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Abstract

This paper intends to identify and analyze customer adoption and attitudes towards mobile
banking facilities. The study uses six perceived characteristics of innovation that can be used to
form a favorable or unfavorable attitude toward an innovation, namely: Relative advantage,
compatibility, complexity, trailability, risk, and observability. Collected data were analyzed using
Pearson Chi-Square test. The results showed that mobile bank users were predominantly males.
There is a growing trend among young, educated customers towards converting to mobile banking
in Sri Lanka. The research outcomes suggested that all the six factors are statistically highly
significant in influencing mobile banking adoption and attitude formation towards mobile banking
in Sri Lanka. The major reasons for adopting mobile banking services are the accessibility and
availability of services regardless of time and place. Over the 75 percent of the respondents
mentioned that savings in time and effort and low financial costs of conducting mobile banking
were advantageous. Issue of security was found to be the most important factor that motivated
consumer adoption and attitude formation towards mobile banking. Main barriers to mobile
banking were the lack of technological skills, the traditional cash-carry banking culture, and the
lack of awareness and insufficient guidance to using mobile banking.
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