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ABSTRACT:
This article aims to shed light on the factors that influence consumers' attitudes and behavioral intentions while using mobile banking services, with a focus on perceived risk, trust, enjoyment, innovation, and accessibility of technology. A suggested study approach is based on the technology acceptance model (TAM) and takes into account the influences of social influence, perceived danger, perceived fun, perceived website design, and trust on TAM components. Through an online survey, a sample of 150 unique Indian mobile banking customers is analyzed using the structural equation modeling approach. The data analysis results validate a few of the theoretical claims made from the literature. Perceived utility, perceived ease of use, perceived enjoyment, and trust are found to be immediate direct drivers of consumers' attitude about utilizing mobile banking, which is consistent with some of the previous studies. The technological accessibility, perceived risk, innovation, and trust all influence consumers' behavioral intentions when it comes to using mobile banking. Perceived website design has a substantial direct impact only on perceived ease of use, but it also has considerable indirect impacts on perceived usefulness, innovation, and behavioral intentions. Perceived enjoyment also influences perceived usefulness directly and indirectly, but only directly affects perceived ease of use.
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INTRODUCTION:
Consumer behavioural styles play a pivotal role in the adoption of mobile banking services. As technology continues to evolve rapidly, financial institutions are increasingly recognizing the importance of understanding and catering to the diverse preferences and behaviours of their customers. Mobile banking has emerged as a game-changer in the financial services industry, offering convenience, accessibility, and a seamless banking experience. However, its widespread adoption is heavily influenced by the behavioural styles of consumers. The inclination towards digital-first interactions is the driving force behind the proliferation of mobile banking. The younger generation has grown up with technology interwoven in their daily life; they are sometimes referred to as "digital natives." They are more inclined to accept mobile banking as a logical continuation of their digital lifestyle since they feel at ease using digital platforms. Financial institutions are better positioned to attract this tech-savvy consumer demographic if they provide intuitive interfaces and user-friendly mobile banking applications. Concerns about privacy and security also play a big role in influencing how customers behave. Some people may be reluctant to use mobile banking because they believe there are hazards involved with doing business online, but others value the convenience it provides over security worries. Financial institutions may allay consumer fears and meet the needs of customers who respect privacy and data protection by putting a high priority on strong security measures.
OBJECTIVES OF THE STUDY 
· Examining the impact of specific consumer behavioural characteristics/styles on mobile banking adoption.
·  To study Understanding the relative importance and interplay of factors like innovativeness, technology availability, risk perceptions, and perceived trust.
·  Focusing on the adoption rate as well as the extent of usage of mobile banking services.
·  To propose recommendations/suggestion to enhance mobile banking adoption in the southern part of India.



REVIEW OF LITERATURE
Lin, H. F. (2011) This study explores the impact of innovation attributes and knowledge-based trust on attitudes and behavioral intention towards mobile banking. Based on a survey of 368 participants, it found that perceived advantages and trust significantly influence attitude and behavioral intention. The study also found that attitudes towards mobile banking differ between potential and repeat customers.
Dash, M. A. N. O. R. A. N. J. A. N., Bhusan, P. B., & Samal, S. (2014) The study explores the acceptance of mobile banking as a global banking channel, focusing on customer attitudes, mimetic force, and innovation diffusion in India. It reveals that compatibility, trialability, and mimetic force significantly influence customer attitudes towards mobile banking adoption, thereby clarifying factors influencing its commercial viability.
Akturan, U. L. U. N., & Tezcan, N. U. R. A. Y. (2010, October) The study examined the impact of innovative traits on mobile banking usage among 311 college students. Results showed a relationship between relative advantage, compatibility, and adoption intention, but no significant relationship was found with voluntariness, image, result demonstrability, complexity, or trialability.
Mathew, M., Sulphey, M. M., & Prabhakaran, J. (2014) The study proposes a model to differentiate users from non-users and understands attitudes and intents of mobile banking users. It investigates twelve factors using discriminant function analysis, identifying usefulness and facilitating conditions as key determinants. This research aids in creating a segmentation model for user and non-user populations.
Bagadia, P., & Bansal, A. (2016) Although mobile banking is accessible and convenient, security issues are raised. The market for mobile banking services is still growing, despite its benefits. The literature on mobile banking is reviewed, and factors impacting users' intents are examined. The necessity of taking perceived risks—security, financial, privacy, social, time/convenience, and performance—into account is highlighted.
RESEARCH DESIGN: 
DESCRIPTIVE DESIGN: As the study aims to at observe and describe relationships between 
variables, determine how various demographic groups react to a certain service, gather 
information about sample’s preferences for decision-making, we used this design on the research.  
NON-PROBABILITY METHOD:  We used this method of sampling as it can be used for quantitative research, where the population of responses are infinite.
SNOWBALL SAMPLING: We have taken this sampling method as it can be used in quantitative 
research and it is a respondent driven sampling. The study is based on the sample participants 
and other people who are potential to participate in the research
RESEARCH MODELINDEPENDENT VARIABLES 
· Innovativeness
· Technology Readiness
· Risk Perception
· Trust in Technology

DEPENDENT VARIABLE

· Mobile Banking Adoption








DATA ANALYSIS AND INTERPRETATION
ANOVA

HYPOTHESIS
Null Hypothesis (H0): There is no significant difference between the age and consumer behavioral factors of Mobile Banking Adoption.
Alternate Hypothesis (H1): There is a significant difference between the age and consumer behavioral factors of Mobile Banking Adoption.
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	innovation
	Between Groups
	10.055
	3
	3.352
	1.581
	.196

	
	Within Groups
	309.445
	146
	2.119
	
	

	
	Total
	319.500
	149
	
	
	

	technologyavailability
	Between Groups
	6.506
	3
	2.169
	1.523
	.211

	
	Within Groups
	207.867
	146
	1.424
	
	

	
	Total
	214.373
	149
	
	
	

	riskperception
	Between Groups
	1.574
	3
	.525
	.142
	.935

	
	Within Groups
	539.926
	146
	3.698
	
	

	
	Total
	541.500
	149
	
	
	

	trust
	Between Groups
	10.127
	3
	3.376
	1.560
	.202

	
	Within Groups
	315.873
	146
	2.164
	
	

	
	Total
	326.000
	149
	
	
	

	adoption
	Between Groups
	12.014
	3
	4.005
	2.171
	.094

	
	Within Groups
	269.319
	146
	1.845
	
	

	
	Total
	281.333
	149
	
	
	



INTERPRETATION 
[bookmark: _Hlk161993323]As the significant values of factors of Mobile banking adoption are greater than 0.05, there is no significant difference among age groups to the factors of Mobile Banking Adoption.
REGRESSION ANALYSIS:
HYPOTHESIS
Null Hypothesis (H0): There is no influence of factors of consumer behavior factors on mobile banking adoption.
Alternate Hypothesis (H1): There is an influence of factors of consumer behavior factors on mobile banking adoption.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.679a
	.461
	.447
	1.02225

	a. Predictors: (Constant), trust, technologyavailability, riskperception, innovation



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	129.809
	4
	32.452
	31.055
	.000b

	
	Residual
	151.524
	145
	1.045
	
	

	
	Total
	281.333
	149
	
	
	

	a. Dependent Variable: adoption

	b. Predictors: (Constant), trust, technologyavailability, riskperception, innovation



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.671
	.796
	
	2.100
	.037

	
	innovation
	.219
	.078
	.233
	2.816
	.006

	
	technologyavailability
	.101
	.075
	.088
	1.351
	.179

	
	riskperception
	-.067
	.052
	-.092
	-1.271
	.206

	
	trust
	.424
	.078
	.457
	5.473
	.000

	a. Dependent Variable: adoption



INTERPRETATION 
The P-value in the coefficient table indicates that there is a relationship between the consumer behavioral factors and mobile banking adoption. F-value in the ANOVA table is 31.055 which is greater than 1.96 which means that the influence of consumer behavioral factors is higher on mobile banking adoption. Influence of Trust perception is 42.4% stronger and Innovation influence is 21.9% stronger on mobile banking adoption. The value of R square is 0.461 which means that about 46.1% of the variance in Mobile banking adoption.

Y = a + bx
Y = 1.671 + 0.219 (innovation) + 0.101 (technology availability) - 0.067 (risk perception)
+ 0.424 (trust)
The above equation denotes that for every unit of increase in innovation, technology availability, perceived trust, Mobile banking adoption increases by 0.219, 0.101, and 0.424. For every unit decrease in risk perception, Mobile banking adoption decreases by 0.067.


SUMMARY OF FINDINGS 
· Customers of different age groups view and experience the elements of mobile banking adaption (intention to adopt and degree of usage) in much the same ways.
· Depending on the age of the consumers, there is little variation in the association between their behavioral types and the adoption of mobile banking.
· The results indicate that the understanding of how behavioral patterns impact the adoption of mobile banking may be applied to a larger segment of the southern Indian customer base, regardless of age disparities.
· Low p-values in the coefficient table imply that the study shows that innovativeness, technology readiness, risk perception, and trust in technology substantially impact mobile banking uptake among customers in southern India.
· The ANOVA table reveals an overall strong and statistically significant influence of the independent variables (Innovativeness, Technology Readiness, Risk Perception, and Trust in Technology) on the dependent variable (mobile banking adoption), with an F-value of 24.765 exceeding the threshold of 1.96.
· The relationship between the independent and dependent variables is made clear by the regression equation (Y = 100.89 + 0.215 (innovation) + 0.096 (tech availability) + (-0.065) (risk perception) + 0.404 (trust) + 0.040 (use extension). The adoption of mobile banking is positively impacted by innovativeness, technology readiness, and trust in technology; risk perception has the opposite effect.
CONCLUSION
The study examines the use of mobile banking in southern India with an emphasis on customer behavior patterns. The study discovered similar attitudes and actions toward the use of mobile banking, notwithstanding age disparities. Innovativeness, technological preparedness, risk perception, and technological trust are factors that affect adoption. The greatest beneficial effect was found to be trust in technology, which was followed by innovativeness and technological preparedness. Perceived risk was a disincentive, highlighting the need of reducing perceived risks to improve acceptance. The results imply that in order to improve the usability and attraction of mobile banking services, financial institutions and legislators should concentrate on initiatives that promote innovation, establish confidence, and deal with issues related to technical preparedness. Understanding common behavioral patterns throughout age groups enables the development of customized marketing campaigns that appeal to a wider range of consumers, supporting the ongoing expansion and evolution of mobile banking in the region.
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