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Providing pioneering facilities is an essential factor for attractiveness of the 

banking industry. Mobile banking application is such an innovative service. 

Through this, all the banking customers will be able to make banking activities 

more quickly and conveniently than traditional banking. Mobile banking service 

provides convenience, true mobility, speed, and environmentally friendly service. 

However, Sri Lankan consumers do not accept this innovative service, and there is 

a conflict to use or less use this service. Therefore, this research aims to study the 

factors affecting the behavioral intention to use mobile banking applications 

among the western province of Sri Lankan customers. The study observed 

perceived risk, trust, convenience, and relative advantage as independent variables 

and behavioral intention to use mobile banking applications as the dependent 

variable. This is a quantitative research study where a structured questionnaire was 

disseminated among 384 mobile banking application users in the western province, 

a sample selected through a convenience sampling method. Correlation and 

multiple linear regression analysis were used to analyze the hypotheses. The results 

revealed that trust, convenience, and relative advantage positively influence and 

perceived risk negatively influences behavioral intention to use mobile banking 

application. Furthermore, this study has provided an avenue for the Sri Lankan 

government, banking authority, software engineers, and service developers to 

improve behavioral intention to use mobile banking applications to increase 

consumers’ self-confidence to use mobile banking. 
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