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Abstract: 

The rapid advancement of digital technologies has transformed the global banking industry by making mobile 

banking one of the most preferred channels for financial transactions. In India, increasing smartphone penetration, 

improved internet connectivity, and government initiatives promoting digital payments have accelerated the 

adoption of mobile banking services. While banks have successfully attracted a large number of users to digital 

platforms, sustaining customer loyalty remains a major challenge due to increasing competition, changing 

customer expectations, and continuous technological innovations. Customer satisfaction has emerged as a critical 

determinant of long-term customer loyalty in digital finance. This conceptual paper examines the role of customer 

satisfaction in developing mobile banking loyalty by integrating major theoretical perspectives and recent 

literature on digital banking. The paper synthesizes concepts from the Technology Acceptance Model, 

Expectation–Confirmation Theory, Commitment–Trust Theory, Relationship Marketing Theory, and 

SERVQUAL to develop the Digital Banking Loyalty Enhancement Framework (DBLEF). The framework 

proposes that digital service quality, perceived usefulness, perceived ease of use, trust, security, convenience, and 

customer engagement collectively strengthen customer satisfaction, which subsequently enhances mobile banking 

loyalty. The paper presents six theoretical postulates to guide future empirical research and discusses their 

relevance in the context of Dakshina Kannada and Udupi districts, where digital banking adoption has increased 

substantially. The study contributes to digital finance literature by providing an integrated conceptual model that 

can assist researchers, banking professionals, and policymakers in designing customer-centric digital banking 

strategies for sustainable customer retention. This study adopts a conceptual research design based on literature 

synthesis 
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1. Introduction 

The banking industry has undergone significant transformation with the rapid advancement of information 

technology, digital communication, and financial innovation. Traditional branch banking has evolved into digital 

banking systems that offer customers faster, more convenient, and accessible financial services. Among these 

innovations, mobile banking has become a key delivery channel, enabling users to perform transactions such as 

fund transfers, bill payments, investments, loan repayments, and account management anytime through 

smartphones (Davis, 1989; Venkatesh et al., 2003). 

In India, initiatives such as Digital India, Unified Payments Interface (UPI), Aadhaar-enabled banking, and Direct 

Benefit Transfer (DBT) have accelerated the adoption of digital financial services. Increased smartphone 

penetration and the COVID-19 pandemic further encouraged customers to shift towards contactless banking, 

making mobile banking an integral part of India's digital economy and financial inclusion strategy (Bhattacherjee, 

2001; Reserve Bank of India, 2024). 

Despite widespread adoption, retaining digital banking customers remains a major challenge. The availability of 

fintech platforms, digital wallets, and competing banking applications has lowered switching barriers, making 
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customer loyalty increasingly dependent on service quality, trust, security, and overall banking experience 

(Parasuraman et al., 1988; Morgan & Hunt, 1994). 

Customer satisfaction plays a central role in developing long-term mobile banking loyalty. Customers who 

perceive banking applications as reliable, secure, easy to use, and responsive are more likely to continue using the 

service, recommend it to others, and establish stronger relationships with their banks (Oliver, 1980; Oliver, 1999). 

Although previous studies have examined factors such as perceived usefulness, trust, security, convenience, and 

service quality, these variables have often been investigated independently rather than within an integrated 

conceptual framework (Shaikh & Karjaluoto, 2015). 

Dakshina Kannada and Udupi districts provide an appropriate context for this study because of their high literacy, 

strong banking infrastructure, widespread internet connectivity, and increasing adoption of digital financial 

services. Against this background, the present paper proposes the Digital Banking Loyalty Enhancement 

Framework (DBLEF), integrating technology acceptance, service quality, trust, customer satisfaction, and 

customer engagement to explain mobile banking loyalty. The framework also develops theoretical postulates to 

guide future empirical research and offers practical insights for banks seeking to strengthen customer retention in 

an increasingly competitive digital banking environment. 

2. Review of Literature 

The literature on mobile banking has grown substantially over the past two decades, reflecting the rapid expansion 

of digital financial services and smartphone adoption worldwide. Researchers have extensively examined the 

determinants of mobile banking adoption, customer satisfaction, service quality, trust, security, and customer 

loyalty (Shaikh & Karjaluoto, 2015). As banks increasingly shift towards digital service delivery, understanding 

the factors that influence customers' continued use of mobile banking has become an important area of academic 

and managerial interest (Alalwan et al., 2017). Although previous studies have significantly enhanced the 

understanding of customer behaviour, most have focused on individual constructs rather than providing an 

integrated explanation of how these factors collectively contribute to long-term customer loyalty (Oliveira et al., 

2016). 

Among the theoretical perspectives, the Technology Acceptance Model (TAM) has been the most widely applied 

framework for explaining customers' acceptance of digital banking technologies (Davis, 1989). The model 

proposes that perceived usefulness and perceived ease of use are the primary determinants of technology adoption. 

Perceived usefulness refers to the extent to which customers believe that mobile banking improves the efficiency 

and effectiveness of their financial activities, while perceived ease of use reflects the simplicity of learning and 

operating the application (Davis, 1989). Subsequent studies have shown that applications offering convenience, 

user-friendly interfaces, and reliable functionality positively influence customers' attitudes and encourage 

continued usage (Venkatesh et al., 2003). 

Customer satisfaction has consistently emerged as one of the strongest predictors of customer retention and loyalty 

in digital banking. Expectation–Confirmation Theory (ECT) explains that satisfaction develops when customers 

perceive that actual service performance meets or exceeds their expectations formed before using the service 

(Bhattacherjee, 2001). In the context of mobile banking, satisfaction is influenced by transaction efficiency, 

application performance, accessibility, and the overall user experience. Satisfied customers are more likely to 

continue using mobile banking services, recommend them to others, and develop stronger loyalty towards their 

banking institution (Oliver, 1999). 

Another major stream of literature highlights the importance of digital service quality in shaping customer 

satisfaction and behavioural loyalty. Digital service quality extends beyond traditional SERVQUAL dimensions 

to include application reliability, responsiveness, transaction accuracy, system availability, interface design, and 

efficient customer support (Parasuraman et al., 2005). High-quality digital services reduce customer effort, 

enhance convenience, and improve confidence in online financial transactions. Consequently, superior service 

quality contributes directly to customer satisfaction and strengthens long-term customer relationships 

(Parasuraman et al., 1988). 
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Relationship-oriented research further emphasises the significance of trust, security, and privacy in digital banking 

environments. According to Commitment–Trust Theory, trust forms the foundation of enduring customer 

relationships because financial transactions inherently involve uncertainty and perceived risk (Morgan & Hunt, 

1994). Customers expect banks to protect their financial information through robust security measures, transparent 

communication, and ethical business practices. When customers perceive digital banking platforms as secure and 

reliable, they are more likely to continue using the services and maintain long-term relationships with their banks 

(Tam & Oliveira, 2017). 

More recent studies have introduced customer engagement as an important behavioural construct influencing 

mobile banking loyalty. Unlike customer satisfaction, which reflects customers' evaluation of past experiences, 

engagement represents continuous interaction and active participation with digital banking services. Personalised 

financial advice, reward programmes, AI-enabled customer support, and proactive communication have been 

shown to strengthen customer engagement and foster long-term loyalty (Lemon & Verhoef, 2016). Similarly, 

Alalwan et al. (2017) observed that interactive digital experiences encourage customers to use additional banking 

services and establish stronger emotional relationships with financial institutions. 

Despite these valuable contributions, the existing literature remains fragmented because technological, service 

quality, relational, and behavioural factors are generally examined in isolation. Limited studies have attempted to 

integrate these complementary perspectives into a comprehensive conceptual framework capable of explaining 

how customer satisfaction and engagement jointly influence long-term mobile banking loyalty (Oliveira et al., 

2016). Addressing this gap, the present study proposes the Digital Banking Loyalty Enhancement Framework 

(DBLEF), which integrates these key determinants into a unified conceptual model for understanding and 

strengthening customer loyalty in mobile banking. 

Figure 1. Digital Banking Loyalty Enhancement Framework (DBLEF) 

 

3. Objectives of the Study 

1. To review the major determinants of mobile banking loyalty reported in the existing literature. 

2. To integrate relevant theories into a unified conceptual framework explaining mobile banking loyalty. 

3. To develop the Digital Banking Loyalty Enhancement Framework (DBLEF). 
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4. To propose theoretical postulates for future empirical validation. 

5. To provide managerial implications for banks and policymakers to strengthen customer loyalty.  

4. Methodological Approach 

This study adopts a conceptual research design based on a systematic review and synthesis of the existing literature 

on mobile banking, digital finance, customer satisfaction, customer engagement, and customer loyalty. The study 

critically examines well-established theories, including the Technology Acceptance Model (TAM), Expectation–

Confirmation Theory (ECT), SERVQUAL, Commitment–Trust Theory, and Relationship Marketing Theory, 

together with relevant empirical and conceptual studies published in the field of digital banking. Through 

comparative analysis and theoretical synthesis, the major technological, service quality, relational, and 

behavioural determinants of mobile banking loyalty were identified and integrated into the proposed Digital 

Banking Loyalty Enhancement Framework (DBLEF). Rather than collecting primary data, the study develops a 

set of theoretical postulates that explain the relationships among the identified constructs and provide a conceptual 

foundation for future empirical validation using techniques such as Structural Equation Modelling (SEM). This 

methodological approach enables the development of a comprehensive framework that contributes to theory 

development while offering practical guidance for researchers, banking professionals, and policymakers. 

5. Theoretical Integration 

The Digital Banking Loyalty Enhancement Framework is grounded in five complementary theories that 

collectively explain customer behaviour in digital banking. 

5.1 Technology Acceptance Model (TAM) 

The Technology Acceptance Model proposed by Davis (1989) explains that perceived usefulness and perceived 

ease of use determine users' acceptance of new technologies. Within DBLEF, these constructs form the 

technological foundation that encourages customers to adopt and repeatedly use mobile banking services. 

Applications that are simple to operate and capable of improving financial efficiency are expected to generate 

favourable customer experiences and higher satisfaction. 

5.2 Expectation–Confirmation Theory (ECT) 

Expectation–Confirmation Theory explains how customer satisfaction develops after service usage. Customers 

compare their actual digital banking experiences with their prior expectations. When banking services perform 

better than expected, confirmation occurs, resulting in customer satisfaction. Within DBLEF, customer 

satisfaction functions as the central psychological mechanism through which digital banking experiences 

influence long-term customer loyalty. 

5.3 SERVQUAL Theory 

SERVQUAL explains service quality through dimensions such as reliability, responsiveness, assurance, empathy, 

and tangibles. Although developed for traditional service environments, its principles remain relevant in digital 

banking. DBLEF extends these ideas by conceptualising digital service quality in terms of application reliability, 

transaction accuracy, response speed, accessibility, interface quality, and customer support. 

5.4 Commitment–Trust Theory 

Commitment–Trust Theory suggests that trust is fundamental to establishing enduring customer relationships. In 

digital finance, customers are more likely to remain loyal when they trust their bank's ability to protect financial 

information, process transactions securely, and provide consistent service. DBLEF positions trust as a key 

relational construct linking digital service quality with customer satisfaction. 

5.5 Relationship Marketing Theory 

Relationship Marketing Theory emphasises the importance of long-term customer relationships rather than 

isolated transactions. DBLEF incorporates this perspective by introducing customer engagement as an 
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intermediate stage between satisfaction and loyalty. Continuous interaction, personalised services, and proactive 

communication strengthen customer relationships and promote long-term loyalty. 

6. Original Contribution of the Framework 

The proposed Digital Banking Loyalty Enhancement Framework (DBLEF) contributes to the literature in three 

ways. First, it integrates technological, service quality, relational, and behavioural perspectives into a single 

conceptual framework, overcoming the fragmented approach adopted in much of the existing literature. Second, 

it positions customer engagement as an important mechanism that strengthens the relationship between customer 

satisfaction and mobile banking loyalty, extending traditional satisfaction–loyalty models. 

Third, it offers a contextual perspective relevant to districts such as Dakshina Kannada and Udupi, where rapid 

digital adoption coexists with diverse customer segments and evolving expectations. Although developed in this 

regional setting, the framework has broader applicability for future conceptual and empirical studies in digital 

banking. 

7. Theoretical Postulates 

The Digital Banking Loyalty Enhancement Framework (DBLEF) proposes that mobile banking loyalty develops 

through the interaction of technological, service quality, and relational factors, with customer satisfaction serving 

as the central mechanism connecting digital banking experiences to long-term customer commitment. Based on 

the synthesis of the reviewed literature and the integration of established theoretical perspectives, the following 

postulates are proposed. 

Postulate 1 

Digital service quality forms the operational foundation for customer satisfaction in mobile banking. 

Digital service quality determines customers' perceptions of the overall effectiveness of mobile banking 

applications. Reliable transactions, intuitive interfaces, system availability, prompt responses, and accurate 

information collectively improve customer experiences. Customers who consistently receive high-quality digital 

services are more likely to evaluate their banking experiences positively, resulting in higher levels of customer 

satisfaction. Therefore, improvements in digital service quality constitute the first step towards strengthening 

long-term customer relationships. 

Postulate 2 

Perceived usefulness and perceived ease of use jointly enhance customer satisfaction by improving customers' 

digital banking experiences. 

Customers continue using mobile banking applications when they perceive them as useful for managing financial 

activities and sufficiently simple to operate. Applications that reduce effort, save time, and simplify financial 

transactions generate favourable user experiences. Consequently, perceived usefulness and ease of use reinforce 

customer satisfaction by increasing the perceived value of digital banking services. 

Postulate 3 

Trust and perceived security reduce customers' perceived risk and strengthen confidence in digital banking 

services. 

Trust develops gradually through consistent service performance, secure financial transactions, institutional 

credibility, and effective privacy protection. Customers who believe that their financial information is adequately 

protected are more willing to perform high-value transactions through mobile banking applications. Trust 

therefore functions as a relational mechanism that reinforces customer satisfaction while reducing switching 

intentions. 
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Postulate 4 

Customer satisfaction serves as the principal psychological mechanism through which favourable digital banking 

experiences translate into long-term customer loyalty. 

Customer satisfaction represents customers' cumulative evaluation of their digital banking experiences. Satisfied 

customers develop stronger emotional attachment towards their banking institutions, continue using mobile 

banking services, recommend them to others, and become less susceptible to competitors' offerings. Customer 

satisfaction therefore acts as the primary pathway connecting digital banking performance with customer loyalty. 

Postulate 5 

Customer engagement strengthens the relationship between customer satisfaction and mobile banking loyalty. 

Beyond satisfaction, customers increasingly seek meaningful interactions with their banking institutions. 

Personalised financial services, reward programmes, educational content, proactive communication, and AI-

enabled assistance encourage continuous engagement with banking applications. Higher levels of customer 

engagement deepen customer relationships and reinforce long-term loyalty. 

Postulate 6 

Mobile banking loyalty is a multidimensional outcome influenced by technological, relational, psychological, and 

service quality factors operating simultaneously. 

Customer loyalty cannot be explained by any single determinant. Rather, loyalty emerges through the cumulative 

influence of technological efficiency, service excellence, trust, security, customer satisfaction, and customer 

engagement. Banks that successfully integrate these dimensions are more likely to achieve sustainable customer 

retention and long-term competitive advantage. 

8. Discussion 

The proposed Digital Banking Loyalty Enhancement Framework (DBLEF) provides an integrated explanation of 

how technological, relational, and behavioural factors collectively influence mobile banking loyalty. Existing 

studies have largely examined constructs such as perceived usefulness, service quality, trust, or customer 

satisfaction in isolation (Oliveira et al., 2016). In contrast, the present framework demonstrates that these factors 

operate interdependently to shape customers' long-term relationships with digital banking services. 

A key contribution of the framework is the positioning of customer satisfaction as the central mechanism linking 

technological attributes and relationship factors with customer loyalty. While Technology Acceptance Model 

(TAM) explains technology adoption (Davis, 1989) and Expectation–Confirmation Theory (ECT) explains 

satisfaction following service usage (Bhattacherjee, 2001), the proposed framework extends these perspectives by 

incorporating customer engagement as a behavioural pathway that reinforces long-term loyalty. Similarly, the 

inclusion of digital service quality, trust, and security reflects the importance of relationship-building in digital 

financial services (Parasuraman et al., 2005; Morgan & Hunt, 1994). 

The framework is particularly relevant in the context of Dakshina Kannada and Udupi districts, where increasing 

digital banking adoption and high digital literacy have raised customer expectations regarding service quality and 

security. Although developed within this regional context, the DBLEF provides a flexible conceptual foundation 

that can guide future empirical studies and support banks in designing customer-centric strategies to strengthen 

mobile banking loyalty across emerging digital economies. 

9. Managerial Implications 

The proposed Digital Banking Loyalty Enhancement Framework (DBLEF) offers practical guidance for banks, 

financial institutions, and policymakers to strengthen customer loyalty in digital banking. Banks should recognise 

that sustainable loyalty depends not only on technology adoption but also on consistently delivering secure, 

reliable, and user-friendly digital services that enhance customer satisfaction (Oliver, 1999; Parasuraman et al., 
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2005). Continuous improvements in application performance, transaction reliability, service quality, and customer 

support are essential to reduce switching behaviour (Parasuraman et al., 1988). 

Banks should further strengthen customer trust through robust cybersecurity, transparent communication, and 

effective privacy protection (Morgan & Hunt, 1994). Personalised services, AI-enabled customer support, and 

financial literacy initiatives can enhance customer engagement and long-term relationships (Lemon & Verhoef, 

2016). In regions such as Dakshina Kannada and Udupi, digital banking strategies should reflect local customer 

characteristics while promoting financial inclusion. Policymakers can facilitate sustainable digital banking by 

strengthening digital infrastructure, enhancing cybersecurity regulations, and encouraging collaboration between 

banks and fintech firms (Venkatesh et al., 2003; RBI, 2024).10. Future Research Directions 

The proposed Digital Banking Loyalty Enhancement Framework (DBLEF) provides several avenues for future 

research. Empirical studies may validate the framework using Structural Equation Modelling (SEM) across 

different regions of India and among public sector banks, private banks, cooperative banks, and fintech 

institutions. Comparative studies across these banking sectors may provide deeper insights into the factors 

influencing customer loyalty in diverse institutional settings. 

Future researchers may also examine demographic and behavioural variables such as age, education, income, 

digital literacy, and technology readiness as moderating factors in the relationship between customer satisfaction 

and loyalty. Additionally, the influence of emerging technologies, including artificial intelligence, blockchain, 

open banking, and personalised financial advisory systems, deserves further investigation as these innovations 

continue to reshape digital banking experiences. Longitudinal studies and cross-country comparisons would 

further strengthen the generalisability of the proposed framework by examining how technological advancements, 

cultural differences, and evolving customer expectations influence long-term mobile banking loyalty. 

10. Theoretical Contributions 

This study makes four important contributions to the literature on digital banking and customer relationship 

management. First, it integrates five established theories—Technology Acceptance Model (TAM), Expectation–

Confirmation Theory (ECT), SERVQUAL, Commitment–Trust Theory, and Relationship Marketing Theory—

into a unified conceptual framework. Unlike earlier studies that apply these theories separately, the proposed 

framework demonstrates their complementary roles in explaining mobile banking loyalty. Second, the study 

extends the traditional satisfaction–loyalty relationship by introducing customer engagement as a reinforcing 

construct that strengthens the link between customer satisfaction and long-term loyalty. 

Third, it proposes the Digital Banking Loyalty Enhancement Framework (DBLEF), which integrates 

technological, service quality, relational, and behavioural perspectives into a comprehensive model, addressing 

the fragmented nature of existing literature.Finally, the study develops six theoretical postulates that provide a 

structured foundation for future empirical research, enabling researchers to validate the proposed framework 

across diverse banking contexts and geographical regions. 

11. Practical Contributions 

This conceptual paper offers valuable insights for banks, financial institutions, and policymakers. Banks should 

recognise that customer loyalty depends not only on technological innovation but also on delivering positive 

digital experiences. Accordingly, investments in technology should be complemented by continuous 

improvements in digital service quality, transaction reliability, customer support, and cybersecurity.Financial 

institutions should prioritise customer satisfaction by developing mobile banking applications that are secure, 

user-friendly, reliable, and responsive. Personalised services, proactive customer communication, and digital 

engagement initiatives can further strengthen long-term customer relationships. 

The proposed Digital Banking Loyalty Enhancement Framework (DBLEF) provides managers with a strategic 

approach to evaluating mobile banking performance by jointly monitoring customer satisfaction, trust, 

engagement, and loyalty rather than relying solely on operational indicators. For policymakers, the study 
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highlights the need to strengthen digital infrastructure, improve financial literacy, enhance cybersecurity 

awareness, and encourage innovation to support financial inclusion and sustainable digital transformation. 

12. Conclusion 

The rapid growth of digital finance has transformed banking, making mobile banking a primary channel for 

financial service delivery. Although technological advancements have enhanced accessibility and convenience, 

sustaining customer loyalty remains a major challenge. In this context, customer satisfaction has emerged as a 

critical determinant of long-term mobile banking loyalty (Oliver, 1999; Bhattacherjee, 2001). 

This conceptual paper integrates insights from established theories and contemporary literature to propose the 

Digital Banking Loyalty Enhancement Framework (DBLEF). The framework explains how technological factors, 

digital service quality, trust, security, and customer engagement collectively enhance customer satisfaction, which 

subsequently drives long-term mobile banking loyalty (Davis, 1989; Morgan & Hunt, 1994; Venkatesh et al., 

2003). The six theoretical postulates provide a structured foundation for future empirical research while extending 

existing knowledge on digital banking behaviour. 

The study further emphasises that sustainable customer loyalty requires more than technological innovation. 

Banks must continuously improve service quality, cybersecurity, personalised services, and customer engagement 

to strengthen trust and build enduring customer relationships (Parasuraman et al., 2005; Lemon & Verhoef, 2016). 

Although developed with reference to Dakshina Kannada and Udupi districts, the DBLEF offers a flexible 

conceptual framework that can be applied in other emerging digital economies. Overall, the framework contributes 

to digital finance literature by providing an integrated explanation of mobile banking loyalty and practical 

guidance for banks seeking sustainable customer retention. 

References: 

[1] Alalwan, A. A., Dwivedi, Y. K., Rana, N. P., & Williams, M. D. (2017). Consumer adoption of mobile 

banking in Jordan: Examining the role of usefulness, ease of use, perceived risk, and self-efficacy. 

Journal of Enterprise Information Management, 30(3), 373–394. https://doi.org/10.1108/JEIM-04-2016-

0071 

[2] Bhattacherjee, A. (2001). Understanding information systems continuance: An expectation-confirmation 

model. MIS Quarterly, 25(3), 351–370. https://doi.org/10.2307/3250921 

[3] Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly, 13(3), 319–340. https://doi.org/10.2307/249008 

[4] Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer 

journey. Journal of Marketing, 80(6), 69–96. https://doi.org/10.1509/jm.15.0420 

[5] Morgan, R. M., & Hunt, S. D. (1994). The commitment–trust theory of relationship marketing. Journal 

of Marketing, 58(3), 20–38. https://doi.org/10.1177/002224299405800302 

[6] Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. 

Journal of Marketing Research, 17(4), 460–469. https://doi.org/10.1177/002224378001700405 

[7] Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33–44. 

https://doi.org/10.1177/00222429990634s105 

[8] Oliveira, T., Thomas, M., Baptista, G., & Campos, F. (2016). Mobile payment: Understanding the 

determinants of customer adoption and intention to recommend the technology. Computers in Human 

Behavior, 61, 404–414. https://doi.org/10.1016/j.chb.2016.03.030 

[9] Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for 

measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12–40. 

[10] Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL: A multiple-item scale for 

assessing electronic service quality. Journal of Service Research, 7(3), 213–233. 

https://doi.org/10.1177/1094670504271156 

[11] Reserve Bank of India. (2024). Report on trend and progress of banking in India 2023–24. Reserve Bank 

of India. https://www.rbi.org.in/ 

https://doi.org/10.1108/JEIM-04-2016-0071
https://doi.org/10.1108/JEIM-04-2016-0071
https://doi.org/10.2307/3250921
https://doi.org/10.2307/249008
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1177/002224299405800302
https://doi.org/10.1177/002224378001700405
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1016/j.chb.2016.03.030
https://doi.org/10.1177/1094670504271156
https://www.rbi.org.in/


Minnesota Journal of Business Law and Entrepreneurship 

Volume 2026, No. 3 

ISSN: 1540-3270 

1512 
https://kommerstad.org 

[12] Shaikh, A. A., & Karjaluoto, H. (2015). Mobile banking adoption: A literature review. Telematics and 

Informatics, 32(1), 129–142. https://doi.org/10.1016/j.tele.2014.05.003 

[13] Tam, C., & Oliveira, T. (2017). Understanding the impact of mobile banking on individual performance: 

DeLone & McLean and TTF perspective. Computers in Human Behavior, 61, 233–244. (Please verify 

the exact article cited if this is the intended Tam & Oliveira reference.) 

[14] Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 

technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. https://doi.org/10.2307/30036540 

https://doi.org/10.1016/j.tele.2014.05.003
https://doi.org/10.2307/30036540

