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ABSTRACT 

Currently the large number of people involved in electronic commerce. 

Mobile banking which introduced by developing mobile technology is new adopted 

technology in electronic commerce. Even though mobile banking is accepted as part 

of daily life of people, focusing on just adopting this technology is not enough and 

managers should also go far beyond to increase customers. In addition, it is difficult 

to increase the number of customers in online business without considering the 

effecting factors. Therefore the importance of investigation in development of 

customer loyalty and positive word-of-mouth as two main concerns of online 

managers is obvious. Trust and security as two main technical factors cited by most 

of researchers in adopting mobile banking needs more consideration. Focusing on the 

relationships between customers and banks through mobile technologies, there is still 

a lack of studies that analyze the formation of both concepts. Hence, this research 

investigates on the relationship of security and trust for developing customer loyalty 

and positive word-of-mouth in the mobile banking services. Data is collected through 

questionnaire from CIMB mobile banking users in Malaysia. The data of this 

research analyzed through SPSS and LISREL software. The results of this research 

indicate that there is a direct and positive relationship between both factors namely 

security and trust in developing customer loyalty and positive word-of-mouth. 
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ABSTRAK 

 Kini terdapat ramai orang yang terlibat dalam perdagangan elektronik. 

Perbankan mudah alih yang diperkenalkan dengan membangunkan teknologi mudah 

alih adalah teknologi baru yang diterima pakai dalam perdagangan elektronik. 

Walaupun perbankan mudah alih diterima sebagai sebahagian daripada kehidupan 

harian, memberi fokus hanya kepada teknologi ini sahaja tidak mencukupi dan 

pengurus juga harus bergerak selangkah maju ke hadapan untuk meningkatkan 

bilangan pelanggan. Tambahan pula, ia adalah sukar untuk meningkatkan jumlah 

pelanggan dalam perniagaan dalam talian tanpa mempertimbangkan faktor-faktor 

yang berkaitan. Oleh itu, kepentingan kajian dalam membina kesetiaan pelanggan 

dan penyebaran maklumat positif sebagai dua kebimbangan utama pengurus dalam 

talian, adalah ketara. Kepercayaan dan keselamatan adalah dua faktor teknikal utama 

yang sering disebut oleh kebanyakan penyelidik dalam menerima pakai perbankan 

mudah alih dan memerlukan lebih banyak pertimbangan. Berfokus kepada hubungan 

antara pelanggan dan bank-bank melalui teknologi mudah alih, masih terdapat 

kekurangan kajian yang menganalisis pembentukan kedua-dua konsep. Maka, 

penyelidikan ini mengkaji hubungan keselamatan dan kepercayaan untuk 

membangunkan kesetiaan pelanggan dan penyebaran maklumat positif dalam 

perkhidmatan perbankan mudah alih. Data telah dikumpul melalui soal selidik 

daripada pengguna perbankan mudah alih CIMB di Malaysia. Data kajian ini 

dianalisis menggunakan SPSS dan perisian LISREL. Hasil kajian ini menunjukkan 

bahawa terdapat hubungan langsung dan positif antara kedua-dua faktor iaitu 

keselamatan dan kepercayaan dalam membangunkan kesetiaan pelanggan dan 

penyebaran maklumat positif. 
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CHAPTER 1 

INTRODUCTION 

1.1 Introduction 

 Currently the reduced search expenses and the high power obtained by 

customers with the internet are the main factors in growing competitiveness in 

electronic commerce which involved too many organizations and people in 

electronic commerce. On the other hand, it is really hard to increase the number of 

customers in online commerce without considering the effecting factors, therefore 

the importance of investigation in development of customer loyalty and positive 

word-of-mouth (WOM) -  “written or oral recommendation by a satisfied customer 

to the prospective customers of a goods or service” - as two main concerns of online 

managers, is obvious especially these days by growing new technologies. In fact, 

managers have conventionally documented the overall significance of both relevant 

concepts and because of that, marketing studies has extensively analyzed both 

concept of WOM (For example: Bansal and Voyer, 2000; Chung and Darke, 2006) 

and loyalty (For instance: Dick and Basu, 1994, Hallowell, 1996, Oliver, 1999; 

Lindestad and Andreassen, 1998). In addition mobile banking is one of the new 

technologies which introduced by developing mobile technology. Presently Mobile 

banking as a new adopted technology in electronic commerce has become accepted 

as part of daily life. Meanwhile the importance of security in mobile banking cannot 

be neglected as a key factor for customers. Concentrating on the relationships 

between banks and customers through mobile technologies, there is still a lack of 

 

http://www.businessdictionary.com/definition/customer.html
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studies that analyze the formation of both concepts. Hence, this research investigates 

on the relationship of security and trust for developing customer positive WOM and 

loyalty in mobile banking services. With the aim of moving on this topic, this study 

puts forward a descriptive model that characterizes customer loyalty and positive 

WOM in the context of mobile banking. 

 Bearing these considerations in mind, the research is structured as follows: 

firstly, we carry out an in-depth review of the relevant literature concerning the four 

variables included in the study. Secondly, we formalize the hypotheses. Thirdly, we 

explain the process of data collection and measures validation and afterwards we are 

going to present the main results. Lastly, we show the main conclusions of the study 

and we will focus on future works. 

1.2 Research Background 

 Nowadays everything done through technology since the world is very small 

with that like a global village. IT has an important role in the world for development 

of industries and organizations. The experts in the area of information technologies 

try to use new methods and techniques for easing daily affairs of human being 

specially the owners of industries and businesses in order to give opportunity to them 

to be able to communicate with their customers in the earliest time without any 

limitations of time and place and by the cheapest way.  In addition with the increase 

of internet influence and the invention of new ways to serve customers through 

electronic media, this is one of the concerns of managers to increase the tendency of 

customers toward using new channels.  One of the clear and emerging new channels 

in the space of banking and payments is mobile.  
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 The banking industry in recent times has been undergoing radical change and 

this is taking place in all aspects of the banking sector. One of these new changes in 

the banking industry is the information technology system (IT) and is mainly used by 

banks to reduce turnaround time and improve business in general. The introduction 

of mobile technology and its devices have indeed brought about efficiency in the 

manner in which commercial and business activities are been carried out (Tiwari and 

Buse, 2007; UNCTAD, 2007). 

 Mobile banking is a new technology which adopted by banks around the 

world. Research shows that 30 percent of households in the United State of America 

use mobile phones to perform banking services. This is also the case in European and 

Asian countries where 80 percent of households use mobile banking services (Gupta, 

2005). Presently, mobile phones are the most popular means of communication 

technology in Africa (ITU, 2007). Although there has been unprecedented growth in 

the mobile banking market in many nations in recent years, but focusing on the 

relationships between customers and banks through mobile banking services is one 

of the main concerns of managers (Taavasoli, 2011). How they can keep the loyal 

customers and how to increase the number of customers through positive word-of-

mouth (WOM) concept, which have been traditionally two important goals targeted 

by managers, cannot be achieved unless doing investigation on the effecting factors 

on mobile banking context. 

 Focusing on the relationships between customers and mobile banking        

(M-banking), there is still a lack of studies that analyze the formation of both 

concepts in investigating role of effecting factors point of view. Thus, although the 

increasing competitiveness in electronic business is motivating an exponential 

growth in the number of studies that analyze loyalty development (e.g. Auh et al., 

2007; Flavia´n and Guinalı´u, 2006; Harris and Goode, 2004; Srinivasan et al., 

2002), and customer positive WOM (e.g. Kozinets, 2002; Smith et al., 2005; Brown 

et al., 2007; Sen and Lerman, 2007) in the online context, there is a call for studies 

that will help to understand how customer loyalty and positive WOM are formed in 

the mobile banking business in greater detail. However, most of the studies on these 
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concepts have been carried out in the context of traditional distribution channels (e.g. 

Swan and Oliver, 1989; Mizerski, 1982; Hallowell, 1996; Knox and Denison, 2000) 

and, as a result, this research tackles an interesting topic of research which has not 

been yet addressed in literature by these factors. 

1.3 Research Importance 

 Today, financial firms are competing to increase their profit share in the 

market. Among these firms, banks have radically shifted from traditional banking to 

branchless mode of banking. Adoption of latest technology has enabled banks to 

extend their customer base, where electronic banking has proved to be the chief 

advancement. Mobile banking can be categorized as the latest advancement in 

electronic banking, which has widened customers‘ access to bank accounts through 

wireless channels. Mobile banking is a financial service where the bank customers 

perform balance inquiry, credit transfer, and other businesses according to instruction 

sent through the mobile phone. From customers‘ perspective adopting mobile 

banking services benefit in terms of convenience to perform banking transactions 

anytime and anywhere, with ease to use.  On the other hand, there will be more 

threats to mobile devices these days than ever, including company data leakage, 

mobile-based viruses, and more. Although mobile banking is somewhat secure 

because of using different layer of security and there are so many variations of 

banking apps and methods in the market, but still is a key area of concern for 

consumers and financial service providers. High security may lead to increasing the 

percentage of trust by customer and it creates customer loyalty which leads to 

increasing the possibility of positive word of mouth by loyal customers. 
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1.4 Problem Statement 

 By emerging new technologies in electronic commerce area especially 

increasing competitiveness in financial organizations, managers are really interested 

to increase their market profit share by finding the effecting factors for attracting 

customers. 

 Banks are one of these organizations which shifted very fast from traditional 

version to the branchless mode. Using new technologies provided this opportunity 

for banks to attract more customers. Mobile banking can be categorized as the latest 

improvement in electronic banking, which has extended customers‘ access to bank 

accounts through wireless channels.  

 Based on an in-depth review of relevant literature, there is still a lack of 

studies that analyze the formation of the relationships between customers and mobile 

banking. Therefore investigating on the effecting factors in the relationship between 

them is one of the concerns of managers. Thus the main focus of the author in this 

research is investigating on the relation of security and trust for developing customer 

positive word-of-mouth (WOM) and loyalty in the mobile banking services. 

1.5 Research Questions 

 According to the related literature at the first phase the role of security and 

trust as two main factors in adopting mobile banking is really important, while in the 

second phase we need to investigate the formation of these two factors in developing   

customer loyalty and positive WOM , therefore the main research question is arise as 

follows: 
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“How to investigate the formation and effect of security and trust for developing 

customer loyalty and positive word-of-mouth (WOM) in the mobile banking 

services?” 

Hence, the sub-questions of this research are:  

 1- What is the relationship between security and customer loyalty in mobile 

banking context? 

 2- What is the relationship between trust and customer loyalty in mobile 

banking context? 

 3- What is the relationship between security and customer positive word of 

mouth (WOM) in mobile banking context? 

 4- What is the relationship between trust and customer positive word of 

mouth (WOM) in mobile banking context?  

1.6 Research Objectives 

 This research investigates on the relationship of security and trust for 

developing customer loyalty and positive word-of-mouth (WOM) in the mobile 

banking services. The proposed model for this research is indicated in chapter 4. 

Therefore the objectives of this research are:  
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i) To investigate the relationship between security and customer loyalty in 

mobile banking.  

ii) To investigate the relationship between trust and customer loyalty in mobile 

banking. 

iii)  To investigate the relationship between security and customer positive word 

of mouth (WOM) in mobile banking. 

iv)  To investigate the relationship between trust and customer positive word of 

mouth (WOM) in mobile banking. 

1.7 Research Scope 

 As it mentioned before, this research investigates on the relationship of 

security and trust for developing customer positive word-of-mouth and loyalty in 

mobile banking services. In addition to the theoretical development, real-world case 

studies are investigated in this research to gain insights into the practicability of 

proposed models. According to the suggestion by (Casaló et al., 2008), study of this 

research uses a wider sample of customer in order to investigate possible differences 

in customers‘ behavior from different nationalities in the mobile banking context. 

Therefore this research is based on an in-depth case study of mobile banking 

customers of CIMB BANK in Malaysia. The designed questionnaire is distributed to 

UTM community. 
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