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Rezime: Razvoj aplikacija mobilnog bankarstva je omogućio bankama da na mnogo brži i lakši 
način opslužuju svoje klijente. Imajući u vidu da se finansijske institucije u zemljama u razvoju 
susreću sa mnogim problemima u vezi sa implementacijom mobilnog bankarstva i da ono nije toliko 
rasprostanjeno koliko se očekuje, veoma je bitno da se razumeju faktori koji utiču na usvajanje 
mobilnog bankarstva, kao i na poverenje korisnika u ove usluge. Stoga, cilj ovog rada jeste da se kroz 
empirijsko istraživanje utvrde efekti sigurnosti, percipirane korisnosti i percipirane lakoće upotrebe na 
poverenje, kao i kako poverenje  korisnika mobilnog bankarstva utiče na njihovu satisfakciju, afektivnu 
privrženost i nameru upotrebe. Utvrđeno je da sigurnost i percipirana lakoća upotrebe imaju statistički 
značajne pozitivne efekte na poverenje, zatim da poverenje pozitivno utiče na satisfakciju, a satisfakcija 
na afektivnu privrženost i nameru upotrebe. Na kraju, pokazano je i da afektivna privrženost statistički 
značajno pozitivno utiče na nameru upotrebe.

Ključne reči:  mobilno bankarstvo; poverenje; sigurnost; TAM model; satisfakcija; afektivna privrženost; 
namera upotrebe
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Uvod

Razvoj tehnologije je u velikoj meri uvećao upotrebu mobilnih aplikacija za obavljanje svakodnevnih 
aktivnosti. Prateći savremene trendove svakodnevnog višesatnog korišćenja mobilnih telefona, 
banke se sve više fokusiraju na online pružanje usluga i razvijaju mobilne aplikacije, kako bi lakše 
i brže opslužile korisnike. Mobilno bankarstvo je funkcija mobilne trgovine koja služi kao moćno 
sredstvo za razvijanje odnosa između klijenata i finansijskih institucija (Jun & Palacions, 2016). Ponuda 
mobilnog bankarstva predstavlja veoma bitan faktor prilikom izbora banke (Chawla & Joshi, 2017). 
Mobilna tehnologija je omogućila bankama da pružaju pogodnije, pristupačnije, interaktivnije, kao 
i bankarske usluge velike vrednosti bez prostornih ili vremenskih ograničenja (Shankar et al., 2019). 
Mobilno bankarstvo korisnicima pruža puno mogućnosti, kao što su uvid u stanje na računu i najnovije 
transakcije, zatim transfer sredstava između računa, realizaciju naloga za kupovinu i prodaju na 
berzama i slično (Laukkanen, 2007). Bitna karakteristika mobilnog bankarstva jeste i mobilnost koja se 
nudi korisnicima (Suoranta&Mattila, 2004). 

Liébana-Cabanillas i saradnici (2013) ukazuju na značaj istraživanja u ovoj oblasti, imajući u vidu da 
usluge mobilnog bankarstva povećavaju zadovoljstvo klijenata, njihovo zadržavanje, a dovode i do 
povećanja profita banaka, zbog čega povećanje stope usvajanja mobilnog bankarstva treba da bude 
veliki prioritet. Ali Raza i saradnici (2017) ističu da postoji veliki broj studija o usvajanju mobilnog 
bankarstva u razvijenim zemljama, a da je broj ovakvih istraživanja u zemljama u razvoju ograničen. Oni 
u svom radu navode da se finansijske institucije u zemljama u razvoju susreću sa mnogim problemima 
u vezi sa implementacijom mobilnog bankarstva i da ono nije toliko rasprostanjeno koliko se očekuje. 
Stoga je veoma bitno da se razumeju faktori koji utiču na usvajanje mobilnog bankarstva, kao i na 
poverenje korisnika u ove usluge. 

Imajući u vidu navedeno, predmet istraživanja jeste poverenje korisnika mobilnog bankarstva u 
Republici Srbiji, zatim njegove bitne determinante (sigurnost, percipirana korisnost i percipirana 
lakoća upotrebe), kao i ključne konsekvence (satisfakcija, afektivna privržnost i namera upotrebe). Cilj 
ove studije jeste da se utvrde efekti sigurnosti, percipirane korisnosti i percipirane lakoće upotrebe na 
poverenje, kao i kako poverenje korisnika mobilnog bankarstva utiče na njihovu satisfakciju, afektivnu 
privrženost i nameru upotrebe. Rezultati istraživanja i na osnovu njih izvedene implikacije mogu biti 
od pomoći bankama prilikom razvoja strategija za privlačenje, zadržavanje i povećanje poverenja, 
satisfakcije i lojalnosti klijenata.

Rad je strukturiran iz četiri dela. Prvi deo rada će obuhvatiti pregled literature u kom su dati teorijski i 
empirijski nalazi o dimenzijama usluga mobilnog bankarstva i izvedene su hipoteze. Drugi deo rada 
će se odnositi na metodologiju istraživanja, treći na rezultate sprovedenog empirijskog istraživanja, a 
u četvrtom će biti prikazana diskusija dobijenih rezultata, teorijske i praktične implikacije, ograničenja 
i budući pravci istraživanja.
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Pregled literature

Mobilno bankarstvo se definiše kao kanal kojim klijent komunicira sa bankom preko mobilnog uređa-
ja (Laukkanen&Pasanen, 2008). Ovaj oblik bankarstva se smatra revolucionarnim napretkom koji 
kombinuje mobilni tehnološki napredak sa finansijskim i komercijalnim uslugama (Bharti, 2016). Mo-
bilno bankarstvo se smatra veoma važnim za bankarske institucije, jer im omogućava da prošire svoje 
usluge, povećava njihovu konkurentsku prednost, klijentima nudi usluge sa dodatnom vrednošću i 
omogućava moderan i interaktivan kanal komunikacije sa njima (Amin et al., 2008). Veoma važnu 
ulogu u odnosima između banaka i njihovih klijenata, posebno u dugoročnim odnosima, ima pov-
erenje imajući u vidu da se ne mogu svi aspekti utvrditi ugovorom (Caménet al., 2011). Prilikom prve 
interakcije korisnika sa mobilnim bankarstvom javlja se inicijalno poverenje (McKnight et al., 2002). 
Stoga, od ključne je važnosti da se uspostavi inicijalno poverenje korisnika, imajući u vidu da poveren-
je može dovesti do satisfakcije, kao i da može dodatno poboljšati nameru korišćenja (Sharma&Shar-
ma, 2019). U vezi sa tim, u osnovi ove studije jeste poverenje korisnika mobilnog bankarstva. 

Analizirani su faktori koji na njega utiču, odnosno dve TAM dimenzije (percipirana korisnost i percipira-
na lakoća upotrebe), koje su predložili Davis i saradnici (1989) u svom Modelu prihvatanja tehnologije 
(TAM - technology acceptance model). Ovaj model predstavlja najkorišćeniji okvir u istraživanjima 
faktora koji utiču na korišćenje i usvajanje najnovije tehnologije. S obzirom da TAM ne uključuje ekon-
omske, demografske i egzogene varijable, što ograničava upotrebu ovog modela u određivanju stavo-
va i namera pojedinaca da usvoje mobilno bankarstvo, istraživanja iz ove oblasti obično modifikuju 
TAM tako što uključuju varijable kao što su inovativnost, percipirani trošak upotrebe, percipirani rizik 
i percipirana sigurnost (Ali Raza et al., 2017). Imajući u vidu navedeno, u ovoj studiji je pored TAM 
dimenzija uključena i sigurnost kao bitan prediktor poverenja korisnika mobilnog bankarstva. Pored 
toga, ispitano je i do kojih bihevioralnih reakcija dovodi poverenje, odnosno kako poverenje utiče na 
satisfakciju, afektivnu privrženost i nameru upotrebe.

Sigurnost

Jedna od osnovnih dimenzija usvajanja mobilnog bankarstva jeste sigurnost (Sreejesh et al., 2016), 
tj. pre nego što korisnici usvoje usluge mobilnog bankarstva, moraju da ih vide kao bezbedne za ko-
rišćenje (Arcand et al., 2017). Damghanian i saradnici (2016) definišu sigurnost kao sposobnost zaštite 
informacija od potencijalnih pretnji, odnosno obezbeđivanje da sistem bude u stanju da spreči na-
pade koji mogu ugroziti podatke i usluge. Singh&Srivastava (2019) ističu da se u mobilnom okruženju 
sigurnost može kategorisati kao bezbednost aplikacija koje omogućavaju mobilno plaćanje, bezbed-
nost mreže i bezbednost uređaja. Banke moraju da se pozabave pitanjima sigurnosti i privatnosti u 
internet bankarstvu, jer su oni glavni faktori koji dovode do toga da veliki broj ljudi još uvek ne želi 
da koristi usluge internet bankarstva i da radije koriste usluge ne-internet bankarstva, kao što su ban-
komati (Susanto et al., 2016). Uprkos mnogim tehničkim napretcima u bezbednosti na Internetu, kao 
što su kriptografija, autentifikacija, digitalni potpisi i sertifikati, klijenti su i dalje zabrinuti za bezbed-
nost monetarnih transakcija kada koriste Internet (Yoon, 2010). Pitanja sigurnosti i privatnosti su veo-
ma važna, imajući u vidu da korisnici šalju svoje lične i finansijske podatke u onlajn transakcijama, što 
za njih predstavlja rizik (Akhter, 2014). Shankar&Jebarajakirthy (2019) navode da ako provajderi onlajn 
bankarskih usluga omogućavaju bezbedne transakcije i čuvaju privatnost ličnih podataka, korisnici će 
biti skloniji da im veruju. 
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Bitno je da banke imaju transparentnu politiku privatnosti, jer ukoliko su korisnici obavešteni o tome 
da se njihovi podaci koriste na pravičan način, biće im lakše da otkrivaju svoje lične podatke i man-
je će biti zabrinuti za privatnost istih (Sreejesh et al., 2016). Nedostatak sigurnosti može da utiče na 
smanjenje poverenja korisnika u usluge mobilnog bankarstva (Chen, 2012). Mnoge studije su došle 
do zaključka o statistički značajnom pozitivnom uticaju sigurnosti na poverenje korisnika mobilnog 
bankarstva (Arcand et al., 2017; Damghanian et al., 2016; Singh&Srivastava, 2019; Susanto et al., 2016). 
Imajući u vidu navedeno, formulisana je sledeća hipoteza:

H1: Sigurnost ima statistički značajan pozitivan uticaj na poverenje korisnika mobilnog bankarstva.

Percipirana korisnost i percipirana lakoća upotrebe

Jedan od najprimenjivanijih instrumenata koji se koriste u istraživanjima iz oblasti mobilnog bankarst-
va jeste model prihvatanja tehnologije (TAM - technology acceptance model), koji su razvili i Davis 
saradnici (1989). Njegove dve ključne dimenzije jesu percipirana korisnost i percipirana lakoća upo-
trebe. Percipirana korisnost se definiše kao subjektivni osećaj potencijalnog korisnika da će korišćenje 
određenog aplikativnog sistema povećati njegove/njene radne performanse (Davis et al., 1989). Ako 
korisnik smatra da će mu neka tehnologija omogućiti da brže i jednostavnije realizuje aktivnosti, onda 
će verovati da će njena upotreba doprineti uštedi napora i vremena, što će motivisati korisnika da je 
koristi (Kalinić et al., 2019). S druge strane, jedan od razloga za sporo usvajanje aplikacije mobilnog 
bankarstva od strane potencijalnih korisnika jeste to što oni često ne vide jasne prednosti ovih usluga 
(Kalinić&Marinković, 2016). Nova tehnologija će biti prihvaćena samo ako potencijalnim korisnicima 
ponudi neku jedinstvenu prednost u odnosu na postojeća rešenja (Chong, 2013). Klijenti će koristiti 
sisteme mobilnog plaćanja ukoliko smatraju da je sistem koristan za njihova finansijska pitanja ili tran-
sakcione potrebe (Kim et al., 2010). Percipirana korisnost značajno utiče na stavove i namere korisnika 
da koriste usluge mobilnog bankarstva (Ali Raza et al., 2017). Susanto i saradnici (2016) su u svom is-
traživanju dokazali postojanje statistički značajnih efekata percipirane korisnosti na poverenje korisni-
ka mobilnog bankarstva. U vezi sa tim, biće testirana sledeća hipoteza:

H2: Percipirana korisnost ima statistički značajan pozitivan uticaj na poverenje korisnika mobilnog bankarstva.

Percipirana lakoća upotrebe se odnosi na stepen u kome korisnik veruje da će određeni sistem ko-
ristiti bez napora (Davis et al., 1989). AlSoufi&Ali (2014) navode da će klijenti koristiti mobilno ban-
karstvo ukoliko veruju da je ono lako za korišćenje. Sreejesh i saradnici (2016) su došli do zaključka da 
jednostavnost korišćenja ima značajne efekte na stavove korisnika mobilnog bankarstva i da su portali 
mobilnog bankarstva generalno jednostavni za upotrebu i pomažu korisnicima da sa malo napora i 
komplikacija dođu do potrebnih informacija. Neki nedostaci mobilnih uređaja, kao što su mala veliči-
na ekrana i otežan unos podataka, mogu da dovedu do nezadovoljstva i neprihvatanja od strane ko-
risnika, naročito neiskusnih, te se zato lakoća upotrebe smatra bitnim faktorom (Kalinić&Marinković, 
2016). Liao&Cheung (2008) su predložili i empirijski testirali lakoću upotrebe kao meru zadovoljstva 
korisnika onlajn bankarstvom. Mobilno bankarstvo mora da bude lako za učenje i lako za korišćenje 
kako bi se sprečio problem nedovoljnog korišćenja (Luarn&Lin, 2005). 
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Dakle, uspeh sistema mobilnog bankarstva zavisi od nivoa lakoće upotrebe sistema. Liébana-Cabanil-
las i saradnici (2013) ukazuju na postojanje značajnog uticaja percipirane lakoće upotrebe na poveren-
je korisnika elektronskog bankarstva. Na osnovu navedenog, pretpostavlja se da:

H3: Percipirana lakoća upotrebe ima statistički značajan pozitivan uticaj na poverenje korisnika mobilnog bankarstva.

Poverenje

Poverenje u onlajn okruženju dobija veliku pažnju mnogih istraživača zbog sve većeg značaja elek-
tronske trgovine i elektronskog bankarstva. Onlajn poverenje se može definisati kao skup pozitivnih 
uverenja ili očekivanja u pogledu kompetentnosti, integriteta i dobronamernosti neke organizacije 
u onlajn okruženju (McKnight et al., 2002). Poverenje je nivo na kome neko veruje da je nova teh-
nologija pouzdana i validna (Ha & Stoel, 2009). Zarmpou i saradnici (2012) pod poverenjem podra-
zumevaju bezbednost u mobilnom plaćanju, poverljivost ličnih podataka, poverenje u rezultate spro-
vođenja mobilne usluge, kao i integritet uslova korišćenja mobilnih usluga. Ukoliko korisnici imaju 
visok stepen poverenja, spremni su čak i da podnesu određene kratkoročne žrtve zbog procene da 
im saradnja sa datom organizacijom može doneti brojne koristi na dugi rok (Marinković&Obradović, 
2015). Važnost poverenja se ogleda u činjenici da je u virtuelnom okruženju stepen nepouzdanosti u 
ekonomskim razmenama mnogo veći od onog u tradicionalnom okruženju (Grabner-Kräuter&Faul-
lant, 2008). Brun i saradnici (2014) ističu da se onlajn poverenje razlikuje od tradicionalnog poverenja 
po tome što se, pored procene poverenja u organizaciju, mora uzeti u obzir i poverenje u sam veb sajt. 
Ukoliko pojedinci percipiraju mobilno bankarstvo kao rizičnije u odnosu na obično bankarstvo, nji-
hovo poverenje u usluge predstavlja neophodan faktor za korišćenje mobilnog bankarstva (Kim et al., 
2009). Na Internetu postoji povećan nedostatak poverenja u pogledu ekonomskih transakcija, te sto-
ga finansijske institucije moraju da posvete pažnju ovom pitanju ako žele da smanje nesigurnost ko-
risnika (Liebana-Cabanillas et al., 2013). Potencijalni korisnici mobilnog bankarstva procenjuju uslugu 
u zavisnosti od poverenja koje osećaju (Lazarević, 2022). Poverenje pojedinaca u aplikaciju mobilnog 
bankarstva povećava njihov osećaj percipirane sigurnosti, što se smatra jednim od glavnih pokretača 
onlajn satisfakcije korisnika (Sahoo&Pillai, 2017). Marinković&Kalinić (2017) navode da je poverenje 
kritičan faktor uspeha u usvajanju mobilnog veb sajta i da razvoj poverenja zavisi kako od karakter-
istika korisnika, tako i od pouzdanosti i karakteristika provajdera mobilnih usluga. U marketinškom 
kontekstu je gotovo nemoguće potpuno odvojiti poverenje od satisfakcije, odnosno poverenje i sat-
isfakcija predstavljaju dve veoma povezane dimenzije (Chung&Shin, 2010). U mobilnim finansijskim 
uslugama, poverenje predstavlja jedan od najvažnijih i najuticajnijih prediktora prihvatanja tehnologi-
je i satisfakcije korisnika (Kalinić et al., 2020). Mnoge studije su dokazale da poverenje ima snažne 
statistički značajne efekte na satisfakciju korisnika (Alain, 2013; Arcand et al., 2017; Lee&Chung, 2009; 
Liebana-Cabanillas et al., 2013). U vezi sa tim, formulisana je sledeća hipoteza:
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H4: Poverenje ima statistički značajan pozitivan uticaj na satisfakciju korisnika mobilnog bankarstva.  

Satisfakcija

Satisfakcija je rezultat poređenja stvarnih performansi i očekivanja u vezi sa organizacijom i odnosi se 
na stepen u kome stvarno ostvarene koristi zadovoljavaju ili premašuju očekivani pravičan nivo koristi 
(Gruen, 1995). Pod satisfakcijom se podrazumeva ispunjenje očekivanja potrošača o performansama 
proizvoda i usluga (Oliver, 1980). Ukoliko performanse proizvoda/usluga prevazilaze očekivanja po-
trošača javlja se visok stepen satisfakcije. U onlajn okruženju je satisfakcija često povezana sa veb sa-
jtom i njegovim karakteristikama (Brun, et al., 2014). Liébana-Cabanillas i saradnici (2016) su utvrdili da 
satisfakcija predstavlja ključan prethodnik lojalnosti korisnika mobilnog bankarstva, kao i veoma bitan 
faktor dalje upotrebe ovih usluga. Pored toga, satisfakcija korisnika mobilnog bankarstva ima bitan 
uticaj i na širenje pozitivne usmene propagande (Sampaio et al., 2017). Zadovoljstvo ili nezadovoljst-
vo klijenata je usko povezano sa njihovim namerama ponašanja, koje na kraju utiču na profitabilnost 
banaka zbog efekata na stope zadržavanja klijenata, prosečan iznos depozita, kao i troškove pružanja 
usluga (Marinković&Obradović, 2015). Dakle, pozitivniji stav prema mobilnom bankarstvu dovodi do 
jače namere za njegovo korišćenje (Aboelmaged&Gebba, 2013). Imajući u vidu  istraživanja koja su 
utvrdila da satisfakcija ima statistički značajan uticaj na afektivnu privrženost (Chung&Shin, 2010: Ka-
linić et al., 2020; Lai, 2004), kao i na nameru upotrebe (Sharma&Sharma, 2019; Susanto et al., 2016; 
Marinković&Obradović, 2015; Lin et al., 2013; Rejman Petrović et al., 2022), formulisane su sledeće 
hipoteze:

H5: Satisfakcija korisnika mobilnog bankarstva ima statistički značajan pozitivan uticaj na afektivnu privrženost.

H6: Satisfakcija korisnika mobilnog bankarstva ima statistički značajan pozitivan uticaj na nameru upotrebe.

Afektivna privrženost

Privrženost predstavlja „psihološku povezanost potrošača za pružaoca onlajn usluga, zajedno sa 
njegovom/njenom spremnošću da održi odnos klijent-firma“ (Liang & Chen, 2009, str. 222). Privrženost 
potrošača vodi ka namerama ponovne kupovine (Keh&Xie, 2009). Jedna od dimenzija privrženosti 
jeste afektivna privrženost, koja se odnosi na psihološku vezu koja nastaje iz povoljnih osećanja pre-
ma organizaciji i razvija se jer se potrošač identifikuje sa organizacijom i voli njen veb sajt (Brun et al., 
2014). Afektivna privrženost je ukorenjena u pozitivnim osećanjima i preferencijama i često vodi do 
dugoročnih partnerstava (Wu et al., 2009). Marinković&Obradović (2015) navode da koncept afek-
tivne privrženosti predstavlja specifičnu mešavinu lojalnosti, uključenosti i povezanosti i ukazuju na 
to kako bi bilo korisno utvrditi da li afektivna privrženost implicira bihevioralne reakcije kod klijenata 
banke. U vezi sa tim, biće testirana sledeća hipoteza:

H7: Afektivna privrženost korisnika mobilnog bankarstva ima statistički značajan pozitivan uticaj na nameru upotrebe.
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Slika 1: Model istraživanja

Tabela 1: Struktura ispitanika u uzorku

 

H1 

H2 

H3 

H4 

H5 

H6 

H7 

Sigurnost 

Percipirana 
korisnost 

Percipirana 
lakoća upotrebe 

Poverenje Satisfakcija 

Afektivna 
privrženost 

Namera upotrebe 

Izvor: Autor

Metodologija istraživanja

Struktura uzorka i upitnik

U istraživanju je korišćen metod ankete za prikupljanje primarnih podataka. Upitnik je distribuiran 
ispitanicima na teritoriji Republike Srbije koji koriste usluge mobilnog bankarstva, a na njega je odgov-
orilo 316 ispitanika. Najveći deo uzorka čine ispitanici ženskog pola kojih je 209, odnosno 66,14%, 
a muškarci čine 33,86% uzorka (107 ispitanika). Ispitanici uzrasta između 18 i 35 godina starosti čine 
78,80% uzorka, odnosno 249 ispitanika, dok preostalih 67 ispitanika (21,20%) ima više od 35 godina. 
Dosta veći udeo mlađih ispitanika se može opravdati time što oni u većoj meri koriste usluge mo-
bilnog bankarstva u odnosu na stariju populaciju. Veliki broj ispitanika (231, odnosno 73,10%) koristi 
mobilno bankarstvo bar godinu dana, a preostalih 26,9%, odnosno 85 ispitanika koriste ove usluge 
manje od godinu dana. Nešto više od polovine uzorka (165 ispitanika, odnosno 52,22%) često koriste 
mobilno bankarstvo, dok preostalih 151 ispitanika, odnosno 47,78% su se izjasnili kao povremeni ko-
risnici. Inovatori (oni koji su među prvima u svom okruženju počeli da koriste mobilno bankarstvo) i 
sledbenici (ispitanici koji su počeli sa korišćenjem mobilnog bankarstva pod uticajem inovatora) imaju 
sličan udeo u uzorku, odnosno 166 ispitanika (52,53%) smatra da su među prvima u svom okruženju 
koju su počeli da koriste usluge mobilnog bankarstva, a preostalih 150 ispitanika (47,47%) je na ovo 
pitanje dalo negativan odgovor Struktura ispitanika je prikazana u Tabeli 1.

	                                                                                                           Broj ispitanika	       Procenat

                            Žene	                                            209	                          66,14%

                      Muškarci	                                            107	                         33,86%

                           18-35	                                            249	                         78,80%

                            >35	                                             67	                          21,20%

Pol

Starost

Na Slici 1 je prikazan istraživački model.
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             Manje od godinu dana	                               85	                         26,90%

               Godinu dana ili duže	                              231	                         73,10%

                       Povremeno	                               151	                         47,78%

                            Često	                                             165	                         52,22%

                         Inovatori	                                             166	                         52,53%

                        Sledbenici	                              150	                         47,47%

Dužina 
korišćenja

Učestalost 
korišćenja

Inovatori/
sledbenici

Izvor: Autor

Uz ovih pet demografskih pitanja, upitnik sadrži i 20 konstatacija skaliranih na sedmostepenoj Likerto-
voj skali, sa kojima su ispitanici iskazali svoj stepen slaganja (1 – apsolutno se ne slažem: 7 – apsolutno 
se slažem). Sigurnost je merena preko 3 konstatacije (Arcand et al., 2017; Sagib&Zapan, 2014), percipi-
rana korisnost (Arcand et al., 2017; Kim&Lee, 2013), percipirana lakoća upotrebe (Sagib&Zapan, 2014; 
Arcand et al., 2017; Sreejesh et al., 2016), poverenje (Singh&Srivastava, 2014; Arcand et al., 2017), sati -
sfakcija (Sagib&Zapan, 2014; Arcand et al., 2017) i afektivna privrženost (Fullerton, 2011) takođe obuh-
vataju po 3 konstatacije, dok 2 konstatacije čine varijablu namera upotrebe (Hanafizadeh et al., 2014).

Analiza podataka

Analiza podataka je sprovedena u statističkim paketima za društvene nauke IBM SPSS 20 i IBM AMOS 
23. Program SPSS je korišćen u cilju sprovođenja analize pouzdanosti kako bi se utvrdila interna konz-
istentnost formiranih varijabli. Uz pomoću programa AMOS je testirana skladnost i validnost istraživač- 
kog modela primenom konfirmativne faktorske analize (CFA – Confirmatory Factor Analysis), a za testi-
ranje efekata nezavisnih na zavisne varijable je sproveden model strukturalnih jednačina.

Rezultati istraživanja

Analiza pouzdanosti i validnosti modela

Rezultati analize pouzdanosti i validnosti modela su prikazani u Tabeli 2. S obzirom da je vrednost 
koeficijenta CA (Cronbach’s alpha) za svaku formiranu varijbalu veća od najniže potrebne vrednosti 
od 0,7 (Nunnally, 1978), može se zaključiti da sve varijable imaju odgovarajuću internu konzistent-
nost konstatacija koje ih čine, odnosno da su sve varijable pouzdane. Vrednost AVE (average vari-
ance extracted) veća od 0,5 (Fornell & Larcker, 1981) ukazuje na konvergentnu validnost, a vrednost 
CR (composite reliability) veća od 0,6 ukazuje na kompozitnu validnost modela (Bagozzi&Yi, 1988). 
Diskriminativna validnost modela je potvrđena činjenicom da su kod svih varijabli vrednosti AVE veće 
u odnosu na MSV (maximum shared squared variance) i ASV (average variance extracted) vrednosti 
(Hair et al., 2010).
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Tabela 2: Analiza pouzdanosti i validnosti modela

Tabela 3: Rezultati konfirmativne faktorske analize

Izvor: Autor

Izvor: Autor

             Parametri	         Dobijena vrednost parametra	         Preporučena vrednost parametra

        x2/df	                                       1,98	                                                           <3

         GFI	                                     0,914	                                                        >0,9

         CFI	                                     0,971	                                                        >0,9

         TLI	                                     0,963	                                                        >0,9

          IFI	                                                   0,971	                                                        >0,9

     RMSEA	                                     0,056	                                                      <0,08

              Varijabla	              CA	                CR	                AVE	                MSV	                  ASV

              Sigurnost	           0,811	             0,820	             0,606	               0,319	                0,221

  Percipirana korisnost	          0,850	             0,858	             0,668	               0,572	                0,303

            Poverenje	            0,914	             0,916	              0,783	               0,736	               0,294

            Satisfakcija	           0,933	             0,933	              0,824	               0,736	               0,300

     Namera upotrebe	           0,917	             0,918	             0,848	               0,572	               0,305

  Afektivna privrženost	          0,945	             0,946	             0,854	               0,134	                0,078

   	                                         0,857	             0,861	              0,675	               0,493	               0,296         Percipirana 
    lakoća upotrebe	

Konfirmativna faktorska analiza ukazuje i na skladnost istraživačkog modela (Tabela 3), imajući u vidu 
da su vrednosti GFI (goodness-of-fit index), CFI (comparative fit index), TLI (Tucker-Lewis index) i IFI 
(incremental fit index) indeksa veće od 0,9 (Byrne, 1998), vrednost RMSEA (root mean square error of 
approximation) indeksa manja od 0,08 (Hair et al., 2010), kao i da je vrednost x2/df racia manja od 3 
(Carmines & McIver, 1981).

Model strukturalnih jednačina

Model strukturalnih jednačina je primenjen kako bi se testirale formulisane hipoteze (Tabela 4). Anali-  
za je pokazala da je 6 od 7 testiranih uticaja statistički značajno. Utvrđeno je da sigurnost (β=0,352, 
p<0,01) i percipirana lakoća upotrebe (β=0,479, p<0,01) imaju statistički značajne pozitivne efekte na 
poverenje, što potvrđuje hipoteze H1 i H3. S druge strane, percipirana korisnost nema statitički značaj-
ne efekte na poverenje (p>0,05), te hipoteza H2 nije dokazana. 
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Tabela 4: Model strukturalnih jednačina

*** Vrednost je signifikantna na nivou p < 0,01
Izvor: Autor

Analizom se dolazi do zaključka da poverenje ima veoma snažne pozitivne efekte na satisfakciju 
(β=0,870, p<0,01), kao i da satisfakcija statistički značajno pozitivno utiče na afektivnu privrženost 
(β=0,327, p<0,01) i nameru upotrebe (β=0,427, p<0,01), čime su dokazane hipoteze H4, H5 i H6. Na 
kraju, potvrđena je i hipoteza H7, imajući u vidu da afektivna privrženost statistički značajno pozitivno 
utiče na nameru upotrebe (β=0,173, p<0,01).

                                       Hipoteze	                                                                   	                                          p

                        H1: Sigurnost    Poverenje	                                              0,352	                                   0,000***

             H2: Percipirana korisnost     Poverenje	                              -0,081	                                   0,394

        H3: Percipirana lakoća upotrebe     Poverenje	                 0,479	                                   0,000***

                     H4: Poverenje     Satisfakcija	                                0,870	                                   0,000***

            H5: Satisfakcija    Afektivna privrženost	                                0,327	                                   0,000***

               H6: Satisfakcija     Namera upotrebe	                                0,427	                                   0,000***

      H7: Afektivna privrženost     Namera upotrebe	                 0,173	                                    0,003***

Diskusija rezultata

Analiza je pokazala da sigurnost ima statistički značajne efekte na poverenje korisnika mobilnog ban-
karstva, što je konzistentno sa mnogim prethodnim istraživanjima (Arcand et al., 2017; Damghanian et 
al., 2016; Singh&Srivastava, 2019; Susanto et al., 2016). Briga o sigurnosti transakcija i ličnih podataka 
ima važan uticaj na stavove korisnika prema mobilnom bankarstvu. Korisnici se često plaše mogućno-
sti prevara, kao i zloupotrebe svojih ličnih i finansijskih podataka. Klijenti očekuju od banaka da ojača-
ju svoje bezbedonosne mehanizme, kako bi se obezbedila sigurnost transakcija i zaštita privatnosti. 
Samo kada korisnici imaju visoko poverenje u bezbednost i privatnost koje im pruža banka, oni će 
dovoljno verovati banci da koriste njene usluge mobilnog bankarstva. 

Pored sigurnosti, utvrđeno je i da percipirana lakoća upotrebe ima jak uticaj na poverenje korisnika, 
na šta su ukazali i Liebana-Cabanillas (2013). Ukoliko korisnici sa malo uloženog truda, vremena i na-
pora izvrše transakcije, odnosno ukoliko im je jednostavno da koriste aplikaciju mobilnog bankarstva, 
ostvariće se viši stepen poverenja. Navedeno posebno može doći do izražaja kod korisnika koji nisu 
vešti u korišćenju tehnologija. Ukoliko je korisnicima teško da koriste aplikaciju mobilnog bankarstva, 
oni će biti nezadovoljniji, smanjiće se poverenje u banku i njenu aplikaciju i mogu prestati sa njenom 
upotrebom, bez obzira na brojne benefite koje aplikacija pruža.

S druge strane, percipirana korisnost nema značajne efekte na poverenje korisnika mobilnog ban-
karstva. Dakle, ukoliko korisnici aplikaciju mobilnog bankarstva percipiraju kao korisnu neće doći do 
većeg poverenja, jer je korisnost aplikacije nešto što podrazumevaju. Međutim, izostanak korisnosti 
aplikacije može da dovede do pada poverenja korisnika.



180

Bankarstvo 2022Ivana Nedeljković

U istraživanju se dolazi do zaključka da poverenje predstavlja izuzetno jak prediktor satisfakcije ko-
risnika mobilnog bankarstva, što je u skladu sa velikim brojem prethodnih studija (Susanto et al., 2016; 
Sharma&Sharma, 2019; San-Martin&Lopez-Catalain, 2013; Marinković&Obradović, 2015; Alain, 2013; 
Arcand et al., 2017; Lee&Chung, 2009; Liebana-Cabanillas et al., 2013). Pozitivna uverenja o banci, kao 
i verovanje u pouzdanost i validnost tehnologije mobilnog bankarstva, dovodi do visokog zadovoljst-
va njenih korisnika.

Kao i u prethodnom istraživanjima (Chung&Shin, 2010: Kalinić et al., 2020; Lai, 2004), dokazani su 
pozitivni efekti satisfakcije na afektivnu privrženost. Zatim, utvrđeno je da satisfakcija ima pozitivne 
efekte i na nameru upotrebe mobilnog bankarstva, na šta su uputile i druge studije (Sharma&Sharma, 
2019; Susanto et al., 2016; Marinković&Obradović, 2015; Lin et al., 2013; Rejman Petrović et al., 2022). 
Dakle, ukoliko performanse mobilne aplikacije ispunjavaju ili prevazilaze očekivanja korisnika i ostvari 
se visok stepen satisfakcije, ostvariće se osećaj povezanosti i identifikacije sa mobilnim bankarstvom 
i oni će biti spremni da ponovo koriste ove usluge. S druge strane, ukoliko korisnici nisu zadovoljni, 
imaće nepovoljna osećanja prema banci i njenoj aplikaciji, pa postoji šansa da će prekinuti korišćenje 
usluga i preći kod konkurenata.

Na kraju, dokazano je i da afektivna privrženost predstavlja prediktor namere upotrebe, što su zaključi-
li i Keh&Xie (2009). Dakle, pozitivna osećanja i psihološka povezanost klijenata sa bankom i njenom 
mobilnom aplikacijom dovode do toga da klijenti rado koriste mobilno bankarstvo i do stvaranja du-
goročnih partnerskih odnosa sa bankom.

Zaključak i implikacije

Trendovi u razvoju informaciono komunikacionih tehnologija su doveli do značajnih promena u ban-
karskom poslovanju. Banke su sve više usmerene na onlajn pružanje usluga i svakodnevno dolazi do 
porasta broja korisnika mobilnog bankarstva. U vezi sa tim, u ovom istraživanju je ispitano povere- 
nje korisnika mobilnog bankarstva, faktori koji na njega utiču, kao i njegove ključne konsekvence. Ut-
vrđeno je da sigurnost i percipirana lakoća upotrebe imaju statistički značajne pozitivne efekte na 
poverenje, zatim da poverenje pozitivno utiče na satisfakciju, a satisfakcija na afektivnu privrženost i 
nameru upotrebe. Na kraju, pokazano je i da afektivna privrženost statistički značajno pozitivno utiče 
na nameru upotrebe. Ovime su potvrđene hipoteze H1 i H3-H7.

Očekuje se da ovo istraživanje doprinese literaturi iz bankarske oblasti, proširujući postojeća znanja o 
poverenju korisnika, kao i o njegovim ključnim determinantama i rezultantama. Na taj način će se bo-
lje razumeti koji su to ključni faktori koji dovode do poverenja korisnika, kao i kako stečeno poverenje 
dalje utiče na bihevioralne reakcije korisnika. Iako se veliki broj inostranih studija bavio proučavanjem 
poverenja korisnika mobilnog bankarstva, u domaćoj literaturi se mali broj autora bavio navedenim, 
pa će stečena znanja predstavljati dobru osnovu za buduća istraživanja ovakve vrste na teritoriji Re-
publike Srbije, kao i drugih zemalja u razvoju. 

Na osnovu rezultata istraživanja su formulisane implikacije koje mogu biti od pomoći bankama pri-
likom razvoja strategija za privlačenje, zadržavanje klijenata, kao i povećanje poverenja, satisfakcije i 
privrženosti klijenata. Za sticanje poverenja u banku i njenu mobilnu aplikaciju, bitno je da se posebna 
pažnja obrati na sigurnost. 
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Važno je da banke koriste pouzdane i sigurne sisteme, kako bi na taj način sprečile prevare i zloupotre-
be poverljivih ličnih i finansijskih podataka. Preporuka bankarskim institucijama jeste da se kod tran-
sakcija velikih vrednosti korisnicima, pored lozinke, zatraži dodatna autentifikacija u vidu otiska prsta 
ili prepoznavanja lica. Pored toga, preporučuje sa da se za korisnike obezbede edukativne brošure i 
uputstva u kojima je objašnjen način na koji banke štite osetljive i poverljive podatke i informacije. 
Poželjno je da se tom prilikom istakne značaj toga da korisnici u svojim mobilnim uređajima ne čuvaju 
osetljive podatke, kao što su lozinke, brojevi bankovnih računa i sl. Imajući u vidu efekte percipirane 
lakoće upotrebe na poverenje korisnika, neophodno je prilikom kreiranja aplikacije, pored sigurnosti, 
voditi računa da ona ne bude previše kompleksna za korišćenje, da ima odgovarajuću stukturu, kao i 
navigaciju koja neće biti komplikovana korisnicima. U vezi sa tim, preporuka je da u brošurama bude 
uključeno i uputstvo sa detaljnim načinom korišćenja aplikacije, imajući u vidu da postoje korisnici 
koji nisu vični sa korišćenjem novih tehnologija. Na taj način se može umanjiti njihov otpor u usvajanju 
mobilnog bankarstva i pored toga što je ono jednostavno za korišćenje.

Za usvajanje mobilnog bankarstva značajno je sprovesti odgovarajuće promotivne kampanje, gde će 
se korisnicima ukazati na sve prednosti koje im se pružaju. Prilikom promovisanja ne treba zabora-
viti na moć društvenih mreža i raznih internet foruma. Preporuka je da se identifikuju lideri mišljen-
ja, poznate ličnosti i influenseri, koji imaju veliki broj pratilaca. Njihovim angažovanjem i pružanjem 
raznih pogodnosti, postaće zadovoljni korisnici koji će rado preporučiti drugima usluge mobilnog 
bankarstva. Za promovisanje na društvenim mrežama se mogu koristiti i sponzorisane objave, koje 
omogućavaju da se brzo dopre do velikog broja ciljnog segmenta korisnika. Na kraju, promovisanje 
mobilnog bankarstva kao sastavnog dela dinamičnog stila života punog obaveza, može dovesti do 
porasta broja korisnika.

Sprovedeno istraživanje ima nekoliko ograničenja. Prvo, nedovoljno adekvatna struktura uzorka, koju 
pretežno čine mlađi pripadnici populacije. Drugo, istraživanje je sprovedeno na teritoriji Republike 
Srbije, pa se rezultati ne mogu generalizovati. Treće ograničenje se odnosi na davanje pristrasnih 
odgovora od strane ispitanika. 

Predlog za buduća istraživanja jeste da se u model uključi još varijabli, kao na primer percipirani rizik, 
troškovi, imidž i ispita njihov uticaj na poverenje. Predlog za dalja istraživanja jeste da se uradi analiza 
po segmentima (po polu, starosti, učestalosti korišćenja mobilnog bankarstva i sl.), kako bi se razvile 
posebne strategije za svaki segment. 
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Summary: the development of mobile banking applications has enabled banks to serve their customers 
much faster and more easily. Bearing in mind that financial institutions in developing countries face 
many problems related to the implementation of mobile banking and that it is not as widespread as 
expected, it is very important to understand the factors that influence the adoption of mobile banking, 
as well as the trust of users in these services. Therefore, this paper aims to determine through empirical 
research the effects of security, perceived usefulness, and perceived ease of use on trust and how the 
trust of mobile banking users affects their satisfaction, affective attachment, and intention to use. It was 
found that security and perceived ease of use have statistically significant positive effects on trust, then 
that trust has a positive effect on satisfaction, and satisfaction on affective commitment and intention 
to use. Finally, it was shown that affective commitment has a statistically significant positive effect on 
the intention to use.
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Introduction

The development of technology has greatly increased the use of mobile applications to perform daily 
activities. Following the modern trends of daily multiple uses of mobile phones, banks increasingly 
focus on online service provision and develop mobile applications to serve users more easily and 
quickly. Mobile banking is a mobile commerce function that serves as a powerful tool for developing 
relationships between customers and financial institutions (Jun & Palacios, 2016). The offer of mobile 
banking is a very important factor when choosing a bank (Chawla & Joshi, 2017). Mobile technology 
has enabled banks to provide more convenient, accessible, interactive, and high-value banking 
services without spatial or temporal constraints (Shankar et al., 2019). Mobile banking provides users 
with many opportunities, such as insight into the account balance and the latest transactions, then the 
transfer of funds between accounts, the execution of purchase and sale orders on stock exchanges, 
and the like (Laukkanen, 2007). An important feature of mobile banking is the mobility offered to users 
(Suoranta & Mattila, 2004).

Liébana-Cabanillas et al. (2013) indicate the importance of research in this area, bearing in mind that 
mobile banking services increase customer satisfaction, their retention, and lead to an increase in 
bank profits, which is why increasing the adoption rate of mobile banking should be a high priority. But 
Raza et al. (2017) point out that there are a large number of studies on the adoption of mobile banking 
in developed countries, while the number of such studies in developing countries is limited. In their 
paper, they state that financial institutions in developing countries face many problems related to the 
implementation of mobile banking and that it is not as widespread as expected. Therefore, it is very 
important to understand the factors that influence the adoption of mobile banking, as well as the trust 
of users in these services.

Bearing in mind the above, the subject of the research is the trust of mobile banking users in the 
Republic of Serbia, then its important determinants (security, perceived usefulness, and perceived 
ease of use) as well as key consequences (satisfaction, affective commitment, and intention to use). 
This study aims to determine the effects of security, perceived usefulness, and perceived ease of use 
on trust and how the trust of mobile banking users affects their satisfaction, affective commitment, and 
intention to use. The results of the research and the implications derived from them can be of help to 
banks when developing strategies to attract, retain and increase the trust, satisfaction, and loyalty of 
clients.

The paper is structured in four parts. The first part of the paper will include a review of the literature 
in which theoretical and empirical findings are given on the dimensions of mobile banking services 
and hypotheses are derived. The second part of the paper will refer to the research methodology, the 
third to the results of the conducted empirical research, and the fourth will present a discussion of the 
obtained results, theoretical and practical implications, limitations, and future research directions.
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Literature Review

Mobile banking is defined as a channel through which the client communicates with the bank through 
a mobile device (Laukkanen & Pasanen, 2008). This form of banking is considered a revolutionary 
advancement that combines mobile technological advances with financial and commercial services 
(Bharti, 2016). Mobile banking is considered very important for banking institutions, because it allows 
them to expand their services, increases their competitive advantage, offers customers services with 
added value, and provides a modern and interactive channel of communication with them (Amin et 
al., 2008). Trust plays a very important role in relations between banks and their clients, especially 
in long-term relations, bearing in mind that not all aspects can be determined by contract (Caménet 
al., 2011). During the user’s first interaction with mobile banking, initial trust occurs (McKnight et al., 
2002). Therefore, it is crucial to establish initial user trust, considering that trust can lead to satisfaction, 
as well as can further enhance usage intention (Sharma & Sharma, 2019). In this regard, the basis of this 
study is the trust of mobile banking users.
Factors influencing trust were analyzed, namely two TAM dimensions (perceived usefulness and per-
ceived ease of use) proposed by Davis et al. (1989) in their Technology Acceptance Model. This model 
is the most widely used framework in research into the factors that influence the use and adoption 
of the latest technology. Given that TAM does not include economic, demographic, and exogenous 
variables, which limits the use of this model in determining individuals’ attitudes and intentions to 
adopt mobile banking, research in this field usually modifies TAM by including variables such as inno-
vativeness, perceived cost of use, perceived risk and perceived security (Ali Raza et al., 2017). Bearing 
in mind the above, in this study, in addition to the TAM dimensions, security is also included as an 
important predictor of the trust of mobile banking users. In addition, it examined which behavioral re-
actions trust leads to, that is, how trust affects satisfaction, affective commitment, and intention to use.

Security

One of the basic dimensions of mobile banking adoption is the security (Sreejesh et al., 2016), i.e., 
before customers adopt mobile banking services, they must perceive them as safe to use (Arcand et 
al., 2017). Damghanian et al. (2016) define security as the ability to protect information from potential 
threats, i.e., ensuring that the system can prevent attacks that can compromise data and services. Singh 
& Srivastava (2019) point out that in the mobile environment, security can be categorized as security 
of applications that enable mobile payments, network security, and device security. Banks need to 
address security and privacy issues in online banking, as they are the main factors that lead to a large 
number of people still not wanting to use online banking services and preferring to use non-internet 
banking services such as ATMs (Susanto et al., 2016). Despite many technical advances in Internet 
security, such as cryptography, authentication, digital signatures, and certificates, customers are still 
concerned about the security of monetary transactions when using the Internet (Yoon, 2010). Security 
and privacy issues are very important, considering that users send their personal and financial informa-
tion in online transactions, which is a risk for them (Akhter, 2014). Shankar & Jebarajakirthy (2019) state 
that if online banking service providers enable secure transactions and protect the privacy of personal 
information, users will be more inclined to trust them. Banks must have a transparent privacy policy 
because if users are informed that their data is used fairly, it will be easier for them to disclose their 
personal data and they will be less concerned about their privacy (Sreejesh et al., 2016). 

Banking 2022Ivana Nedeljković



189

The lack of security can affect decrease users’ trust in mobile banking services (Chen, 2012). Many 
studies have concluded a statistically significant positive impact of security on the trust of mobile 
banking users (Arcand et al., 2017; Damghanian et al., 2016; Singh & Srivastava, 2019; Susanto et al., 
2016). Bearing in mind the above, the following hypothesis was formulated:

H1: Security has a statistically significant positive effect on the trust of mobile banking users.

Perceived Usefulness and Perceived Ease of Use

One of the most widely used instruments used in research in the field of mobile banking is the Technol-
ogy Acceptance Model (TAM), developed by Davis et al. (1989). Its two key dimensions are perceived 
usefulness and perceived ease of use. Perceived usefulness is defined as a potential user’s subjective 
feeling that using a particular application system will increase his/her work performance (Davis et al., 
1989). If the user believes that some technology will enable them to realize activities faster and more 
easily, then they will believe that its use will contribute to saving effort and time, which will motivate 
the user to use it (Kalinic et al., 2019). On the other hand, one of the reasons for the slow adoption of 
mobile banking applications by potential users is that they often do not see any clear advantages of 
these services (Kalinic & Marinkovic, 2016). New technology will only be accepted if it offers potential 
users some unique advantage over existing solutions (Chong, 2013). Customers will use mobile pay-
ment systems if they find the system useful for their financial issues or transactional needs (Kim et al., 
2010). Perceived usefulness significantly affects users’ attitudes and intentions to use mobile banking 
services (Ali Raza et al., 2017). In their research, Susanto et al. (2016) proved the existence of statisti-
cally significant effects of perceived usefulness on the trust of mobile banking users. In this regard, the 
following hypothesis will be tested:

H2: Perceived usefulness has a statistically significant positive effect on the trust of mobile banking users.

Perceived ease of use refers to the degree to which a user believes that a particular system will be used 
without effort (Davis et al., 1989). AlSoufi & Ali (2014) state that customers will use mobile banking if 
they believe it is easy to use. Sreejesh et al. (2016) concluded that ease of use has significant effects 
on the attitudes of mobile banking users and that mobile banking portals are generally easy to use 
and help users get the information they need with little effort and complication. Some disadvantages 
of mobile devices, such as small screen size and difficult data entry, can lead to dissatisfaction and 
non-acceptance by users, especially inexperienced ones, and therefore ease of use is considered an 
important factor (Kalinic & Marinkovic, 2016). Liao & Cheung (2008) proposed and empirically tested 
ease of use as a measure of user satisfaction with online banking. Mobile banking must be easy to learn 
and easy to use to prevent the problem of underutilization (Luarn & Lin, 2005). Therefore, the success 
of the mobile banking system depends on the level of ease of use of the system. Liébana-Cabanillas 
et al. (2013) indicate the existence of a significant influence of perceived ease of use on the trust of 
electronic banking users. Based on the above, it is assumed that:

H3: Perceived ease of use has a statistically significant positive effect on the trust of mobile banking users.
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Trust

Trust in the online environment is receiving a lot of attention from many researchers due to the in-
creasing importance of electronic commerce and electronic banking. Online trust can be defined as 
a set of positive beliefs or expectations regarding the competence, integrity, and benevolence of an 
organization in the online environment (McKnight et al., 2002). Trust is the level at which one believes 
that new technology is reliable and valid (Ha & Stoel, 2009). Zarmpou et al. (2012) define trust as secu-
rity in mobile payment, the confidentiality of personal data, trust in the results of the implementation 
of the mobile service, as well as the integrity of the terms of use of mobile services. If users have a high 
degree of trust, they are even ready to make certain short-term sacrifices due to the assessment that 
cooperation with a given organization can bring them numerous benefits in the long term (Marinkovic 
& Obradovic, 2015). The importance of trust is reflected in the fact that in a virtual environment the 
degree of unreliability in economic exchanges is much higher than in a traditional environment (Grab-
ner-Kräuter & Faullant, 2008). Brun et al. (2014) point out that online trust differs from traditional trust 
in that, in addition to assessing trust in the organization, trust in the website itself must also be con-
sidered. If individuals perceive mobile banking as riskier than regular banking, their trust in services 
is a necessary factor for using mobile banking (Kim et al., 2009). There is an increased lack of trust in 
economic transactions on the Internet, and therefore financial institutions must pay attention to this 
issue if they want to reduce user insecurity (Liebana-Cabanillas et al., 2013). Potential users of mobile 
banking evaluate the service depending on the trust they feel (Lazarević, 2022). Individuals’ trust in a 
mobile banking application increases their sense of perceived security, which is considered one of the 
main drivers of online customer satisfaction (Sahoo & Pillai, 2017). Marinkovic & Kalinic (2017) state 
that trust is a critical success factor in the adoption of a mobile website and that the development of 
trust depends on both user characteristics and the reliability and characteristics of mobile service pro-
viders. In the marketing context, it is almost impossible to completely separate trust from satisfaction, 
that is, trust and satisfaction represent two very related dimensions (Chung & Shin, 2010). In mobile 
financial services, trust represents one of the most important and influential predictors of technology 
acceptance and user satisfaction (Kalinic et al., 2020). Many studies have proven that trust has strong 
statistically significant effects on customer satisfaction (Alain, 2013; Arcand et al., 2017; Lee & Chung, 
2009; Liebana-Cabanillas et al., 2013). In this regard, the following hypothesis was formulated:

H4: Trust has a statistically significant positive impact on mobile banking user satisfaction.

Satisfaction

Satisfaction is the result of a comparison of actual performance and expectations regarding the organi-
zation and refers to the degree to which the actual benefits achieved meet or exceed the expected fair 
level of benefits (Gruen, 1995). Satisfaction means the fulfillment of consumer expectations about the 
performance of products and services (Oliver, 1980). If the performance of products/services exceeds 
consumer expectations, a high degree of satisfaction occurs. In the online environment, satisfaction is 
often related to the website and its features (Brun, et al., 2014). Liébana-Cabanillas et al. (2016) found 
that satisfaction is a key antecedent of mobile banking user loyalty, as well as a very important factor in 
the continued use of these services. In addition, the satisfaction of mobile banking users has a signifi-
cant impact on the spread of positive word of mouth (Sampaio et al., 2017). 
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Customer satisfaction or dissatisfaction is closely related to their behavioral intentions, which ulti-
mately affect bank profitability due to effects on customer retention rates, average deposit amount, 
and service delivery costs (Marinkovic & Obradovic, 2015). Therefore, a more positive attitude to-
wards mobile banking leads to a stronger intention to use it (Aboelmaged & Gebba, 2013). Bearing in 
mind research that found that satisfaction has a statistically significant effect on affective commitment 
(Chung & Shin, 2010: Kalinic et al., 2020; Lai, 2004), as well as on intention to use (Sharma & Sharma, 
2019; Susanto et al., 2016; Marinkovic & Obradovic, 2015; Lin et al., 2013; Rejman Petrović et al., 2022), 
the following hypotheses were formulated:

H5: Mobile banking users’ satisfaction has a statistically significant positive impact on affective commitment.

H6: Mobile banking users’ satisfaction has a statistically significant positive effect on intention to use.

Affective Commitment 

The commitment represents “a consumer’s psychological attachment to an online service provider, 
along with his/her willingness to maintain a client-firm relationship” (Liang & Chen, 2009, p. 222). 
Consumer commitment leads to repeat purchase intentions (Keh & Xie, 2009). One of the dimen-
sions of commitment is affective commitment, which refers to the psychological bond that arises from 
favorable feelings toward the organization and develops because the consumer identifies with the or-
ganization and likes its website (Brun et al., 2014). Affective commitment is rooted in positive feelings 
and preferences and often leads to long-term partnerships (Wu et al., 2009). Marinkovic & Obradovic 
(2015) state that the concept of affective commitment represents a specific mixture of loyalty, involve-
ment, and connection and indicate that it would be useful to determine whether affective commit-
ment implies behavioral reactions among bank clients. In this regard, the following hypothesis will be 
tested:
H7: Affective commitment of mobile banking users has a statistically significant positive influence on 
intention to use.
Figure 1 shows the research model.
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Table 1: Structure of Respondents in the Sample

Research Methodology
Sample Structure and Questionnaire

The survey method was used in the research to collect primary data. The questionnaire was distribut-
ed to respondents in the territory of the Republic of Serbia who use mobile banking services, and 316 
respondents answered it. The majority of the sample consists of 209 female respondents, i.e., 66.14%, 
while males make up 33.86% of the sample (107 respondents). Respondents between the ages of 18 
and 35 make up 78.80% of the sample, i.e., 249 respondents, while the remaining 67 respondents 
(21.20%) are over 35 years old. A much larger share of younger respondents can be justified by the fact 
that they use mobile banking services to a greater extent than the older population. A large number 
of respondents (231, or 73.10%) have been using mobile banking for at least a year, and the remaining 
26.9%, or 85 respondents, have been using these services for less than a year. Slightly more than half 
of the sample (165 respondents, or 52.22%) often use mobile banking, while the remaining 151 respon-
dents, or 47.78%, declared themselves occasional users. Innovators (those who started using mobile 
banking among the first in their environment) and followers (respondents who started using mobile 
banking under the influence of innovators) have a similar share in the sample, i.e. 166 respondents 
(52.53%) believe that they are among the first in their environment to start using mobile banking ser-
vices, and the remaining 150 respondents (47.47%) gave a negative answer to this question. The struc-
ture of the respondents is shown in Table 1. 

	                                                                                                     Number of respondents	    Percentage

                          Female	                                            209	                          66,14%

                         Male	                                            107	                         33,86%

                           18-35	                                            249	                         78,80%

                            >35	                                             67	                          21,20%
                   Less than a year	                              85	                         26,90%

                    A year or more	                              231	                         73,10%

                      Occasionally	                              151	                         47,78%

                            Often	                                            165	                         52,22%

                        Innovators	                             166	                         52,53%

                          Followers	                             150	                         47,47%

Gender

Age

Length 
of use

Frequency 
of use

Innovators/
followers 

Source: Author

In addition to these five demographic questions, the questionnaire also contains 20 statements scaled 
on a seven-point Likert scale, with which respondents expressed their degree of agreement (1 - ab-
solutely disagree: 7 - absolutely agree). Security was measured through 3 statements (Arcand et al., 
2017; Sagib & Zapan, 2014), perceived usefulness (Arcand et al., 2017; Kim & Lee, 2013), perceived 
ease of use (Sagib & Zapan, 2014; Arcand et al. al., 2017; Sreejesh et al., 2016), trust (Singh & Srivastava, 
2014; Arcand et al., 2017), satisfaction (Sagib & Zapan, 2014; Arcand et al., 2017) and affective commit-
ment (Fullerton, 2011) also include 3 statements each, while 2 statements make up the intention to use 
(Hanafizadeh et al., 2014).
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Table 2: Model Reliability and Validity Analysis

Data Analysis

The data analysis was carried out in the statistical packages for social sciences IBM SPSS 20 and IBM 
AMOS 23. The SPSS program was used to conduct a reliability analysis to determine the internal con-
sistency of the formed variables. With the help of the AMOS program, the consistency and validity 
of the research model were tested using confirmatory factor analysis (CFA), and a structural equation 
model was implemented to test the effects of independent on dependent variables.

Research Results

Model Reliability and Validity Analysis

The results of the reliability and validity analysis of the model are shown in Table 2. Given that the value 
of the CA coefficient (Cronbach’s alpha) for each formed variable is greater than the lowest required 
value of 0.7 (Nunnally, 1978), it can be concluded that all variables have a corresponding internal con-
sistency of the statements that make them up, that is, that all variables are reliable. An AVE (average 
variance extracted) value greater than 0.5 (Fornell & Larcker, 1981) indicates convergent validity, and 
a CR (composite reliability) value greater than 0.6 indicates composite model validity (Bagozzi & Yi, 
1988). The discriminative validity of the model is confirmed by the fact that for all variables, AVE values 
are higher than MSV (maximum shared squared variance) and ASV (average variance extracted) values 
(Hair et al., 2010).

Source: Author

              Variable	              CA	                CR	                AVE	                MSV	                  ASV

              Security	           0,811	             0,820	             0,606	               0,319	                0,221

  Perceived ease of use         0,850	             0,858	             0,668	               0,572	                0,303

                 Trust	                          0,914	             0,916	              0,783	               0,736	               0,294

            Satisfaction	           0,933	             0,933	              0,824	               0,736	               0,300

       Intention to use	           0,917	             0,918	             0,848	               0,572	               0,305

   Affective commitment	           0,945	             0,946	             0,854	               0,134	                0,078

   	                                         0,857	             0,861	              0,675	               0,493	               0,296         Percipirana 
    lakoća upotrebe	

Confirmatory factor analysis indicates that there is an acceptable model fit (Table 3), bearing in mind 
that the values of GFI (goodness-of-fit index), CFI (comparative fit index), TLI (Tucker-Lewis index) and 
IFI (incremental fit index) are higher than 0.9 (Byrne, 1998), the RMSEA (root mean square error of ap-
proximation) value of the index is less than 0.08 (Hair et al., 2010), as well as the value of x2/df ratio is 
less than 3 (Carmines & McIver, 1981).
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Table 3: Results of Confirmatory Factor Analysis

Source: Author

            Parameters           The obtained value of the parameter	        Recommended parameter value

        x2/df	                                       1,98	                                                           <3

         GFI	                                     0,914	                                                        >0,9

         CFI	                                     0,971	                                                        >0,9

         TLI	                                     0,963	                                                        >0,9

          IFI	                                                   0,971	                                                        >0,9

     RMSEA	                                     0,056	                                                      <0,08

Structural Equation Model

A structural equation model was applied to test the formulated hypotheses (Table 4). The analysis 
showed that 6 out of 7 tested impacts were statistically significant. Security (β=0.352, p<0.01) and per-
ceived ease of use (β=0.479, p<0.01) were found to have statistically significant positive effects on 
trust, confirming hypotheses H1 and H3. On the other hand, perceived usefulness has no statistically 
significant effects on trust (p>0.05), so hypothesis H2 is not proven. The analysis leads to the conclu-
sion that trust has a very strong positive effect on satisfaction (β=0.870, p<0.01), and that satisfaction 
has a statistically significant positive effect on affective commitment (β=0.327, p<0.01) and intention 
use (β=0.427, p<0.01), thus proving hypotheses H4, H5 and H6. Finally, hypothesis H7 was confirmed, 
bearing in mind that affective commitment has a statistically significant positive effect on the intention 
to use (β=0.173, p<0.01).

Table 4: Structural Equation Model

*** The value is significant at the p < 0.01 level
Source: Author

                                       Hipoteze	                                                                   	                                          p

                           H1: Security    Trust	                                               0,352	                                   0,000***

                 H2: Perceived usefulness    Trust	                               -0,081	                                   0,394

               H3: Perceived ease of use     Trust	                                0,479	                                   0,000***

                         H4: Trust    Satisfaction	                                               0,870	                                   0,000***

           H5: Satisfaction    Affective commitment	                 0,327	                                   0,000***

              H6: Satisfaction    Intention to use	                                0,427	                                   0,000***

    H7: Affective commitment    Intention to use	                 0,173	                                    0,003***

Bankarstvo 2022Ivana Nedeljković
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Discussion of Results

The analysis showed that security has statistically significant effects on the trust of mobile banking 
users, which is consistent with many previous studies (Arcand et al., 2017; Damghanian et al., 2016; 
Singh & Srivastava, 2019; Susanto et al., 2016). Concern about the security of transactions and personal 
data has an important impact on users’ attitudes toward mobile banking. Users are often afraid of the 
possibility of fraud, as well as the misuse of their personal and financial data. Clients expect banks 
to strengthen their security mechanisms to ensure transaction security and privacy protection. Only 
when customers have high confidence in the security and privacy provided by the bank will they trust 
the bank enough to use its mobile banking services.

In addition to security, it was also determined that perceived ease of use has a strong influence on user 
trust, as Liebana-Cabanillas (2013) pointed out. If users make transactions with little effort, time and 
effort, that is, if it is easy for them to use the mobile banking application, a higher degree of trust will 
be achieved. The above can be particularly pronounced with users who are not skilled in the use of 
technologies. If users find it difficult to use the mobile banking application, they will be more dissat-
isfied, their trust in the bank and its application will decrease and they may stop using it, regardless of 
the many benefits that the application provides.

On the other hand, perceived usefulness has no significant effect on the trust of mobile banking users. 
Therefore, if users perceive the mobile banking application as useful, there will be no greater trust, 
because the usefulness of the application is something they take for granted. However, the lack of app 
usefulness can lead to a drop in user trust.

The research concludes that trust is an extremely strong predictor of mobile banking user satisfaction, 
which is in line with a large number of previous studies (Susanto et al., 2016; Sharma & Sharma, 2019; 
San-Martin & Lopez-Catalain, 2013; Marinkovic & Obradovic, 2015; Alain, 2013; Arcand et al., 2017; 
Lee & Chung, 2009; Liebana-Cabanillas et al., 2013). Positive beliefs about the bank, as well as belief 
in the reliability and validity of mobile banking technology, lead to high satisfaction among its users.

As in previous research (Chung & Shin, 2010: Kalinic et al., 2020; Lai, 2004), positive effects of satis-
faction on affective commitment were proven. Then, it was determined that satisfaction has positive 
effects on the intention to use mobile banking, as indicated by other studies (Sharma & Sharma, 2019; 
Susanto et al., 2016; Marinkovic & Obradovic, 2015; Lin et al., 2013; Rejman Petrović et al., 2022). 
Therefore, if the performance of the mobile application meets or exceeds the user’s expectations and 
a high degree of satisfaction is achieved, a sense of connection and identification with mobile banking 
will be achieved and they will be ready to use these services again. On the other hand, if users are not 
satisfied, they will have unfavorable feelings toward the bank and its application, so there is a chance 
that they will stop using the services and switch to competitors.

Finally, it has been proven that affective commitment is a predictor of intention to use, which was also 
concluded by Keh & Xie (2009). Therefore, the positive feelings and psychological connection of cli-
ents with the bank and its mobile application led to the clients being happy to use mobile banking and 
to the creation of long-term partnership relations with the bank.
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Conclusion and Implications

Trends in the development of information and communication technologies have led to significant 
changes in banking operations. Banks are increasingly focused on online service provision and the 
number of mobile banking users is increasing every day. In this regard, this research examined the trust 
of mobile banking users, the factors that influence it, as well as its key consequences. It was found that 
safety and perceived ease of use have statistically significant positive effects on trust, then that trust has 
a positive effect on satisfaction, and satisfaction on affective commitment and intention to use. Finally, 
it was shown that affective commitment has a statistically significant positive effect on the intention to 
use. This confirms hypotheses H1 and H3-H7.

It is expected that this research will contribute to the literature in the banking field, expanding existing 
knowledge about customer trust, as well as its key determinants and outcomes. In this way, it will be 
better to understand which are the key factors that lead to user trust, as well as how the acquired trust 
further affects the behavioral reactions of the user. Although a large number of foreign studies dealt 
with the study of the trust of mobile banking users, in domestic literature a small number of authors 
dealt with the aforementioned, so the acquired knowledge will represent a good basis for future re-
search of this kind in the territory of the Republic of Serbia, as well as in other developing countries.
Based on the results of the research, implications were formulated that can be helpful to banks when 
developing strategies for attracting and retaining clients, as well as increasing the trust, satisfaction, 
and loyalty of clients. To gain trust in the bank and its mobile application, it is important to pay spe-
cial attention to security. Banks must use reliable and secure systems, to prevent fraud and misuse of 
confidential personal and financial data. The recommendation to banking institutions is to request 
additional authentication in the form of a fingerprint or facial recognition in addition to the pass-
word for transactions of large value. In addition, it is recommended that educational brochures and 
instructions be provided for users explaining how banks protect sensitive and confidential data and 
information. On this occasion, it is desirable to highlight the importance of users not storing sensitive 
data, such as passwords, bank account numbers, etc., in their mobile devices. Bearing in mind the 
effects of perceived ease of use on user trust, it is necessary when creating an application, in addition 
to security, to ensure that it is not too complex to use, that it has an appropriate structure, as well as 
navigation that will not be complicated for users. In this regard, it is recommended that brochures 
include instructions on how to use the application in detail, bearing in mind that there are users who 
are not skilled in using new technologies. In this way, their resistance to adopting mobile banking can 
be reduced even though it is easy to use.

For the adoption of mobile banking, it is important to implement appropriate promotional campaigns, 
where users will be shown all the advantages that are provided to them. When promoting, we should 
not forget about the power of social networks and various internet forums. It is recommended to iden-
tify opinion leaders, celebrities, and influencers who have a large number of followers. By engaging 
them and providing various benefits, users will become satisfied and will be happy to recommend 
mobile banking services to others. Sponsored posts can also be used for promotion on social net-
works, which allows them to quickly reach a large number of target user segments. Finally, promoting 
mobile banking as an integral part of a dynamic and busy lifestyle can lead to an increase in the num-
ber of users.
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The research conducted has several limitations. First, the insufficiently adequate structure of the sam-
ple, which is predominantly made up of younger members of the population. Second, the research 
was conducted on the territory of the Republic of Serbia, so the results cannot be generalized. The 
third limitation refers to biased responses by respondents.

A suggestion for future research is to include more variables in the model, such as perceived risk, costs, 
and image, and examine their impact on trust. A suggestion for further research is to do an analysis by 
segment (by gender, age, frequency of mobile banking use, etc.) to develop special strategies for each 
segment.
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