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ABSTRACT
In response to the increased global competition within the banking industry, fi nancial institutions are diligently exploring the 
deployment of new banking technologies to improve both the quality of their banking infrastructure and customer. The purpose 
of this study is to assess the quality aspects (information quality and service quality) of mobile banking on perceived satisfaction 
and word of mouth and the variation in the proposed relationship between public and private sector banks in India. The research 
methodology: for data collection, a survey was conducted on 230 mobile banking users by using a random sampling technique. 
For analysis we used partial least square structural equation modelling with the help of Smart PLS 4.0. The result depicts that 
perceived satisfaction is signifi cantly impacted by service quality, and also the impact of perceived satisfaction on word of mouth is 
positively signifi cant, which indicates the importance of quality parameters during the use of m-banking. Meanwhile information 
quality was found to have an insignifi cant effect on perceived satisfaction. The variation demonstrates that the impact of service 
quality on perceived satisfaction was stronger in the public sector banks than in the private sector banks. The fi ndings of the study 
will help in improving retention rate of m-banking consumers and determining consumer preference in different sectors of banks.
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INTRODUCTION
Mobile banking is an essential aspect of the bank’s services 
and its proliferation allows it to become a preferred 
electronic method for daily life and business activities 
[1]. Today, almost all banks offer similar services, but the 
quality of service is the basis that makes a differentiation 
between them, and as a cutting-edge technology, mobile 
banking, helps banks attain those competitive goals [2]. 
Mobile banking allows banks to offer more competitive 
and value-added fi nancial services including interactivity, 
convenience, availability, etc., overcoming geographical 
and time limits and reducing the cost of cash transactions 
which accounts for 1.7% of India’s gross domestic product 
[3]. The proliferation of digital banking tools not only 
helps in enhancing digital fi nancial inclusion but also 
facilitates cost-effective payment methods by reducing 
the costs of transactions to one-fi ftieth of conventional 
banking costs, one-tenth of ATM costs, and half of internet 
banking costs, and thereby improving the quality of life 
for citizens.1 It can also be substantiated through the 

1 URL: https://www.rbi.org.in/Scripts/Statistics.aspx (accessed 
on 23.06. 2022).

Reserve Bank of India report [4] (2017–2018, 2022–2023) 
where the value of m-banking transactions in public and 
private sector banks have increased from rupees 935.8 
million to rupees 22 522.9 million from 2017–2018 to 
2022–2023 in India and helps the country to record total 
digital transactions of rupees 72 billion in the fi nancial 
year 2022.2

Banks are accountable for the quality of service they 
provide and for any technical problems that affect not 
only the customers’ experience with the bank’s services 
but also the bank’s reputation. From the consumer’s point 
of view, the quality of m-banking services refl ects the 
overall opinion of m-banking regarding the advantages 
and potential of mobile content delivery [5]. However, 
nowadays matching customers’ expectations is no longer 
enough, banks should exceed those to retain customers 
for the long term [6]. Thus, retaining consumers of 
m-banking helps banks to streamline marketing activity, 
maintain client trust, and at last gain a competitive edge 
[7]. Ultimately, banks must give importance to their quality 
of services to promote the convenience of customers 

2 URL: https://www.statista.com.u (accessed on 15.06.2022).
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which helps in anticipating an optimistic future in which 
offering a variety of technological options will boost 
customer satisfaction and competitiveness [8]. Several 
studies also suggest that different dimensions like quality 
aspects [8], information quality [9], competition [10], and 
word-of-mouth [10], security concern [11] are the areas 
that need more attention in m-banking.

Thus, the current study is an attempt to examine the 
service quality and information quality of mobile banking 
and its effect on customers’ perceived satisfaction and 
how it affects word of mouth in the context of public and 
private sector banks in India. The fi ndings of the study 
will help banks to gain a competitive advantage over 
the quality of services because improved service quality 
is a need of organizations of all sizes and eventually 
leads to enhance consumer satisfaction and also active 
participation in banking services through mobile 
banking which will foster service continuity and enriches 
consumers’ perception that service providers have the 
ability and willingness to deliver as promised [12].

In this study, we are examining the perceived quality 
aspects of m-banking during the actual use of banking 
products and services, for this the information system (I/S) 
theory, De Lone & Mclean model (1992, 2003) which has 
been widely used in various m-banking studies [13–18] 
was found suitable for the study. Therefore, the novelty 
of this empirical study is fi rst, to extend the theoretical 
foundation of quality parameters (information quality 
and service quality) of information systems by adding 
one more success dimension (word of mouth) that affects 
not only banks’ reputation but also helps in attracting 
potential and retaining existing consumers m banking 
customers. Second, to assess the variation in the proposed 
quality parameters of m-banking between public and 
private sector banks in India to validate their impact on 
customer’s perceived satisfaction and word of mouth 
to promote a healthy competition among financial 
institutions.

This is how the paper is structured down. The next 
section provides a theoretical background followed by 
a review of literature comprising a synthesis of prior 
work, in addition to the development of hypotheses 
and then the research methodology that is presented 
in further in detail. Lastly, the study concludes with 
discussion and conclusion, theoretical and managerial 
implications and the last limitations and scope for 
future studies.

THEORETICAL BACKGROUND
The original Delone and McLean model, 1992 [19] 
is based on six different aspects of the information 
system: “System Quality”, “Information Quality”, 

“Use”, “User satisfaction”, “Individual impact” and 
“Organizational impact”. Since 1992, the De Lone and 
McLean Information system (IS) success Model has 
been widely used to assess the success of information 
systems in the context of m- banking studies [10, 12, 13]. 
In the year 2003, by incorporating service quality and 
clubbing the individual and organizational impact into 
net benefi ts, it was reformulated to set the benchmark 
for the specifi cation and justifi cation of the dependent 
variable’s measurement in information system studies. 
The updated multidimensional D & M model (2003) 
[20] explained the proposed relationships between 
success dimensions in a procedural way. It means 
quality parameters affect user satisfaction in a process 
sense, resulting in some net benefi ts to the users. Thus, 
we used this model in a procedural sense, that is, how 
quality parameters affect perceived satisfaction and 
result in some WOM in a resultant manner. In this 
model, we use ‘systems quality’ and ‘service quality’ 
that examine the technical aspect of mobile banking 
success; ‘information quality’ assesses semantic; 
and ‘use’, ‘user satisfaction’, and ‘net benefi t’ examine 
effectiveness success. The extension of the Delone and 
Mclean I/S Success model is important and admissible 
in the Indian reference [13] added trust as an extension 
of the I/S Success model and found satisfaction and 
intention to use stand as two important precedents of 
actual usage, and satisfaction mediates the relationship 
between service quality, information quality, and trust 
to use m-banking. We found Delone and McLean model 
appropriate in the study as compared to other models 
since it provides a better explanation of the quality 
aspects of information systems in terms of measuring 
the effectiveness of m-banking and has been widely 
used in information technologies such as e-banking,

KMS, mobile banking, e-government system, 
e-commerce websites [13]. This study includes 
three constructs from D & M model: service quality, 
information quality, and customer satisfaction as a 
success dimension, and added Word-of- mouth to the 
framework (Fig. 1). WOM is also an important aspect 
while making high-risk purchases, consumers trust 
word-of-mouth more because pre-purchase information 
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from others in the form of word-of-mouth either 
through social media or verbally or any other mode of 
communications reduces risk, especially for services 
while post-purchase word-of-mouth is used to help 
other consumers, prevent mistakes, express anger, or 
relieve anxiety [21].

LITERATURE REVIEW
Impact of Service Quality on Customer’s Perceived 

Satisfaction
Consumers’ service quality assessments are based 
on their expectations and how well service providers 
meet them effectively [22]. As customers’ needs are 
changing, their service quality evaluations are also 
changing. Few studies have investigated service quality 
in the m-banking context [1, 5, 22–26]. C. Poromatikul 
et al. [27] found that service quality had a positive 
and significant impact on mobile banking customer 
satisfaction. C. Tam and T. Oliveira [12] confirm the 
importance of “service quality” in m-banking that leads 
to “customer satisfaction”, “trust” and other factors 
of success. Mobile banking’s service quality frame 
consumers’ trust and satisfaction [16]. Service quality 
impacts the satisfaction and retention decision of 
customers. Customer satisfaction is a mental state that 
compares the results of customers’ expectations before 
they buy something with their views after they buy it 
and banks arrange their business around these service 
gaps to stay competitive [26]. Customer satisfaction 
leads to continuation intention [27], Customer 
satisfaction and service quality strongly mediate 
the intention-to-use and actual-use relationship in 
m-banking [13].

Thus, we formulate the following hypothesis.
H1: There is a signifi cant positive impact of perceived 

service quality on perceived customer satisfaction.

Impact of Information Quality on Customer’s 
Perceived Satisfaction

M-Banking users are more satisfied and loyal if 
the information is high-quality. The quality of the 
information in m-banking is measured by the accuracy 
of the information provided [28]. Information quality 
includes relevance, suffi ciency, accuracy, and timeliness 
[29, 30–32]. Mobile banking customer satisfaction 
is significantly affected by information quality [2]. 
Y. Chetioui et al. [33] found information quality affect 
users’ attitudes toward technology. Information quality 
predicts satisfaction and intention for using mobile 
banking in Oman and found that service and information 
quality affects customer satisfaction and mobile banking 
adoption [15, 31, 34]. While some studies depict the 
contrary relationship between information quality on 
customer satisfaction, A. Trabelsi-Zoghlami [35] found a 
non-signifi cant impact of information quality on the use 
of m-banking in Morocco during the pandemic. In the 
context of individual achievement in m-banking, users 
consider individual performance’s importance and found 
that information quality affected satisfaction [34].

Thus, we proposed the following hypothesis.
H2: Information quality has a signifi cant positive impact 

on perceived satisfaction.

Impact of Consumer Satisfaction on Word-of-Mouth
Nowadays offering a mobile application is not enough. 
Bank managers must invest in high-quality systems to 

Fig. 1. Research model for the study
Source: Compiled by the authors (based on Delone & McLean model).
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acquire their customers’ trust and generate positive word-
of-mouth (WOM) for the application and the bank [35]. 
The more loyal a brand’s consumers are, the more likely 
they are to recommend it to others and make positive 
WOM [36]. Perceived satisfaction has a direct effect on 
users’ recommendation to use technology [36]. To attain a 
positive attitude toward the use of mobile banking, word-
of-mouth significantly affects factors that contribute 
to the adoption of mobile banking [11]. With the help 
of the Elaborated likelihood method, positive e-WOM 
(argument quality, valence, and consistency) signifi cantly 
affect the intention to adopt m-banking [37]. In another 
study, it was found that information quality with other 
factors like ease of navigation, personalization level, and 
rewards had a signifi cant relationship between the use of 
m-banking and e-WOM [38]. To improve brand image and 
positive word-of-mouth, banks should improve service 
quality because brand attachment is positively associated 
with positive WOM in m-banking apps [7].

Based on studies we hypothesize that.
H3: There is a signifi cant positive impact of perceived 

satisfaction on word-of-mouth.

Moderator Variable (Public Sector Banks and Private 
Sector Banks)

There are various past studies in which comparisons 
between public and private sector banks’ performance 
have been examined based on fi nancial metrics. This 
study assesses the variation between public and 
private sector banks considering service quality, 
information quality, perceived satisfaction, and word-
of-mouth. The main reason for considering major 
public and private sector banks in terms of perceived 
service quality [24] and perceived information quality 
is to identify the variation between them and enhance 
the scope of improvement in perceived satisfaction 
that leads to positive word-of-mouth. Few studies have 
considered m-banking service quality in public sector 
banks and private sector banks [24, 26] and customer 
satisfaction [39].

Based on studies we formulate the hypothesis:
H4(a) The relationship between perceived service quality 

and customer’s perceived satisfaction varies in public and 
private sector banks.

H4(b) The relationship between perceived information 
quality and customers’ perceived satisfaction varies in public 
and private sector banks.

H4(c) The relationship between customers’ perceived 
satisfaction and word-of-mouth varies in public and private 
sector banks.

RESEARCH METHODOLOGY
Measurement Scale

To assess the relationship between the construct, 
a questionnaire was developed. A survey was 
implemented for data collection purposes, which is 
attached in the Appendix. We developed a suitable 
measurement scale by using different relevant studies 
in the area. We used a 5-point Likert scale, having 
measures from “strongly disagree” (1) to “strongly 
agree” (5) for measurement of the constructs (Appendix). 
Customer satisfaction and information quality, scales 
were adopted from [4, 14, 15, 40]. Service quality was 
adopted from [4, 15, 41, 42]. Word-of-mouth was 
adopted from [43].

Data Collection
Data was collected through an online Google form 

during March, and a survey was conducted in Delhi NCR 
due to its cosmopolitan nature. After a pilot test with 
50 sets of responses, a fi nal online questionnaire was 
circulated using the non-probabilistic snowball sampling 
technique and a total 325 responses were received, but 
only 230 responses with 70.77% response rate were used 
for further analysis (Fig. 2).

Data Analysis
To analyze the proposed research model, structural 
equation modeling (SEM) with the help of Smart 
PLS 4.0 was developed by [44, 45]. This study used a 
three-stage strategy to analyze the data. It examines 
measurement models, structural models, and multi-
group analysis in the context of public sector banks and 
private sector banks and the complete sample using 
PLS–SEM [46].

Measurement Model
In the fi rst step we check a common method biasness by 
[47, 48] (VIF values equal to or less than 3.3, considered 
free from CMB) and all the VIF values were less than 3.3. 
For the entire sample as well as for each subgroup, the 
measurement model was evaluated separately. All the 
constructs Cronbach’s alpha coeffi cients and composite 
reliability were measured to test the construct reliability 
to meet the threshold limit, 0.708 [46]. The Cronbach 
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alpha values and CR values were all greater than the 
suggested value of 0.708 (Table 1). Convergent validity 
is established by the Average Variance Extracted (AVE) 
for the constructs being higher than the 0.50 threshold 
limit [49]. The constructs’ discriminant validity was 
examined using two approaches. Initially, we applied 
the Fornell-Larcker criterion to compare the square 
root of AVE with its correlation coeffi cients, the Results 
show (Table 2) that all square roots are higher than 
their respective correlation coeffi cient, and the HTMT 
criterion, as a more conservative approach, should be 
below 0.90 [50]. It shows HTMT results satisfactory as 
all constructs have values below the 0.90 value. Thus, 
the Fornell-Larcker criterion and HTMT 0.90 show the 
measurement model has suffi cient discriminant validity.

Structural Model
After assessing the measurement scale’s reliability and 
validity, we proceed with the VIF multi-collinearity 

assessment and the values of the VIF should be relatively 
near to 3 or lower [46]. In the next step, R² to assess the 
dependent constructs’ explained variance, to evaluate the 
structural model’s explanatory power [46]. The R² values 
are shown in Table 3. An R² score of 0.2 is considered 
to be acceptable [51, 52]. Using structural equation 
modeling (SEM), standardized estimates and t-statistics 
of each hypothetical path were analyzed to assess the 
signifi cance of each hypothesis relationship. Customer 
satisfaction was predicted by 29% while WOM was 
predicted by 23.7% through the fi ndings of this empirical 
study, making the model acceptable [51]. The result 
shows (Fig. 3) that there is a positive and signifi cant effect 
of service quality on customers’ perceived satisfaction 
while the effect of information quality is insignificant 
[33]. In addition, customer satisfaction exerts a positively 
signifi cant effect on WOM. In the next phase, f², the size 
of the effect was evaluated. Next, we calculate the model’s 
predictive relevance suggested by Stone-Geisser’s Q² [46].

—
—
—
—

Do you use mobile banking offered by
Indian banks?

Fig. 2. Descriptive Profi le of Respondents
Source: Compiled by the authors.
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Multi-Group Analysis (MGA)
Before performing a multi-group analysis, we perform 
a MICOM analysis. To prove that latent variable 
differences explain the differences between the two 
groups. MICOM analysis consists of “configuration 

invariance”; next “compositional invariance”; and 
last the “equality of composite mean values” and 

“variances”. First, confi guration invariance is assessed. 
Before performing a multi-group analysis we perform 
a MICOM analysis [53]. The second stage is to analyze 

Table 1
Reliability and Convergent Validity

Table 2
Discriminant Validity Based on the Fornell-Larcker & HTMT Criterion

Source: Compiled by the authors.

Note: * P < 0.05, α —  Cronbach’s alpha, AVE —  Average Variance Extracted, CR —  Composite Reliability.

Source: Compiled by authors.

Note: * p < 0.05, The diagonal values represent the square root of the mean-variance and the values below the diagonal value (bold) 

are correlation, and values above the diagonal values are values of HTMT 0.90 criterion.
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compositional invariance, the original c is greater than 
or equal to 5% quantile, and measurement invariance 
is partial.

RESULTS OF MULTI-GROUP ANALYSIS
In the last step, we examined the signifi cant differences 
between the two sector banks in respect of information 
quality and service quality and their impact on 
customers’ perceived satisfaction & WOM. The results 
revealed that the difference between the association of 
service quality and customers’ perceived satisfaction 
was significant, but the difference in the impact of 

“perceived customer satisfaction” on “WOM” was 
insignificant. In public sector banks, the impact of 

“perceived service quality” on “perceived satisfaction” 
has a stronger impact in contrast to private sector banks. 
Therefore, commercial banks must dedicate substantial 
effort to develop long-term relationships with consumer 
[26] (Table 4). While the impact of information quality 
on customer satisfaction was insignifi cant, thus it was 
dropped for multi-group analysis.

DISCUSSION AND CONCLUSION
Technology, rival branding, consumer education, 
security, and organization synchronization make it 
harder to retain and gain mobile banking customers, so 
to retain and expand their mobile banking consumer 
base, banks must improve and update their services. 
Customers always want convenience, security, and 
full control over the required financial services. New 
technologies in the financial industry gave the 
customers more freedom and convenience than ever. 

Innovative technology-based services not only satisfy 
the customers but also enable the fi nancial institutions 
to become more cost-effective and sustainable [54]. This 
research supports past studies that considered service 
quality, information quality, customer satisfaction, 
and word-of-mouth [2, 55]. The purpose of the study 
is to examine the quality aspect of mobile banking on 
perceived satisfaction and word-of-mouth, and examine 
the variation in the proposed relationship between 
public sector and private sector banks in India. Quality 
makes the basis to make a difference between service 
providers, and when customers use competent mobile 
banking services, they may perceive banks as possessing 
the expertise and ethical standards necessary to ensure 
superior service quality. In this study we found that 
service quality was positively signifi cant and similar to 
the fi ndings like [2, 5, 12, 26, 56]. The fi ndings pointed 
out that the improvement in service quality provided 
by mobile banking would accordingly enhance the 
perceived value to the consumers. Previous studies have 
found that “self-banking” is emerging to be the method 
of choice for customers [57]. Meanwhile information 
quality was found insignifi cant and consistent with the 
fi ndings of [33]. Public sector banks are widely believed 
to possess extensive knowledge about their products 
in contrast to their counterparts in the private sector 
[26]. The service quality shows significant variation 
between public and private sector banks [2, 13]. As user 
experience is subject to variation due to intangible 
feature of service quality, customer satisfaction is based 
upon the attainment of their desired outcomes, and 
this satisfaction is positively associated with repeat 

Fig. 3. Results of Hypothesis Testing on Research Model
Source: Compiled by the authors.
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purchases, brand loyalty, and the dissemination of 
favorable word-of-mouth recommendations (Khan 
et al. [25]). The result of the study shows the impact 
of customer satisfaction on WOM was significant in 
several related studies [35–37, 38, 58] but there was no 
signifi cant variation between public and private sector 
banks.

Theoretical Implication
This study makes significant contributions to the 
IS success theory by introducing WOM as one of 
the dependent variables & also one of the success 
dimensions apart from satisfaction, loyalty, and 
net benefit. Numerous studies examine customer 
satisfaction in the context of pre-purchase, intention 
to purchase, or to adopt a new technology but only a 
few studies have considered perceived satisfaction 
and WOM after the purchase process or during the 
actual use process that affect WOM. The impact of 
perceived satisfaction on WOM during the actual 

use of mobile banking, and shows a significant and 
positive relationship between them. The fi ndings will 
support future studies to fi nd the other factors related 
to perceived satisfaction and word-of-mouth, and their 
relation to mobile banking. This study also finds the 
variation between public and private sector banks with 
regards to their m-banking quality aspects and their 
effect on perceived satisfaction and WOM to enhance 
the scope of improvement in m-banking and support 
the base theory to make a comprehensive mechanism 
of comparison and promote other factors to be included 
to analyze the other aspects for assessing variation.

Managerial Implication
It is quite important for any financial institution 
to assess the quality variables so that they can 
comprehend clients’ needs and also recognize their 
psychology [2] and determine user preference among 
various services to improve the retention rate [59]. 
Furthermore, the impact of word-of-mouth not only 

Table 3
Result of Hypothesis Outcome-Structural Model Evaluation

Relationship B T P Confi dence 
interval 95% R-square Adjusted R2 Q2predict f2

Public Sector Bank
INFO_ ->Sat —0.078 0.529 0.298 [–0.331; 0.155] 0.281 0.267 0.235 0.003
SERVQ_ -> Sat_ 0.59 4.022 0 [0.333; 0.823] 0.182
Sat ->WOM 0.442 4.889 0 [0.269; 0.571] 0.196 0.188 0.296 0.243

Private Sector Bank
INFO ->Sat 0.342 3.074 0.001 [0.155; 0.517] 0.306 0.294 0.275 0.059

SERVQ_ -> Sat 0.239 1.917 0.028 [0.020; 0.430] 0.029
Sat ->WOM 0.506 6.839 0.000 [0.368; 0.615] 0.256 0.25 0.374 0.344

Complete

INFO ->Sat 0.136 1.418 0.078 [—0.027; 0.291] 0.29 0.286 0.27 0.009

SERVQ_ -> Sat_ 0.425 4.296 0 [0.256; 0.582] 0.092

Sat ->WOM 0.487 8.879 0 [0.390; 0.571] 0.237 0.234 0.363 0.311

Source: Compiled by the authors.

Table 4
Result of Multi-Group Analysis

Relationships Difference (Public Sector Bank —  Private Sector Bank) p-value

H4a 0.351 0.033*

H4c –0.064 0.591

Source: Compiled by the authors.

Note: * signifi cance exists at 0.05 level, two-tailed.
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affects existing consumers but also potential consumers, 
so it must be improved with positive word-of-mouth. 
In emerging countries, people share information 
and advice with friends and family so banks must try 
to focus on positive word-of-mouth and enhancing 
customer satisfaction by improving the quality criteria 
of m-banking.

LIMITATIONS AND SCOPE 
FOR FUTURE STUDIES

This study also has some fl aws that need to be pointed. 
First, a small portion of the Indian population, future 
research may examine the effect of various cultural and 

demographic aspects of respondents. Second, based on 
limited quality aspects of mobile banking, future studies 
may include other quality aspects of mobile banking 
like system quality, interface design quality, etc. Third, 
this study employed a cross-sectional approach, which 
limits an examination of changes in user behavior 
over some time, so the future studies may include a 
longitudinal approach to enhance the scope of the 
future studies. Fourth, future research may include pre 
and post-behavior of mobile banking consumers and 
their comparisons concerning other different types of 
banks and other fi nancial institutions to make the study 
more effective.
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APPENDIX
Survey Data

Construct Items Reference

Information Quality

The information displayed on my mobile banking app is suffi cient 
for my needs

T. li, 2014 [16]

The information provided by the m-banking app is understandable
Urbach et al. (2010) [17]; Tam and 
Oliveira (2016) [4]

The information provided by the m-banking app is useful
Urbach et al. (2010) [17];
Tam and Oliveira (2016) [4]

The information provided by the m-banking app is up-to-date
Urbach et al. (2010) [17];
Tam and Oliveira (2016) [4]

The information provided by the m-banking app is error-free and 
detailed information

Urbach et al. (2010) [17];
Tam and Oliveira (2016) [4]

Service Quality

The responsible service personnel provides services related to the 
m banking app at the promised time

Urbach et al. (2010) [17];
Tam and Oliveira (2016) [4]

Does the m-banking app service responsible personnel show 
a sincere interest in solving problems when you face them?

Parasuraman et al.
(1988a, p. 23) [43]

M-banking applications protect information about my transactions Parasuraman et al. (2005) [41]

Are m-banking app personnel always willing to help you?
Urbach et al. (2010) [17];
Tam and Oliveira (2016) [4]

Do the m-banking service personnel understand your specifi c 
needs?

Parasuraman et al. (1988a, p. 23) 
[43]

Customer 
Satisfaction

The experience that I have had with my mobile banking app has 
been satisfactory

T. li (2013) [16]

I am satisfi ed with the manner in which mobile banking has carried 
out transactions

Anderson and Sullivan (1993) [42]
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Construct Items Reference

Word of mouth

I would recommend the mobile banking app to my friends and 
family to use it

Madan and Yadav (2016) [45]
I have a worthy experience with mobile banking apps, I would 
recommend friends to download the apps of services

Source: Compiled by the authors.
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