups exhibit varying levels of mobile transaction preferences and usage patterns in the adoption of mobile banking. Additionally, Chamboko (2022) emphasized that younger users were significantly less frequent in their use of mobile transactions compared to adults aged 30 to 65. These results indicate that age plays an important role in shaping mobile banking transactions and overall usage.
Moreover, as the results of correlation between the demographic profile (Age) and the mobile banking experiences (Frequency usage of mobile banking) of the respondents. The findings revealed that weekly (χ² (4) =15.90, P =0.003) frequency usage of mobile banking is statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, Once a month (χ² (4) =2.02, P =0.727), Do not use (χ² (4) =1.25, P =0.870), Twice a week (χ² (4) =7.66, P =0.105), Twice a month (χ² (4) =2.48, P =0.846), Few times a month (χ² (4) =2.99, P =0.56), Less than once a month (χ² (4) =3.94, P =0.4.15) and Once a week (χ² (4) =4.43, P =0.352) are not statistically significant correlated thus is accepted at the 0.05 level of significant.  The findings indicated that the null hypothesis, which posit no significant relationship between age and frequency usage of mobile banking such as weekly transaction is rejected. However, frequency usage of mobile banking such as once a month, do not used, twice a week, twice a month, few times a month, less than once a month and once a week is accepted, thus do not show significant correlated between the age and frequency usage of mobile banking. This implies that the age and weekly frequency usage of mobile banking are significantly correlated. The findings are supported by Sharma (2023), who noted that age is significantly associated with the frequency of mobile banking usage. Younger users, particularly those aged 35 and below, tend to use mobile transactions several times a week compared to older cohorts. Similarly, Olaleye et al. (2022) found that age has a significant association with transaction frequency, with younger users aged 15 to 34 typically conducting transactions on a monthly basis, while older users were observed to transact more frequently.



Table 4. Chi-square test of association between age and mobile banking experience of the respondent.
	[bookmark: _Hlk208574445]Mobile Banking Experience
	Continuity Correction
	Df
	P-value
	Cramer's v
	Decision

	Mobile banking application

	BDO
	3.19
	4
	0.527 ns
	0.0901
	Accept Ho

	BPI
	1.67
	4
	0.795 ns
	0.0653
	Accept Ho

	DBP
	0.32
	4
	0.988 ns
	0.0286
	Accept Ho

	RCBC
	4.48
	4
	0.345 ns
	0.345
	Accept Ho

	PNB
	1.55
	4
	0.819 ns
	0.0627
	Accept Ho

	Metro Bank
	7.34
	4
	0.119 ns
	0.137
	Accept Ho

	Land Bank
	2.20
	4
	0.70 ns
	0.0748
	Accept Ho

	East West
	0.96
	4
	0.916 ns
	0.495
	Accept Ho

	[bookmark: _Hlk121597944]China Bank
	27.30
	4
	<.001s
	0.263
	Reject Ho

	Mobile banking transaction

	QR code
	59.70
	4
	<.001s
	0.390
	Reject Ho

	Loans
	1.95
	4
	0.745 ns
	0.0705
	Accept Ho

	Fund transfer
	5.69
	4
	0.224 ns
	0.120
	Accept Ho

	Stock market
	1.44
	4
	0.837 ns
	0.0605
	Accept Ho

	Fight tickets
	0.37
	4
	0.985 ns
	0.0308
	Accept Ho

	Phone Banking
	6.72
	4
	0.151 ns
	0.131
	Accept Ho

	Shopping
	0.82
	4
	0.936 ns
	0.046
	Accept Ho

	Insurance
	0.37
	4
	0.985 ns
	0.031
	Accept Ho

	Sending
	7.39
	4
	0.117 ns
	0.137
	Accept Ho

	Load
	3.17
	4
	0.529 ns
	0.090
	Accept Ho

	Bills
	4.52
	4
	0.34 ns
	0.107
	Accept Ho

	Frequency of usage of mobile banking

	Weekly
	15.90
	4
	0.003s
	0.201
	Reject Ho

	Once a month
	2.05
	4
	0.727 ns
	0.072
	Accept Ho

	Do not Use
	1.25
	4
	0.870 ns
	0.056
	Accept Ho

	Twice a week
	7.66
	4
	0.105 ns
	0.140
	Accept Ho

	Twice a month
	2.48
	4
	0.846 ns
	0.080
	Accept Ho

	Few times a month
	2.99
	4
	0.56 ns
	0.087
	Accept Ho

	Less than once a month
	3.94
	4
	0.415 ns
	0.100
	Accept Ho

	Once a week
	4.43
	4
	0.352 ns
	0.106
	Accept Ho



5.5 Chi-square Test of Association between Sex and Mobile Banking Experience of the Respondents
A shown in Table 5 which illustrates the correlation between the demographic profile (Sex) and the mobile banking experiences (Mobile banking application) of the respondents. The findings revealed that following mobile banking application such as BDO (χ² (1) =0.949, P=0.386),  BPI (χ² (1) =0.004, P =0.953), DBP (χ² (1) =7.92E-32, P =1.000), RCBC (χ² (1) =0.305, P =0.581), PNB (χ² (1) =0.169, P =0.681), Metro Bank (χ² (1) =0.010, P =0.919), Land Bank (χ² (1) =0.131, P =0.717), East West (χ² (1) =0.452, P =0.502) and China Bank (χ² (1) =1.08E-29, P=1.00) are not statistically correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which no significant relationship between the sex and mobile banking application such as BDO, BPI, DBP, RCBC, PNB, Metro Bank, Land Bank, East West and China Bank is accepted, thus do not show significant correlation between age and mobile banking applications. The finding implies that the sex and all mobile banking applications used by the respondents are significantly not significantly correlated. In contrast to the study of Santoso et al. (2020), gender has been shown to influence the intention to use mobile banking applications. Their findings indicated that males exhibit a stronger intention to use mobile banking applications compared to females. Similarly, Reynolds (2023) emphasized that both sex and age serve as significant predictors of mobile banking services, usage, and adoption in Asian countries. Moreover, Merhi (2021) highlighted that gender plays a moderating role, showing significant correlations and differences in mobile banking usage and adoption patterns.
As the results of correlation between the demographic profile (Sex) and the mobile banking experiences (Mobile banking transaction) of the respondents. The findings revealed that the mobile banking transaction such as Phone Banking (χ² (1) =4.490, P =0.034) and Sending (χ² (1) =9.740, P =0.002) are statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, QR code (χ² (1) =0.304, P =0.581), Loans (χ² (1) =5.900E-05, P =0.994), Fund transfer (χ² (1) =0.720, P =0.396), Stock Market (χ² (1) =0.896, P =0.334), Fight tickets (χ² (1) =0.169, P =0.681), Shopping (χ² (1) =0.046, P =0.83), Insurance (χ² (1) =3.23E-29, P =1.000, Load (χ² (1) =0.207, P =0.649) and Bills (χ² (1) =2.23E-30, P =1.000) are not statistically significantly correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which posit no significant relationship between the sex and mobile banking transaction such as phone banking and sending is rejected. However, the mobile banking transaction such as scanning of QR code, loans, fund transfer, stock market, fight ticket, shopping, insurance, load and payment of bills are accepted, thus do not show significant correlated between the sex and mobile banking transactions. The findings implies that the sex and phone banking and sending banking applications transaction are significantly correlated. According to Chen (2023), gender differences exist in mobile banking usage, with women using fintech products less frequently than men. Similarly, Reynolds (2023) noted a gender gap in both awareness and usage of mobile financial services, indicating that women are generally less aware of and less likely to use mobile transactions compared to men. Moreover, Zhu and Wang (2022) emphasized that demographic variables, such as age, are significantly associated with mobile banking adoption, usage behavior, and transaction patterns.
Moreover, as the results of correlation between the demographic profile (Sex) and the mobile banking experiences (Frequency usage of mobile banking) of the respondents. The findings revealed that the statement Do not use (χ² (1) =4.070, P =0.044) of frequency usage of mobile banking is statistically significant correlated and thus rejected at the 0.05 level of significant.  Meanwhile, weekly (χ² (1) =3.120, P =0.077) ,Once a month (χ² (1) =2.840, P =0.092), Twice a week (χ² (1) =0.283, P =0.595), Twice a month (χ² (1) =0.463, P =0.496), Few times a month (χ² (1) =1.050, P =0.306), Less than once a month (χ² (1) =1.110, P =0.293) and Once a week (χ² (1) =0.632, P =0.427) are not statistically significant correlated thus is accepted at the 0.05 level of significant.  The findings indicated that the null hypothesis, which posit no significant relationship between sex and frequency usage of mobile banking such as Do not use is rejected. However, frequency usage of mobile banking such as weekly, once a month, twice a week, twice a month, few times a month, less than once a month and once a week is accepted, thus do not show significant correlated between the sex and frequency usage of mobile banking.  This implies that sex and the frequency of mobile banking usage are significantly correlated. The findings are reinforced by Lee (2022), who reported that gender differences are more evident in the adoption and overall usage of mobile banking transactions rather than in the frequency of usage.
Table 5. Chi-square test of association between sex and mobile banking experience of the respondents
	Mobile Banking Experience
	Continuity Correction
	df
	p-value
	Cramer’s v
	Decision

	Mobile banking application

	BDO
	0.949
	1
	0.386 ns
	0.0491
	Accept Ho

	BPI
	0.004
	1
	0.953 ns
	0.0148
	Accept Ho

	DBP
	7.92E-32
	1
	1.000 ns
	0.0072
	Accept Ho

	RCBC
	0.305
	1
	0.581 ns
	0.0428
	Accept Ho

	PNB
	0.169
	1
	0.681 ns
	0.0326
	Accept Ho

	Metro Bank
	0.010
	1
	0.919 ns
	0.0149
	Accept Ho

	Land Bank
	0.131
	1
	0.717 ns
	0.0236
	Accept Ho

	East West
	0.452
	1
	0.502 ns
	0.0645
	Accept Ho

	China Bank
	1.08E-29
	1
	1.000 ns
	0.0185
	Accept Ho

	Mobile banking transaction

	QR code
	0.305
	1
	0.581 ns
	0.043
	Accept Ho

	Loans
	5.900E-05
	1
	0.994 ns
	0.0173
	Accept Ho

	Fund transfer
	0.720
	1
	0.396 ns
	0.048
	Accept Ho

	Stock market
	0.896
	1
	0.344 ns
	0.0656
	Accept Ho

	Fight tickets
	0.169
	1
	0.681 ns
	0.0326
	Accept Ho

	Phone Banking
	4.490
	1
	0.034s
	0.113
	Reject Ho

	Shopping
	0.046
	1
	0.83 ns
	0.0191
	Accept Ho

	Insurance
	3.23E-29
	1
	1.000 ns
	0.00887
	Accept Ho

	Sending
	9.740
	1
	0.002 s
	0.164
	Reject Ho

	Load
	0.207
	1
	0.649 ns
	0.0287
	Accept Ho

	Bills
	2.23E-30
	1
	1.000 ns
	0.00523
	Accept Ho

	Frequency of usage of mobile banking

	Weekly
	3.120
	1
	0.077 ns
	0.096
	Accept Ho

	Once a month
	2.840
	1
	0.092 ns
	0.0905
	Accept Ho

	Do not Use
	4.070
	1
	0.044s
	0.117
	Reject Ho

	Twice a week
	0.283
	1
	0.595 ns
	0.037
	Accept Ho

	Twice a month
	0.463
	1
	0.496 ns
	0.0409
	Accept Ho

	Few times a month
	1.050
	1
	0.306 ns
	0.0632
	Accept Ho

	Less than once a month
	1.110
	1
	0.293 ns
	0.069
	Accept Ho

	Once a week
	0.632
	1
	0.427 ns
	0.0532
	Accept Ho



5.6 Chi-square Test of Association Between Occupation and Mobile banking Experience of the Respondents
A shown in Table 6 which illustrates the correlation between the demographic profile (Occupation) and the mobile banking experiences (Mobile banking application) of the respondents. The findings revealed that following mobile banking application PNB (χ² (3) =20.7, P =0.001) and Land Bank (χ² (3) =10.500, P =0.015) is statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile,  mobile banking application such as BDO (χ² (3) =6.28, P=0.099),  BPI (χ² (3) =2.29, P =0.515), DBP (χ² (3) =1.66, P =0.645), RCBC (χ² (3) =6.09, P =0.107), Metro Bank (χ² (3) =1.70, P =0.637), East West (χ² (3) =1.01, P =0.798) and China Bank (χ² (3) =5.35, P=0.148) are not statistically correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which no significant relationship between the occupation and mobile banking application such as PNB and Land Bank is rejected. However, the BDO, BPI, DBP, RCBC, Metro Bank, East West and China Bank is accepted, thus do not show significant correlation between occupation and mobile banking applications. The finding implies that the occupation and PNB and Land Bank mobile banking applications used by the respondents are significantly correlated. According to Olaleye et al. (2022), occupation is significantly associated with the use of mobile banking applications, with younger professionals in the formal sector using mobile applications more frequently. Similarly, Zhu and Wang (2022) emphasized that occupation has significant predictor of mobile banking adoption and usage intensity. In addition, Chawla and Vasudeva (2024) noted that occupational groups demonstrate moderate but distinct usage patterns, with professional workers, students, and informal workers exhibiting varying levels of transaction intensity and loyalty in mobile banking.
As the results of correlation between the demographic profile (Occupation) and the mobile banking experiences (Mobile banking transaction) of the respondents. The findings revealed that the mobile banking transaction such as Fund transfer (χ² (3) =10.600, P =0.014), Fight tickets (χ² (3) =19.8, P =0.001) and Load (χ² (3) =10.9, P =0.012) are statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, mobile banking transaction such as QR code (χ² (3) =2.28, P =0.515), Loans (χ² (3) =7.11, P =0.069), Stock Market (χ² (3) =0.443, P =0.931), Phone Banking (χ² (3) =0.873, P =0.832), Shopping (χ² (3) =2.15, P =0.542), Insurance (χ² (3) =4.25, P =0.236, Sending (χ² (3) =1.40, P =0.705) and  Bills (χ² (3) =1.35, P =0.718) are not statistically significantly correlated thus is accepted at the 0.05 level of significant. The findings indicated that the null hypothesis, which posit no significant relationship between the occupation and mobile banking transaction such as fund transfer, Fight ticket and Load is rejected. However, the mobile banking transaction such as scanning of QR code, loans, stock market, phone banking, shopping, insurance, sending and payment of bills are accepted, thus do not show significant correlated between the occupation and mobile banking transactions. The findings implies that the sex and fund transfer, fight tickets and loads banking applications transaction are significantly correlated. Chen et al. (2023) reported that sex is significantly associated with mobile banking transactions, noting that men tend to use mobile banking services more frequently, possess higher financial awareness, and demonstrate greater engagement with financial technologies compared to women. Similarly, Isla et al. (2022) highlighted the existence of a gender gap in mobile banking usage, particularly between husbands and wives, underscoring disparities in access, awareness, and utilization of mobile financial services.
Moreover, as the results of correlation between the demographic profile (Occupation) and the mobile banking experiences (Frequency usage of mobile banking) of the respondents. The findings revealed of the frequency usage of mobile banking such as Weekly (χ² (3) =20.8, P =0.001), Once a month (χ² (3) =8.86, P =0.031) and Few times a month (χ² (3) =12.9, P =0.005) is statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, frequency of usage such as Do not use (χ² (3) =2.07, P =0.558), Twice a week (χ² (3) =6.93, P =0.074), Twice a month (χ² (3) =6.38, P =0.094), Less than once a month (χ² (3) =6.67, P =0.083) and Once a week (χ² (3) =1.09, P =0.779) are not statistically significant correlated thus is accepted at the 0.05 level of significant.  The findings indicated that the null hypothesis, which posit no significant relationship between occupation and frequency usage of mobile banking such weekly, once a month and few times a month are rejected. However, frequency usage of mobile banking such do not used, twice a week, twice a month, less than once a month and once a week is accepted, thus do not show significant correlated between the occupation and frequency usage of mobile banking. This implies that occupation and the frequency of mobile banking usage—whether weekly, monthly, or only a few times per month—are significantly correlated. Chawla and Vasudeva (2024) further supported this finding by emphasizing that occupation is significantly associated with mobile banking usage patterns as well as user loyalty.
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	Continuity Correction
	Df
	P-value
	Cramer’s v
	Decision

	Mobile banking application

	BDO
	6.28
	3
	0.099 ns
	0.126
	Accept Ho

	BPI
	2.29
	3
	0.515 ns
	0.076
	Accept Ho

	DBP
	1.66
	3
	0.645 ns
	0.065
	Accept Ho

	RCBC
	6.09
	3
	0.107 ns
	0.124
	Accept Ho

	PNB
	20.7
	3
	0.001 s
	0.229
	Reject Ho

	Metro Bank
	1.70
	3
	0.637 ns
	0.066
	Accept Ho

	Land Bank
	10.500
	3
	0.015 s
	0.163
	Reject Ho

	East West
	1.01
	3
	0.798 ns
	0.051
	Accept Ho

	China Bank
	5.35
	3
	0.148 ns
	0.117
	Accept Ho

	Mobile banking transaction

	QR code
	2.28
	3
	0.515 ns
	0.076
	Accept Ho

	Loans
	7.11
	3
	0.069 ns
	0.134
	Accept Ho

	Fund transfer
	10.600
	3
	0.014 s
	0.164
	Reject Ho

	Stock market
	0.443
	3
	0.931 ns
	0.034
	Accept Ho

	Fight tickets
	19.8
	3
	0.001 s
	0.225
	Reject Ho

	Phone Banking
	0.873
	3
	0.832 ns
	0.047
	Accept Ho

	Shopping
	2.15
	3
	0.542 ns
	0.039
	Accept Ho

	Insurance
	4.25
	3
	0.236 ns
	0.104
	Accept Ho

	Sending
	1.40
	3
	0.705 ns
	0.060
	Accept Ho

	Load
	10.9
	3
	0.012 s
	0.167
	Reject Ho

	Bills
	1.35
	3
	0.718 ns
	0.059
	Accept Ho

	Frequency usage of mobile banking

	Weekly
	20.8
	3
	0.001 s
	0.230
	Reject Ho

	Once a month
	8.86
	3
	0.031 s
	0.150
	Reject Ho

	Do not Use
	2.07
	3
	0.558 ns
	0.073
	Accept Ho

	Twice a week
	6.93
	3
	0.074 ns
	0.133
	Accept Ho

	Twice a month
	6.38
	3
	0.094 ns
	0.127
	Accept Ho

	Few times a month
	12.9
	3
	0.005 s
	0.181
	Reject Ho

	Less than once a month
	6.67
	3
	0.083 ns
	0.130
	Accept Ho

	Once a week
	1.09
	3
	0.779 ns
	0.053
	Accept Ho



5.7 Chi-Square Test of Association Between the Demographic Profile and Determinants of Adopting Mobile Banking
As shown in the Table 7 which illustrate the correlation between the demographic profile and the determinants of adopting mobile banking. The findings reveals that the following demographic profile such as educational attainment (χ² (12) =134, P =0.001) and respondents’ occupation (χ² (9) =18.70, P =0.028) is statistically significant correlated and thus rejected at the 0.05 level of significant. Meanwhile, the demographic profile such as age (χ² (12) =4.07, P =0.295), sex (χ² (3) =4.07, P =0.254), civil status (χ² (9) =4.45, P =0.879) and monthly gross income (χ² (18) =10.40, P =0.917) are not statistically significant correlated thus is accepted at the 0.05 level of significant.  The findings indicated that the null hypothesis, which posit no significant relationship between educational attainment and occupation and determinants of adopting mobile banking are rejected. However, age, sex, civil status and monthly gross income are accepted, thus do not show significant correlated between determinants of adopting mobile banking. This implies that the educational attainment and occupation of the respondents has factors and influence in adopting mobile banking. According to Fadilah and Andriani (2025), demographic factors such as age, gender, income, education, and occupation are significantly associated with differences in mobile banking adoption and usage. Their findings suggest that younger, highly educated, high-income, and professionally employed users are more likely to adopt and use mobile banking frequently, with gender and occupation serving as strong predictors of adoption. Beyond demographics, other determinants—including perceived usefulness, ease of use, trust, perceived risk, social influence, perceived cost, and facilitating conditions—emerge as primary factors influencing users’ decisions to adopt mobile banking services. Similarly, Gbongli (2022) emphasized that demographic characteristics such as age, gender, income, and education act as both moderators and predictors in the adoption of mobile financial services.
Table 7. Chi-square test of association between the demographic profile and determinants of adopting mobile banking
	Demographic profile
	Continuity Correction
	Df
	P-value
	V
	Contingency Coefficient

	Age 
	14.10
	12
	0.295 ns
	-
	0.186

	Sex 
	4.07
	3
	0.254 ns
	0.102
	-

	Civil Status
	4.45
	9
	0.879 ns
	-
	0.106

	Educational Attainment
	134
	12
	0.001 s
	-
	0.504

	Occupation
	18.70
	9
	0.028 s
	-
	0.213

	Monthly Gross Income
	10.40
	18
	0.917 ns
	-
	0.161




6. CONCLUSIONS AND RECOMMENATIONS
6.1 Conclusions
Based on the findings of the study, several conclusions can be drawn. The demographic profile of the respondents indicated that the majority were 19 to 27 years old, female, single, college graduates, employed in government institutions, and earning a monthly gross income between ₱5,000 and ₱15,099. With regard to mobile banking experience, Land Bank was identified as the most widely used application, with fund transfers as the most common transaction, typically conducted once a month. Among the determinants of mobile banking adoption, perceived usefulness emerged as the most significant factor influencing users’ decisions. The analysis of significant relationships further revealed that age, sex, and occupation did not exhibit strong correlations with mobile banking experience. However, educational attainment and occupation were found to have significant associations with the determinants of adoption. Overall, the study highlights that perceived usefulness plays a critical role in shaping mobile banking adoption and user experience. In light of these findings, the study recommends the enhancement of mobile banking services by strengthening security and safety measures to foster user trust, while simultaneously improving service convenience. Furthermore, targeted awareness campaigns are suggested to address the needs of young professionals, thereby encouraging broader adoption. Finally, specific recommendations were proposed to address insights uncovered during the investigation, providing a basis for further research and practical application.
6.2 Recommendations
The research study is limited in scope, design, population, and location; therefore, future research should address these limitations by replicating the study in broader contexts. Further investigations are recommended to conduct comparative analyses, examine additional determinants and user experiences in mobile banking, and place greater emphasis on safety and security measures to enhance adoption. Moreover, exploring variables that influence user trust, satisfaction, values, and reliability will be crucial in promoting consistent and utilization of mobile banking services.
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