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Abstract

Mobile banking services offer significant advantages over traditional banking methods by allowing users to carry
out their financial transactions easily and at any time. The study investigates the factors influencing mobile
banking adoption among Ardahan University students using the Technology Acceptance Model (TAM). The
analysis of data from 336 participants revealed that behavioral intention was the most influential factor, while
subjective norm had the least impact. The study also found that trust significantly affected behavioral intention,
the dependent variable in TAM. However, self-efficacy, subjective norm, perceived usefulness, and perceived ease
of use did not predict behavioral intention. The research highlights the importance of trust in technology adoption
among young users and provides valuable insights for understanding mobile banking usage. The study's limitations
and suggestions for future research are also discussed, emphasizing the need for further exploration of mobile
banking adoption across different age groups and using various technology acceptance models. The findings
suggest that banks should prioritize building trust and enhancing the user experience to encourage mobile banking
adoption among young adults. Moreover, the research underscores the importance of tailoring marketing
strategies and security measures to the specific needs and preferences of this demographic.

Keywords: Information and Communication Technologies, Technology Acceptance Model (TAM), Mobile
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Mobil bankacilik hizmetleri, kullanicilarin finansal islemlerini kolayca ve istedikleri zaman gergeklestirmelerine
olanak tanryarak geleneksel bankacilik yontemlerine gére onemli avantajlar sunmaktadir. Bu ¢alisma, Teknoloji
Kabul Modeli'ni (TAM) kullanarak Ardahan Universitesi érencileri arasinda mobil bankaciligin benimsenmesini
etkileyen faktorleri arastirmaktadir. Toplam 336 katilimcidan elde edilen verilerin analizi, davranigsal niyetin en
etkili faktor oldugunu, 6znel normun ise en az etkiye sahip oldugunu ortaya koymugstur. Calismada ayrica giivenin
TAM'daki bagimli degisken olan davramissal niyeti 6nemli olgiide etkiledigi bulunmugtur. Bununla birlikte, oz
yeterlilik, oznel norm, algilanan fayda ve algilanan kullamim kolayligi davramigsal niyeti yordamamustir.
Arastirma, geng kullanicilar arasinda teknolojinin benimsenmesinde giivenin énemini vurgulamakta ve mobil
bankacilik kullanimint anlamak icin degerli bilgiler saglamaktadwr. Calismanin simrliliklar: ve gelecekteki
arastirmalar igin oneriler de tartisilmis ve mobil bankaciligin benimsenmesinin farkl yas gruplarinda ve cesitli
teknoloji kabul modelleri kullanilarak daha fazla arastirilmast gerektigi vurgulanmistir. Bulgular, bankalarin
geng yetiskinler arasinda mobil bankaciligin benimsenmesini tesvik etmek icin giiven olusturmaya ve kullanici
deneyimini gelistirmeye oncelik vermeleri gerektigini gostermektedir. Ayrica arastirma, pazarlama stratejilerinin
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ve giivenlik onlemlerinin bu demografinin 6zel ihtiyag ve tercihlerine goére uyarlanmasinin onemini
vurgulamaktadir.

Anahtar Kelimeler : Bilgi ve lletisim Teknolojileri, Teknoloji Kabul Modeli (TAM), Mobil Bankacilik, Giiven,
Davramgsal Niyet

1. Introduction

The rapid emergence and continuous evolution of new technologies across various domains have
significantly impacted the realm of products and services, fostering the development of instantly
accessible applications. Technology plays a pivotal role in enhancing product and service functionality,
offering novel capabilities to receptive consumers. However, the adoption of these technological
advancements is often hindered by consumer resistance to change. This reluctance to embrace new
technologies prevents individuals from fully utilizing their potential benefits. The Technology
Acceptance Model (TAM), introduced by Davis in 1986, is a prominent framework for understanding
the factors influencing technology adoption and usage. TAM provides insights into the conditions under
which technology is employed, the motivations behind its use, and the circumstances that shape these
factors (Cheng et al., 2006). Additionally, TAM aids in evaluating the emergence and necessary
conditions for technology adoption.

In our rapidly evolving society, mobile banking services have experienced substantial growth in recent
years (Uzun & Berberoglu, 2018). This surge in popularity has empowered individuals to manage their
finances conveniently through mobile devices. The widespread accessibility of the internet, coupled
with the proliferation of smartphones, tablets, and user-friendly applications, has significantly enhanced
the appeal of mobile banking. The combination of ease of use and time efficiency has elevated it above
traditional banking methods. Mobile banking applications offer a comprehensive suite of financial
services, including credit card management, fund transfers, investments, e-government transactions, bill
payments, and balance inquiries, accessible anytime and anywhere (Tan & Teo, 2000). Understanding
the usage patterns of mobile banking applications and identifying factors influencing adoption is crucial
for managers and researchers. TAM provides a valuable framework for this exploration. This study aims
to measure the level of mobile banking usage among Ardahan University students and analyze the
impact of factors influencing its adoption by young users. Perceived ease of use (PEU), perceived
usefulness (PU), subjective norm (SN), trust (T), and self-efficacy (SE) were identified as key factors.
Data collected through a survey were analyzed within the TAM framework to assess the individual
effects of these factors. Results indicate that T emerged as a particularly influential factor in technology
adoption among young users.

2. Conceptual Framework and Literature Review

TAM, initially proposed by Fred Davis in the 1980s and subsequently expanded by Venkatesh and Davis
in 2000, seeks to identify the factors influencing individuals' perceptions and adoption of technology.
To fully comprehend TAM, it is essential to trace its evolution and the underlying motivations for its
development. As technology permeated human life, the need arose to explain why individuals either
embraced or rejected technological innovations. Initially, these reasons were attributed to psychological
factors and explored through the lens of psychology. Fishbein and Ajzen's Theory of Reasoned Action
(1975) posited that individuals make rational decisions and that their intentions are the primary
determinants of their behavior (Cheng et al., 2006). According to this theory, individuals' actual
behaviors align with their intentions, and attitudes influence behavior through intentions (Davis, F.D.,
1985). However, over time, this theory was deemed inadequate for explaining social phenomena,
leading Ajzen to introduce the Theory of Planned Behavior, an extension of the Theory of Reasoned
Action. This expanded model incorporated perceived behavioral control to account for factors beyond
individuals' control. The theory suggests that individuals who have confidence in their abilities are more
likely to succeed in a given situation compared to those who lack self-efficacy (Maranguni¢ and Grani¢,
2015). Building upon these foundations, Fred Davis (1980) adapted the model to predict individuals'
attitudes toward technology by introducing two key constructs: PU and PEU. This adaptation marked
the emergence of the TAM.

TAM posits that individuals' perceptions and use of technology are influenced by two primary factors:
PU and PEU. PU refers to an individual's belief in the extent to which using a technology can increase
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their creativity and performance. PEU on the other hand, reflects an individual's perception of how easy
and effortless it is to use a technology or system (Yu, 2012).

Advances in internet infrastructure and the widespread adoption of smartphones and tablets have
significantly boosted the delivery of financial services through digital channels. Today, banks have more
defined and clear digital strategies, leveraging rapidly evolving technological capabilities to develop and
offer a wide range of products and services via digital platforms. In Turkey, internet banking was first
introduced by Tiirkiye Is Bankas1 in 1997, and subsequently, other banks followed suit (TBB Works,
2022). The increasing use of smart devices (phones, tablets, PCs, etc.) and their constant internet
connectivity have propelled mobile banking to the forefront of digital banking. Mobile banking services
enable individuals and organizations to perform various transactions, including payments, bill payments,
insurance transactions, and investments, all through convenient mobile applications. This eliminates the
need for in-person banking, saving users time and effort (Wu et al., 2023). Mobile banking services have
shown rapid growth in recent years with the widespread use of smartphones and mobile internet. These
services offer significant advantages over traditional banking methods by allowing users to easily
perform their financial transactions at any time. However, the adoption and use of mobile banking
technologies are affected by various factors, especially among young users. According to the January-
March 2024 digital, internet and mobile banking statistics of the Banks Association of Turkey, when the
distribution of people using mobile banking in Turkey is examined according to age groups, the 18-25
age group is an average of 18 million people, while the number of users in the 26-35 age group, called
middle age, is approximately 26 million people. The reasons for this difference in age can be listed as
technological propensity, lifestyle and preferences, financial needs and habits. Understanding these
factors is of great importance for banks and financial institutions to improve their services and marketing
strategies. The aim of this study is to measure the level of mobile banking usage of Ardahan University
students and to examine the factors affecting this usage within the framework of the Technology
Acceptance Model (TAM). In particular, it is aimed to understand the mobile banking behavior of young
users and to contribute to the current discussions in this area. In addition, this study aims to provide
valuable information that will help banks and other financial institutions improve their services and
marketing strategies for young people by determining the factors affecting young people's mobile
banking usage.

In this study, an extended TAM was used to measure young users' intention to adopt and use mobile
banking technologies, which included the factors of trust, subjective norm and self-efficacy in addition
to the original TAM. This provides a more comprehensive understanding of the factors affecting mobile
banking usage intention and helps to understand young people's technology adoption behavior and
preferences.

When the literature is examined, numerous studies investigate the use of mobile banking or bank mobile
applications through the lens of the TAM. In one such study, Esen (2020) observed a significant increase
in digital banking usage in recent years. The study examined the impact of individual innovativeness on
digital banking adoption using TAM and structural equation modeling. Data from 302 digital banking
users revealed that individual innovativeness influences PU, PEU, and intention to use. Additionally,
demographic variables were found to moderate these effects. Pagan Ozcan et al. (2019) analyzed factors
influencing Turkish retail banking customers' intention to use mobile banking based on TAM. The study
extended the model to include specific norm, T, and perceived risk. Results indicate that attitude towards
use is the most critical variable in predicting mobile banking usage intention, with PU, T, and ease of
use as primary determinants. The study surveyed 736 participants and demonstrated the model's
effectiveness in predicting factors influencing mobile banking adoption. Erdogan and Eti (2021)
surveyed Namik Kemal University students to examine factors affecting their intention to use mobile
banking applications, collecting data from 310 participants. The study found that attitude towards mobile
banking, convenience, and usefulness influenced students' intention to use. Risk negatively impacted
perceived trust, convenience, and usefulness. Notably, gender did not show a statistical difference in the
findings.

Er and Karagdz (2022) administered a questionnaire to 206 Bolu Abant Izzet Baysal University students
to investigate factors influencing their mobile banking usage intentions within the extended unified
acceptance and technology use theory framework. Results indicated that facilitating conditions, hedonic
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motivation, and habit variables varied across different departments regarding mobile banking usage.
Ahmad (2018) emphasized the importance of TAM in explaining internet and mobile banking usage. A
review of research demonstrates TAM's effectiveness in explaining system adoption and use in these
domains, with a success rate of approximately 40%. Alsamydai (2014) adapted TAM to measure mobile
banking service usage in Jordan, adding quality (information, service, and system quality) and
experience factors to the original model. A survey of 238 Jordanian bank customers revealed a positive
relationship between each attitude and mobile banking service usage. Huang et al. (2019) identified
antecedent factors influencing hotel customers' behavioral intentions (Bl) to use mobile applications
using an extended TAM. PEU and PU positively impacted customers' mobile application experiences.
Radnan and Purba (2018) highlighted the importance of banks adopting information communication
technologies. A TAM-based survey in Jakarta and other locations revealed that T, PU, and PEU did not
significantly impact intention to use or attitude.

3. Research Model and Hypotheses

In order to measure the level of mobile banking usage among Ardahan University students and to
identify the factors influencing it, the research model depicted in Figure 1 was developed. Following the
approach of previous studies on TAM (e.g., Luarn and Lin, 2005; Esen, 2020), the "attitude" variable
was excluded. The proposed hypotheses are grounded in existing literature.

3.1. Self-efficacy (SE)

SE refers to an individual's confidence in their ability to perform a specific task using technology. In
other words, it is a person's belief in their own abilities and their ability to use those skills to successfully
use a new technology. In the context of mobile banking, self-efficacy reflects a person’s belief that they
can effectively use mobile banking applications, manage transactions, and overcome potential
challenges. Individuals with high self-efficacy may be more willing to adopt mobile banking because
they feel competent in using this technology. In general, previous studies (Luarn and Lin, 2005; Amin
et al., 2008) indicate a positive relationship between self-efficacy and mobile banking usage. SE refers
to an individual's belief in their ability to successfully use mobile banking applications. This study posits
a positive impact of SE on BIl. Additionally, a positive correlation between SE and both PEU and PU is
expected based on previous research (Venkatesh, 2000; Venkatesh & Davis, 1996). This means that
people who are confident in using mobile banking feel that they have more control over perceived
behavioral control, which also affects their intention to adopt mobile banking services. Based on these
findings, this study proposes:

H1: SE positively affects BI.
H2: SE positively affects PEU.
3.2. Subjective Norm (SN)

Subjective norm is also referred to as social influence in studies. The social norm is when users develop
habits and procedures that they consider important as they use the product or service for a long time (Ly
& Ly, 2022). SN is the belief that an individual feels social pressure to perform a certain behavior. This
term refers to social pressure from influential individuals in the individual's immediate environment.
Individuals are more likely to conform to social expectations if they expect others to behave in a similar
manner in response to a situation. In this context, subjective norm refers to the extent to which the
opinions of people around individuals about the use of mobile banking affect their intention to use
mobile banking (Earle et al., 2020). If the people around you approve and support your use of mobile
banking, it is assumed that your intention to use mobile banking will increase(Barbera & Ajzen, 2020).
Many studies (Pagan Ozcan et al., 2019; Yu, 2012;Ly & Ly, 2022;Earle et al., 2020 ) have indicated
that there is a significant effect between SN and BI. Based on these findings, this study suggests that:

H3: SN positively affects BI.
3.3. Trust (T)

The trust factor minimizes the risk taken when users trust and believe that they will not be defrauded
(Gu et al., 2009;Frimpong et al., 2020). Especially in online services such as internet banking, the trust
factor is an important factor for users to feel comfortable sharing their personal and financial
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information. If users do not believe that internet banking services are reliable, they may avoid using this
service. Furthermore, technological innovations can be perceived both positively and negatively, which
can affect users’ behavioral intentions (Rahi et al., 2019). An unreliable technology can harm customer
satisfaction, reducing their willingness to use internet banking. Other studies (Ly & Ly, 2022 ; Budd et
al., 2007; Alalwan et al., 2017)have shown that there is a significant relationship between the trust that
users of mobile banking services have in the bank and the expected benefit from the service (Gefen et
al., 2003; Hanafizadeh et al., 2014). Based on these findings, this study proposes:

H4: T positively affects PU.
H5: T positively affects BI.
3.4. Perceived usefulness (PU) and Perceived Ease of Use (PEU)

PU refers to an individual's belief about the extent to which using a particular system will improve an
individual's work performance or life (Chawla & Joshi, 2018). In the context of mobile banking,
perceived usefulness reflects a person's belief that using mobile banking services will provide benefits
such as saving time, money, and effort (Ahmad, 2018; Heryani et al., 2020; Kaur & Malik, 2019). Many
studies (Ly & Ly, 2022; Ho et al., 2020; Alalwan et al., 2016) show that customers who perceive the
benefits of using mobile banking are more likely to have a positive attitude toward mobile banking and
thus to adopt this technology. Users are willing to use mobile banking if they think it is useful and helps
them increase their productivity in their work and personal lives. But if they find it difficult to use, they
will avoid using it, even if it is useful to them. The more convenient mobile banking is, the more people
will use this technology. PEU refers to the individual perception of how easy it is to understand and use
mobile banking services (Vukovié et al., 2019; Baber, 2019). User-friendly interfaces and easy-to-follow
instructions contribute to perceived ease of use. Studies show that customers who find mobile banking
easy to use tend to have a more positive attitude towards mobile banking and therefore have a higher
intention to adopt it. As a matter of fact, studies have shown that (Venkatesh, 2000; Venkatesh & Davis,
2000; Chawla & Joshi, 2018) PU and PEU have a direct impact on Bl. Based on these findings, this
study suggests that:

H6: PU positively affects BI.
H7: PEU positively affects Bl.
H8: PEU positively affects PU.
Figure 1: Research Model
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The model, sample, data collection tools, analysis and findings related to the variables examined in the
research will be discussed in this section.
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4.1. Sample of the study

The sample of the research consists of Ardahan University students. In the research, convenience
sampling from the non-probability sampling method was used. In the research, it was tried to reach the
largest possible sample within the temporal and financial possibilities. The approval of Ardahan
University Ethics Committee dated 12.09.2023 and numbered 2300027734 was obtained for the survey
application. In this context, the total return to the survey link sent from WhatsApp groups where students
are located is 348. When the questionnaires that were not filled in properly, answered no to the question
"Do you use mobile banking?" and the questionnaires with extreme values were excluded from the
analysis, the remaining 336 questionnaires were evaluated. Kline (2023:15) recommends using the N:q
rule to determine the minimum sample size required for Structural Equation Modeling. According to
this rule, the ideal ratio is 20:1 and the slightly less ideal ratio is 10:1. The measurements in our research
include 19 statements and it can be said that the sample size will be sufficient if it is 380 people
considering the 20:1 ratio and 190 people considering the 10:1 ratio. In this context, it can be stated that
the sample size we reached in our research will be sufficient. The findings regarding the demographic
characteristics and mobile banking usage of the participants are presented in Table 1.

Table 1: Findings on demographic characteristics and usage information

Variables N %

Male 139 41,4
Gender

Woman 197 58,6

18-20 122 36,3

21-23 177 52,7
Age

24-26 17 51

27 years and older 20 5,6

Nihat Delibalta Gole Vocational 105 31,3

School

Technical Sciences Vocational 59 176

School
Faculty/VS Voca}tlonal School of Health 48 143

Services

Fgculty of Humanities and 41 12.2

Literature

Other 93 24,6

0-1 year 73 21,7
How long have you been 1-3 years 147 438
using mobile banking? 3-5 years 83 24.7

6 years and above 33 9,8

Every day 142 42,3

3-5 times a week 113 33,6
HOW. often d(.) youuse 1-3 times a week 57 17,0
mobile banking?

3-5 times a month 11 3,3

1-3 times a month 13 3,9

Ziraat Bank - 90,7
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Halkbank - 43,9
Akbank - 28,1
_ _ Vakifbank - 11
I |
Yapi1 Kredi Bank - 9,0
Is Bank of Turkey - 8,7
Other - 15,8
Total 335 100,0

*N number is not given since participants could make more than one choice.

Of the 335 respondents, 58.6% were female and the majority of the participants were between the ages
of 21-23 (52.7%). 43.8% of the participants have been using mobile banking for 1-3 years and 42.3% of
them have been using mobile banking every day. The most preferred mobile banking application of the
participants is Ziraat Bank's application.

4.1.1. Data collection tools of the research

In the study, a questionnaire form consisting of two parts was applied to the participants as a data
collection tool. In the first part of the questionnaire, there is a personal information form with statements
about the demographic characteristics of the participants and students' use of mobile banking. In the
second part, there are five-point Likert-type (1: strongly disagree, 5: strongly agree) scales with
statements about the factors that make up the technology acceptance model. The sources from which the
scales related to the 6 variables examined in this context were taken and the number of statements are
given in the Table 2 below.

Table 2: Technology Acceptance Model Factors

Factor name Source Number of

Statements
Trust Yee-Loong Chong et al., 2010 3
Subjective Norm Wu and Chen, 2005 3
Perceived Ease of Use Lee, 2009 3
Perceived Usefulness Cheng et al., 2006 4
Self-efficacy Luarn and Lin, 2005 3
Behavioral Intention Guetal., 2012 3

4.1.2. Data analysis

The findings obtained within the scope of the research will be evaluated at a significance level of 5% at
a 95% confidence interval, and model tests were performed using Jamovi 2.4 program and SEMLj plug-
in package for the analysis (Gallucci & Jentschke, 2021; Jamovi, 2023). Exploratory and Confirmatory
Factor Analysis, Structural Equation Modeling (SEM), Internal Consistency Reliability (Cronbach's
Alpha Composite Reliability-CR), Convergent and Discriminant Validity (Average Extracted Variance-
AVE/Heterotrait-Monotrait Ratio-HTMT), Pearson correlation and regression statistical analyses were
used in data analysis.

5. Research Findings

In this section of the study, reliability analyses, construct validity of the scales, descriptive (frequency)
statistics, correlation and simple-multiple linear regression analysis results for testing the hypotheses are
given.
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5.1. Descriptive Findings and Measurement Model

The mean value, standard deviation, skewness and kurtosis values and reliability coefficients of the

variables included in the study are given in Table 3.

Table 3: Descriptive Findings

xss | AV 1 2 3 4 5 6
1. 3,93+0,65 | 57-70 | (a=0,80)
2. 3,55+0,81 71-77 | 0,391*** (0=0,87)
3. 4,00+0,67 | 55-67 | 0,357*** 0,375*** (0=0,76)
4. 4,20+0,54 | 55-83 | 0,401*** 0,377*** 0,516*** (0=0,83)
5. 3,89+0,67 | 50-63 | 0,365*** 0,409*** 0,438*** 0,544%*** (0=0,81)
6. 4,23+£0,55 | 46-61 | 0,501*** 0,211*** 0,233*** 0,211*** 0.231*** (0=0,72)
Skewness -0.893 -0,5 -0,745 -0,646 -0,597 -1,46
kurtosis 1,51 0,347 1,05 1,11 0,558 2,02

X: Mean; SD: Standard Deviation; a: Cronbach Alpha N:336; *** p<.001; 1: T, 2: SN, 3: PEU 4: PU,
5: SE, 6: BI

According to the table, the lowest mean belongs to the SN scale (3,55+0,81) and the highest mean
belongs to the BI scale (4,23+0,55). Before testing the research hypotheses, correlation analysis was
used to test whether there is a significant relationship between the dimensions. The correlation analysis
of the dimensions that make up the TAM within the scope of the research is given in the table. When
the findings in the table are examined, it is seen that there are significant positive relationships between
all dimensions at p<,001 level. In addition, the table shows the skewness and kurtosis values of the
factors in order to test the normality assumption. Skewness values between -2 and +2 and kurtosis values
between -7 and +7 are accepted as acceptable limits for normal distribution (Kline, 2023:60; Bryne,
2016:123). According to the values in the table, it is said that the factors are normally distributed.

Cronbach's Alpha and CR values for reliability tests, AVE for convergent validity and HTMT for
discriminant validity were analyzed. When the table is analyzed, it is seen that Alpha values are higher
than 0,70, CR values are higher than 0,60 and AVE values are higher than 0.40. Under normal
conditions, the AVE should be higher than 0,5, but if the AVE value is less than 0,5 but the composite
reliability is higher than 0,6, a value of 0,4 can be accepted provided that the convergent validity of the
construct is acceptable (Fornell & Larcker, 1981:46).

Within the scope of the study, the Heterotrait Monotrait Ratio (HTMT) value, which has a high
sensitivity compared to the AVE value, was also examined to determine whether the discriminant
validity was achieved and it was observed that the values were in the range of 0,237-0,661. The fact that
this value is less than 0,90 is important in terms of showing that the model has discriminant validity.
Researchers state that this value should be examined especially in models that are difficult to distinguish,
such as the TAM (Henseler et al., 2015:128,129).

In the light of these results, it can be said that all factors are reliable and have convergent and
discriminant validity.

5.2. Factor Analysis

Exploratory factor analysis was applied to determine the factor loading values and scale dimensions of
the scale. As a result of the analysis, no question was removed from the scale since the factor loading
values were not below 0,32 (Giirbiiz & Sahin, 2018:320). According to the results of the analysis, it was
determined that the Kaiser-Meyer-Olkin (KMO) value was ,876 and the Bartlett Test of Sphericity chi-
square value (p<0,01) was significant. A KMO value greater than 0,50 indicates that the data structure
is suitable for factor analysis (Malhotra & Dash, 2016:602). Oblimin method was used as the rotation
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method in the factor analysis application. In the study, the total explained variance ratio of the 6-
dimensional scale was found to be 60%. All results obtained in the exploratory factor analysis are
presented in Table 4.

Table 4: Exploratory Factor Analysis

Factor Loadings
Dimensions PU SN PEU SE T BI
PU1 0,759
PU2 0,725
PU3 0,708
PU4 0,603
SN2 0,881
SN3 0,833
SN1 0,666
PEU3 0,797
PEU1 0,710
PEU2 0,579
SE2 0,940
SE3 0,663
SE1 0,447
T3 0,792
T1 0,629
T2 0,607
BI3 0,713
BI2 0,650
BI1 0,609

Total Explanation ratio of assumption (%) 60

Kaiser-Meyer-Olkin (KMO) sampling adequacy 0,876
Chi-Square 2931
Bartlett's Test of Sphericity: Chi-Square Degree of Freedom 171

P value ,000

Confirmatory factor analysis was applied to test the construct validity of the measurement tools used
within the framework of the TAM. Table 5 presents the goodness of fit values for the model.
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Table 5: Confirmatory Factor Analysis Results of Technology Acceptance Model

¥2/DF CFl NFI TLI GFI AGFI RMSEA | SRMR
TAM 1,83 0,96 0,92 0,95 0,99 0,99 0,05 0,046
Acceptable
Compliance* <3 2,90 | 2,90 | 2,90 | 2,90 >,85 >,08 =,08
Perfect Fit* <2 >95 | =295 | 295 | 2,95 >.90 >.,05 >.,05

* lhan and Cetin, 2014:31; Giirbiiz and Sahin, 2018:344

When the table is examined, it is seen that the Chi-Square Fit Test (y2/DF), Comparative Fit Index (CFI),
Tucker-Lewis Fit Index (TLI), Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI)
and Root Mean Square Error of Approximation (RMSEA) values are within the limits of perfect fit and
the normed fit index (NFI) value is within acceptable limits. Therefore, it is seen that the proposed six-
factor model is compatible and acceptable with the data. For the model, modification was applied
between items 2 and 3 of SE.

5.3. Hypothesis testing

In order to test the hypotheses of the study, the effects of independent variables (T, SN, PEU, PU, SE)
on the dependent variable, Bl, were examined. In this context, structural model analysis was conducted
and the findings are given in Table 6.

Table 6: Structural Model Analysis Findings

Path B SE CR p

PU — BI -0,163 0,094 -1,552 0,121
PEU — BI 0,135 0,100 0,993 0,321
T —BI 0,707 0,079 6,522 Fxx
SN —BI -0,058 0,049 -0,779 0,436
SE —Bl 0,003 0,104 0,020 0,984
T— PU 0,263 0,050 4,271 xxx
PEU — PU 0,578 0,055 8,539 il
SE—PEU 0,734 0,074 10,192 ekl
N= 335; ***p<0,001; **p<0,01; p: Standardized regression coefficient
PU (R? =0,525), PEU (R? =0,539), BI (R? =0,446)

¥2/DF CFlI NFI TLI GFI AGFI RMSEA | SRMR
Model 2,01 0,95 0,91 0,94 0,99 0,99 0,05 0,06

Model goodness-of-fit values (y2=282, df=140, y2/df=2,01, CF1=0,95, NFI=0,91, TLI=0,94, GFI=0,99,
AGFI=0,99, RMSEA=0,05 and SRMR=0,06) show that the model has a good fit with the data. When
the table is examined, it is seen that T has a positive and significant effect on the BI dimension (f=0,71,
p<0,001), PEU (B=0,58, p<0,001) and T ($=0,26, p<0,001) have a positive and significant effect on PU
and finally SE has a positive and significant effect on PEU (=0,73, p<0,001). According to these results,
hypotheses H2, H4, H5 and H8 are accepted, while H1, H3, H6 and H7 are rejected. Hypothesis results
are shown in Figure 2.
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Figure 2: Hypothesis Results
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When the findings obtained are evaluated, it is determined that PEU has a greater effect on PU compared
to the T variable, and these variables explain 53% (R? =0,525) of the change in the PU dimension. The
SE dimension, which affects PEU, explains 54% (R? =0,539) of the change in PEU. BI, which is
expected to be predicted by all independent variables in the study is only affected by the T dimension
and explains 45% of the change (R? =0,446).

6. Conclusion and Discussion

The primary objective of this study is to identify the primary factors influencing Ardahan University
students' intention to use mobile banking applications by employing the TAM. In this context, in
addition to PEU and PU from the original TAM developed by Davis, T, SN, and SE factors were
incorporated to examine their effects on Bl. According to the study's findings, T emerged as the most
significant factor impacting Bl. Given users' limited familiarity with new internet-based technologies
and applications, T is crucial for adopting such innovations. Consistent with other studies (Gefen, 2003;
Jarvenpaa, 2000), a positive relationship was found between T and intention to use, particularly for
internet-based services like mobile banking. Users emphasized the importance of personal information
confidentiality and a sense of security when using mobile banking. Additionally, the study revealed that
T influences PU. Previous research also supports the impact of T on mobile banking usage.
Consequently, while young users prioritize safety, they recognize the efficiency gains and advantages
of using mobile banking for daily transactions. The study further demonstrated that SE affects PU. This
suggests the importance of encouraging users, especially when introducing new technologies. Providing
training to enhance users' familiarity with mobile banking applications can be beneficial. Similar results
have been reported in other studies (Luarn, 2005; Pavlou, 2003). In conclusion, T emerged as the most
critical predictor of participants' intention to use mobile banking, while PEU and T influenced PU. SE
was identified as a predictor of PEU. In general, banks should focus on the measures they can take to
increase their reliability. It can be said that factors such as protecting users' personal information,
strengthening security measures and transparent communication are important in creating trust.

This study has limitations. It focused solely on the perspective of young users, particularly university
students. Future research can extend the TAM to different age groups for comparative analysis. For
instance, older users might perceive mobile banking as more complex, impacting the ease of use factor
and overall adoption. Additionally, the exogenous variables examined in this study can be explored
using other technology acceptance models to assess their influence on both behavioral and usage
intentions.
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Genigsletilmis Ozet
Amac ve Kapsam

Gilintimiizde teknolojideki hizli degisimlerle birlikte giinliik yasamda bu degisimlere ayak uydurmak
oldukg¢a onemli hale gelmistir. Insanlar giinliik islerini optimize edebilmek ve planlamak zorunda
olduklart i¢in teknolojinin tiim olanaklarindan faydalanmalidirlar. Bu baglamda mobil bankacilik
teknolojisi insanlarin giinliik ihtiyaclarini karsilamak ve zamandan tasarruf etmek icin onemli bir
teknolojik adim olarak karsimiza ¢ikmaktadir. Tiirkiye Bankalar Birligi 2024 y1li “Dijital internet Mobil
Bankacilik Istatistikleri “raporuna gére mobil bankacilik kullanci sayis1 2020'nin son ¢eyreginde 60.334
milyon, 2024'in ilk ¢ceyreginde 107.940 milyona yiikselmistir. Bu durum, Tiirkiye'de mobil bankaciligin
benimsenmesinde 6nemli bir artis oldugunu gostermektedir. Yine ayni raporda yillar i¢inde 6nemli bir
biiylime gozlenmis olup, hem yillik hem de ¢eyreklik bazda siirekli artiglar yasanmistir. Bu trend, mobil
bankaciligin tilkemizde giderek daha popiiler bir bankacilik yontemi haline geldigini gostermektedir.
Ocak-Mart 2024 donemi igin aktif bireysel dijital bankacilik miisterilerinin yas gruplarina gore
dagilimina bakildiginda ise 18-25 yas grubu, yaklagik 20 milyon kisi ile iiglincii sirada yer almakta ve
bu da geng kullanicilar arasinda bu teknolojinin yaygin olarak kullanildigimi1 desteklemektedir. Bu
veriler 15181nda, calismada geng kullanicilarm (Universite Ogrencileri) bu teknolojiyi kullanirken
nelerden etkilendigi ve bu teknolojiyi kullanmada hangi faktorlerin etkili oldugu arastirilmistir. Bu
nedenle dgrencilere anket uygulanmis ve sonuglar detayli olarak aciklanmistir. Calisma, Universite
Ogrencileri arasinda mobil bankacilik kullanimimi etkileyen faktdrleri Teknoloji Kabul Modeli (TAM)
cercevesinde incelemistir. Arastirma sonuglari, giivenin mobil bankacilik kullanim niyetini etkileyen en
onemli faktor oldugunu ortaya koymustur. Bu, ozellikle gen¢ kullanicilarin yeni internet tabanli
teknolojilere ve uygulamalara farkindaliklarinin siirl oldugu diisiiniildiigiinde, giivenin benimsenme
davranigini sekillendirmede ne kadar kritik bir rol oynadigin1 gostermektedir. Ayrica, algilanan kolaylik
ve giivenin algilanan fayda {izerinde olumlu bir etkisi oldugu, ancak davranigsal niyeti dogrudan
etkileyen tek faktoriin giiven oldugu tespit edilmistir. Oz-yeterlik algismnin da algilanan kolaylik
iizerinde olumlu bir etkisi oldugu goriilmiistiir. Bu bulgular, 6zellikle geng yetigkinler arasinda mobil
bankacilik kullanimini anlamak ve tesvik etmek i¢in hem bireysel hem de sosyal faktorleri ele alan
biitiinciil bir yaklagimin gerekliligini vurgulamaktadir. Caligma sonucunda bu duruma bagli olarak mobil
bankacilik kullaniminda giiven faktoriiniin etkili bir role sahip oldugu ortaya ¢ikmistir.

Yontem

Caligmaya iligkin veriler 6grencilerden anket yoluyla elde edilmistir. Caligmada aragtirma modelindeki
degiskenleri 6lgmek icin Olgeklere ihtiyag duyulmus ve bu amacgla detayli bir literatiir taramasi
yapilmigtir. Arastirma ve Olglim yontemi nicel verilere dayandigindan arastirmaya ait veriler anket
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teknigi ile elde edilmistir. Uygulanacak anket formunda, daha 6nce baska arastirmalarda kullanilmas,
gecerlik ve giivenirligi sinanmis Olgeklerden yararlanilmigtir. Arastirmada, evrendeki her calisanin
ornekleme alinma olasiliginin esit oldugu kolayda érnekleme yontemi kullanilmig ve anketler ¢evrimigi
olarak gerceklestirilmistir. Anket formunda katilimcilarin demografik 6zellikleri ve teknoloji kabul
modeli faktorleri olmak iizere iki boliim bulunmaktadir. Teknoloji kabul modeli, kullanima iliskin 6z
yeterlilik, 6znel norm, giiven, algilanan kullanim kolayligi, algilanan faydalilik ve davranigsal niyet
olmak iizere alt1 alt faktdrden olusmaktadir. Ikinci boliimdeki sorular 5'li Likert dlgegine (1- Kesinlikle
katilmiyorum, 2- Katilmiyorum, 3- Kararsizim, 4- Katiliyorum, 5- Kesinlikle katiliyorum) gore
yapilandirilmistir. Giiven Degiskeni, Yee-Loong Chong ve arkadaglari (2010) tarafindan yapilan
calismadan almmustir. Olgek 3 ifadeden olusmaktadir. Oznel Norm degiskeninin etkisini dlgmek
amactyla Wu ve Chen (2005) tarafindan kullanilan ve 3 ifadeden olusan 6l¢ek kullanilmistir. Algilanan
Kullanim Kolayligi degiskeni Lee (2009) tarafindan kullanilan ve 3 ifadeden olusan olgek ile
Olciilmiistiir. Algilanan Faydalilik degiskeninin etkisi Cheng vd. (2006) tarafindan kullanilan ve 4
ifadeden olusan olcek ile olciilmiistiir. Oz yeterlilik degiskeninde Luarn ve Lin (2005) tarafindan
kullanilan ve 3 ifadeden olusan 6l¢ek kullanilmistir. Son olarak davranissal niyet degiskeninin etkisi Gu
vd. (2012) tarafindan kullanilan ve 3 ifadeden olusan o6lgek ile Ol¢iilmiistiir. Arastirmanin verileri
Ardahan Universitesi dgrencilerinden elde edilmistir. Calismadaki veriler iizerinde Jamovi 2.4 programi
ve SEML,j eklenti paketi kullanilarak model testleri yapilmistir. Kesifsel ve Dogrulayici Faktor Analizi,
Yapusal Esitlik Modellemesi (YEM), I¢ Tutarhilik Giivenilirligi (Cronbach'm Alfa Bilesik Giivenilirligi-
CR), Yakinsak ve Ayirict Gegerlilik (Ortalama Cikarilmis Varyans-AVE/Heterotrait-Monotrait Orani-
HTMT), Pearson korelasyon ve regresyon istatistiksel analizleri veri analizinde kullanilmstir.

Bulgular

Katilimcilarin demografik ozellikleri frekans analizi ile analiz edilmistir. 335 katilimcinin %58,6's1
kadin ve katilimcilarin ¢gogunlugu 21-23 yas araligindadir (%52,7). Katilimcilarin %43,8'1 1-3 yildir
mobil bankacilik kullanmaktadir ve %42,3'ii her giin mobil bankacilig1 kullanmaktadir. Katilimeilarin
en ¢ok tercih ettigi mobil bankacilik uygulamasi Ziraat Bankasi uygulamasidir. Calismada, giivenilirlik
analizi, Olceklerin yap1 gegerliligi, tanimlayic1 (frekans) istatistikleri, hipotezleri test etmek ig¢in
korelasyon ve basit-goklu dogrusal regresyon analizi sonuglar1 verilmistir. Calismaya dahil edilen
degiskenlerin ortalama deger, standart sapma, carpiklik ve basiklik degerleri ile giivenilirlik katsayilar
incelendiginde en diisiik ortalamanin 6znel norm o6lgegine (3,55+0,81), en yiiksek ortalamanin ise
davranigsal niyet Ol¢egine (4,23+0,55) ait oldugu goriilmektedir. Arastirma hipotezlerinin test
edilmesinden 6nce boyutlar arasinda anlaml bir iliski olup olmadigini test etmek amaciyla korelasyon
analizi kullanilmistir. Aragtirma kapsaminda teknoloji kabul modelini olusturan boyutlarin korelasyon
analizine de yer verilmistir. Analiz bulgular1 incelendiginde tiim boyutlar arasinda p<.001 diizeyinde
anlamli pozitif iligkiler oldugu goriilmektedir. Ayrica faktorlerin normallik varsayimini test etmek
amaciyla carpiklik ve basiklik degerleri ayr1 ayr1 verilmistir. -2 ile +2 arasindaki carpiklik degerleri ve
-7 ile +7 arasindaki basiklik degerleri normal dagilim i¢in kabul edilebilir sinirlar olarak kabul edilmistir.
Olgeklerin giivenirlik testleri i¢in Cronbach'm Alpha ve CR degerleri, yakinsak gegerlilik i¢in AVE ve
ayiric1 gegerlilik icin HTMT analiz edilmistir. Calismada Alpha degerlerinin 0,70'ten, CR degerlerinin
0,60'tan ve AVE degerlerinin 0,40'tan biiyiik oldugu goriilmektedir. Normal kosullarda AVE degerinin
0,5’ten biiyiik olmasi beklenirken, AVE degeri 0,5ten kiiciik ancak bilesik giivenirliligi 0,6’dan biiyiik
ise yapmin yakinsak gecerliliginin kabul edilebilir olmasi kosuluyla 0,4 degeri kabul edilebilir. Olcegin
faktor yiik degerlerini ve Olgek boyutlarini belirlemek i¢in agimlayici faktdr analizi uygulanmistir.
Analiz sonucunda faktér yiik degerleri 0,32’nin altinda olmadigi i¢in &lgekten hicbir soru
cikarilmamistir. Analiz sonuglarina gore Kaiser-Meyer-Olkin (KMO) degerinin .876, Bartlett Kiiresellik
Testi ki-kare degerinin (p<0,01) anlamli oldugu belirlenmistir. KMO degerinin 0,50’den biiyiik olmasi
veri yapisinin faktor analizi i¢in uygun oldugunu gostermektedir (Malhotra ve Dash, 2016:602). Faktor
analizi uygulamasinda dondiirme yontemi olarak Oblimin yontemi kullanilmistir. Calismada 6 boyutlu
6lcegin toplam aciklanan varyans orani %60 olarak bulunmustur. Son olarak elde edilen bulgular
degerlendirildiginde algilanan kullanim kolayliginin algilanan fayda iizerinde giiven degiskenine gore
daha biiyiik bir etkiye sahip oldugu ve bu degiskenlerin algilanan fayda boyutundaki degisimin %53 linii
(R2=0.525) acikladig1 belirlenmistir. Algilanan kullanim kolayligini etkileyen 6z yeterlilik boyutu
algilanan kullanim kolayligindaki degisimin %54’iinii (R2=0.539) agiklamaktadir. Calismada tiim
bagimsiz degiskenler (6z yeterlilik, 6znel norm, giiven, algilanan kullanim kolaylig1 ve algilanan
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faydalilik) tarafindan tahmin edilmesi beklenen davranigsal niyet yalnizca giiven boyutundan
etkilenmekte ve degisimin %45’ini (R2=0.446) aciklamaktadir.

Sonug¢

Aragtirmada mobil bankacilik teknolojisinin geng kullanicilar iizerindeki etkisi incelenmistir. Geng
kullanicilarin  6zellikle bu teknolojiyi kullanirken etkilenebilecekleri faktorler literatiirdeki diger
caligmalardan alinmistir. Caligmanin sonuglarina gére mobil bankacilik teknolojisinin kullaniminda en
etkili faktoriin giiven faktorii oldugu bulunmustur. Giivenin davranigsal niyet boyutuyla ($=0,71,
p<0,001), algilanan kullanim kolaylig1 (f=0,58, p<0,001) ve giivenin (pf=0,26, p<0,001) algilanan
faydalilikla, son olarak 6z yeterliligin Algilanan Kullanim Kolaylig1 ile (B=0,73, p<0,001) iligkisinin
pozitif ve anlamli bir etkiye sahip oldugu bulunmustur. Buna gore geng kullanicilar giivendikleri mobil
bankacilik hizmetlerini siklikla kullanacaklarimi1 ve bagkalarina tavsiye edeceklerini belirtmislerdir.
Calismanin sonuglari, finans sektoriindeki uygulayicilar i¢in 6nemli ¢ikarimlar sunmaktadir. Caligma,
teknoloji kabul modelleri konusundaki devam eden tartismaya katkida bulunmakta ve iiniversite
Ogrencileri arasinda mobil bankacilik benimsenmesini yonlendiren spesifik faktorlere dair bilgiler
saglamaktadir. Giiven olusturma girisimlerinin, kullanici dostu arayiizlerin ve egitim ¢alismalarinin
mobil bankaciliga yonelik olumlu tutum ve niyetleri tesvik etmede ne kadar 6nemli oldugunu
gostermektedir. Teknoloji benimsenmesinin 6nemini anlayarak finans kuruluslari, geng¢ kullanicilar
arasinda mobil bankacilik hizmetlerinin kullanimin1 tegvik etmek i¢in daha etkili stratejiler
gelistirebilirler. Sonug olarak, bu ¢aligma, iiniversite 6grencileri arasinda mobil bankacilik kullanimini
etkileyen faktorleri incelemis ve giivenin benimsenme davramigini sekillendirmede merkezi bir rol
oynadigin1 ortaya koymustur. Arastirma, gelecekteki caligmalara zemin hazirlamakta ve finans
kuruluslarina, gen¢ niifusun mobil bankacilik hizmetlerini benimsemesini artirmak igin
giivenilirliklerini artirma, kullanict deneyimini iyilestirme ve egitim firsatlar1 sunma konusunda oneriler
sunmaktadir.
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