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ABSTRACT 
 

 Purpose: Mobile banking platform has emerged as a rapidly growing technology in the 

field of delivering banking services. Therefore, this paper aims to analyze the influence of 

online convenience on the mobile banking adoption through a sequential mediation of 

perceived utilitarian value and perceived hedonic value.  
 

 Design/Methodology/Approach: Using the purposive sampling technique, the data 

were collected from 384 bank account holders of three domestic systematically important 

banks (D-SIBs) of Pakistan; Habib Bank Limited, National Bank of Pakistan, and United 

Bank Limited through a structured questionnaire.  
 

 Findings: Data is analyzed by using partial least square equation modeling. The 

findings suggest that there is a partial sequential mediation of perceived utilitarian value 

and perceived hedonic value between convenience dimensions (access convenience, 

transaction convenience, and post-possession) on mobile banking adoption among banking 

customers except the dimensions search and evaluation convenience. 
 

 Originality/Value: In the world of rapidly changing digitalization phases, big room of 

gaps can be found to be studied in the near future as given in recommendations. Drawings 

on cognitive-motivational-relational theory and stimuli-organism-response theory, the 

current study extends the literature of adoption behavior by examining the sequential 

mediation of perceived utilitarian value and perceived hedonic value between online 

convenience dimensions and mobile banking adoption in Pakistan.  

 

KEYWORDS 
 

 Perceived utilitarian value, perceived hedonic value, mobile banking adoption, search 

convenience, access convenience, evaluation convenience, transaction convenience, 

possession or post-possession convenience. 

 

1. INTRODUCTION 
 

 Recently, mobile banking has seen a remarkable development internationally due to 

technological advancement and growing internet penetration (Laukkanen, 2016; Shankar, 

Jebarajakirthy, & Ashaduzzaman, 2020). Hence, mobile banking is shifting the way the 

banking sector operates and is increasingly gaining popularity around the world 
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(Baabdullah, Alalwan, Rana, Kizgin, & Patil, 2019; Shanmugam, Wang, Bugshan, & Hajli, 

2015). Chawla and Joshi (2017) contend that mobile banking is the de novo shape of 

technology that enables bank customers to access their bank’s services rather quickly and 

conveniently than ever via their mobile phones. Whereas a recent pandemic (COVID-19) 

has entirely transformed the way individuals perform their mundane tasks. During this 

pandemic time, banks noticed a tremendous shift of banking customers towards online 

banking via mobile apps and websites (Baldwin & Weder di Mauro, 2020; Wójcik & 

Ioannou, 2020). In Pakistan, there are currently twenty-seven banks that are facilitating 

mobile banking services (Siddiqui, 2020). Furthermore, Siddiqui (2020) provides that 

during the pandemic time, there is a 7% increase in the number of online registered 

customers in the first quarter of 2020 that was 3.6 million in the last year's quarter.  
 

 In the extant literature, online convenience plays a major role in customer’s channel 

preference for using bank services (Shankar & Rishi, 2020). In today’s dynamic 

environment, a lack of understanding of how online convenience affects mobile banking 

adoption of the customer is still challenging for financial service providers. Thereby, banks 

are eager to know how they can improve convenience while offering bank services through 

mobile banking portals. However, few attempts have been made to analyze the influence 

of convenience dimensions on mobile banking adoption behavior (Lee, 2015). Thus, this 

study adds value to the existing literature by analyzing how online convenience affects 

customer adoption behavior in the mobile banking context. 
 

 Online convenience is viewed as a multi-dimensional factor in literature (Duarte, e 

Silva, & Ferreira, 2018; Jiang, Yang, & Jun, 2013). According to Jiang et al. (2013), 

customer perceived online convenience as a context-specific aspect that varies from one 

situation to another. Moreover, most of the existing literature regarding multidimensional 

online convenience has been confined to online business (Jiang et al., 2013) and brick-and 

mortar retailing (Reimers & Chao, 2014). Although, the influence of multidimensional 

aspect of online convenience on mobile banking adoption has not yet been explored in 

detail. The need for online convenience has urged scholars to research the dimensions of 

convenience and check their impact upon account holder’s behavioral reactions towards 

the adoption of mobile banking. This shows that a gap exists in the literature convenience 

that this study intends to address. So, it is necessary to investigate the influence of 

multidimensional online convenience on the adoption behavior of the customer in the 

mobile banking environment. 
 

 In this study, mobile banking adoption was analyzed through sequential mediation of 

perceived utilitarian value and perceived hedonic value. According to Chun, Lee, and Kim 

(2012), mobile apps advancements have enhanced convenient functions, thereby extending 

the use from utilitarian value to hedonic value. A previous study indicated that customers 

are using mobile phones not only to obtain service information (utilitarian value) but also 

for enjoyment (hedonic value), thereby enabling mobile commerce services to benefit from 

both utilitarian and hedonic value (Bilgihan & Bujisic, 2015; Ozturk, Bilgihan, Nusair, & 

Okumus, 2016; Yang, 2010). Whereas there have been few attempts that analyze the 

influence of multidimensional aspects of online convenience on mobile banking adoption 

that should be investigated by adding mediating variables to explore the adoption behavior 

of bank customers as suggested by a study (Shankar & Rishi, 2020).  
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 In today’s dynamic environment, banks are eager to know how they can enhance online 

convenience over mobile apps to increase mobile banking adoption The findings of the 

current study help the banking sector practitioners in knowing their customers’ perceptions 

related to mobile banking adoption and achieve the level that their customers want them to 

be provided in the mobile banking system. This customer-oriented change in mobile 

banking service would help financial bodies to attract a large target base and maximize 

their profit margins. Furthermore, analyzing the influence of the online convenience 

dimension on mobile banking adoption through a sequential mediation approach will assist 

banks to overcome the problem of delivering bank services conveniently over mobile 

banking platforms. 
 

 Furthermore, the extant literature does not analyze the relationship of online 

convenience dimensions and mobile banking adoption through a comprehensive sequential 

mediation model that this study intends to address this gap. Thereby, the current study 

contributes to the existing body of knowledge by examining the influence of online 

convenience dimensions on mobile banking adoption behavior. Therefore, the research 

objective of the current study is to examine the sequential mediation of perceived utilitarian 

value and perceived hedonic value between the relationship of online convenience 

dimensions (access, search, evaluation, transaction, possession/post-possession) and 

mobile banking adoption.  

 

2. LITERATURE REVIEW 
 

2.1 Cognitive-Motivational-Relational Theory 

 The current study uses cognitive-motivational-relational theory (CMR), as proposed by 

Lazarus (1991), to theoretically support the relationship between online convenience 

dimensions and mobile banking adoption. CMR theory advocates that cognitive evaluation 

of individuals affects their behavioral reactions thus supports the relationship between the 

convenience dimensions and mobile banking adoption. CMR theory is often used in 

marketing literature to explore the association between various environmental cues and 

customer's behavioral responses (i.e., customer trust, satisfaction, purchase intention, and 

customer adoption behaviour) (Nicholls, Polman, & Levy, 2012; Shankar and 

Jebarajakirthy, 2019; Sivapalan and Jebarajakirthy, 2017). Thus, online convenience 

dimensions are the external cues that an individual cognitively evaluates, resulting in a 

behavioral response of mobile banking adoption. 

 

2.2 Stimulus-Organism-Response Theory 

 Stimulus-organism-response theory (S-O-R) (Mehrabian & Russell, 1974) is used in 

this study to theoretically support the relationship between online convenience and mobile 

banking adoption. The S-O-R paradigm has been widely used in past studies related to 

consumer behavior (Dedeoglu, Biligihan, Ye, Buonincontri, & Okumus, 2018; Kim, Lee, 

& Jung, 2020; Talwar, Dhir, Khalil, Mohan, & Islam, 2020) and provides a conceptual 

framework for analyzing the connectivity between the convenience dimensions and mobile 

banking adoption. S-O-R theory posits that stimuli (external cues) influence organism (an 

individual’s intrinsic state) that subsequently affects response (an individual’s behavioral 

response). In this current study, dimensions of online convenience (access, search, 

evaluation, transaction, and post-possession) analyze as a stimulus, perceived utilitarian 
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value and hedonic value as an organism, and mobile banking adoption as an individual’s 

response. 

 

2.3 Online Convenience 

 Copeland (1923) first used the term convenience to represent the amount of energy and 

time required by a customer to purchase a product conceived as overall energy and time 

expended by the customers to access bank services using mobile banking portals (Lee, 

2015). Shankar and Rishi (2020) state that bank customers want to experience least amount 

of energy and time while accessing bank services. Therefore, in the following sub-sections, 

we discuss each key dimension of online convenience in the context of mobile banking, as 

proposed by Shankar and Rishi (2020).  

 

2.3.1 Access Convenience 

 According to Chang and Polonsky (2012) and Mpinganjira (2015), Access 

Convenience (AC) is described as the effort and time needed by the customer to begin the 

service delivery. Although, location and time flexibility, website usability, service 

accessibility across the online portal, and app functionality are the main aspects of online 

access convenience (Duarte et al., 2018; Roy, Shekhar, Lessar & Chen, 2018). As 

customers experience the retailer’s services so customers should have proper and easy 

access to the service provider’s location. In the case of the online platform, convenient 

accessibility to a service provider’s website depicts the importance of the access dimension 

(Duarte et al., 2018). Whereas banking customers must visit bank branch for every now 

and then due to the inaccessibility factor of mobile banking services (Shankar & Datta, 

2018). For this, banks should keep their customers informed through online delivery 

services, online advertisements channels, and social media sites (Shankar, Datta, 

Jebarajakirthy, & Mukherjee, 2020).  

 

2.3.2 Search Convenience 

 Search convenience (SC) is described as the least consumption of energy and time by 

the customers while searching and selecting the product they would like to buy (Duarte et 

al., 2018). Online customers are better able to search and compare the price of online 

products without going to many locations (Jiang et al., 2013). Therefore, a past study by 

Wang, Lin, Tai, and Fan (2016) provides that customer’s perceived SC affects their attitude 

to search, which in turn influences customer’s behavioral intention. For this convenience, 

a mobile banking platform helps customers in decision-making by delivering various 

information regarding banking services (Kang, 2018), therefore they search for information 

online before availing of any banking service (Shankar, Jebarajakirthy, et al., 2020). So 

that, past studies claim that SC positively influences customer satisfaction and their 

behavioral attitude (Beauchamp & Ponder, 2010; Roy et al., 2018; Seiders, Berry, & 

Gresham, 2000). 

 

2.3.3 Evaluation Convenience 

 Jiang et al. (2013) refer to this dimension as the convenience of customers in 

comprehending details regarding products available on the service provider’s website using 

various interactive features. The same evaluation is conducted on banking customers to 

evaluate their compatibility with the online services (Duarte et al., 2018; Shankar, 
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Jebarajakirthy, et al., 2020). Main factors of Evaluation Convenience (EC) include a 

comparison of prices, product standardization and details, and comparative analysis of 

similar product quality (Duarte et al., 2018; Jiang et al., 2013). 
 

 Bank customers obtain details related to a specific product via feedback system and 

then evaluate its time, cost, and effort by comparing it with a similar banking product to 

judge a product’s performance and make decisions (Shankar, Datta, et al., 2020; Shankar, 

Jebarajakirthy, et al., 2020). Despite the employees’ availability, banking customers prefer 

to rely on customer care support, available on websites to evaluate products (Shankar & 

Kumari, 2016). Therefore, Shankar, Jebarajakirthy, et al. (2020) have concluded that 

customers prefer to adopt mobile banking channels when banks deliver various options of 

bank services and financial plans via mobile banking platforms. 
 

2.3.4 Transaction Convenience 

 Mpinganjira (2015) describes Transaction Convenience (TC) as the least utilization of 

time and effort to perform a transaction. The key facets of TC include easy check-out 

procedure, least payment failures, confirmation messages, consistent prices, and multiple 

payment choices (Kaur, 2013; Reimers & Chao, 2014; Shankar & Rishi, 2020). 

Meanwhile, mobile banking allows bank customers to easily execute many transactions at 

a time and schedule upcoming future transactions (Shankar, Jebarajakirthy, et al., 2020). 

Further, De Keviler, Demoulin, and Zidda (2016) have elucidated the same thing, however, 

claim online security risk in mobile banking portal. Therefore, banks should work on a 

secure mobile banking system to safe customer’s personal and financial details that 

ultimately influence their mobile banking adoption behavior (Javadi, Dolatabadi, 

Nourbakhsh, Poursaeedi, & Asadollahi, 2012; Shankar & Datta, 2018).  
 

2.3.5 Possession/Post-Possession Convenience 

 Jiang et al. (2013) define Possession Convenience (PPC) as how easily and quickly a 

customer acquires desired product. While PPC relates to the customer’s perceived time and 

effort to re-contact the service provider after the completion of the sale (Berry, Seiders, & 

Grewal, 2002; Gwinner, Gremler, & Bitner, 1998; Seiders, Voss, Godfrey, & Grewal, 

2007). A previous study by Duarte et al. (2018) provides that after-sales support has a 

significant influence on the behavioral intention of the customer. Therefore, it is one of the 

major concerns for online customers. In the absence of mobile banking, customers have to 

visit the branch to communicate their problems while through mobile banking platforms, 

where a 24/7 customer care center via live chat and emails facilitates the users (Shankar, 

Datta et al., 2020). Additionally, customers can observe the action against their complaints, 

which is somehow difficult in the case of branch banking (Shankar & Kumari, 2016). 
 

2.4 Mobile Banking Adoption 

 Mobile banking is a customer-oriented technology, where customers can access bank 

services from everywhere at any time through their mobile phones (Tam & Oliveira, 2017). 

Shankar and Datta (2018) state that if customers plan for Mobile Banking Adoption (MBA) 

and consider it compatible to fulfill the banking requirements then they will likely prefer 

to continue its usage. Mobile banking applications have been popular for customers and 

banks. Banks can conveniently target a massive audience through mobile banking channels 

(Shankar & Kumar, 2016). Further, mobile banking has recently received much attention 

worldwide and becomes a key driver for achieving a competitive edge by cost-effectively 
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meeting customer’s banking needs (Tam & Oliveira, 2016). Most of the previous studies 

investigate different factors (such as perceived ease of use, perceived usefulness, perceived 

benefits, perceived behavioral control); online convenience factor plays a key role in 

mobile banking adoption (Alalwan, Dwivedi, Rana, & Williams, 2016; Jeong & Yoon, 

2013; Shareef, Baabdullah, Dutta, Kumar, & Dwivedi, 2018). Highlighted by literature, 

few efforts have been made to investigate how convenience influences MBA (Lee, 2015), 

hence this study aims to investigate that gap. 
 

2.5 Perceived Utilitarian Value 

 The perceived utilitarian value (PUV) is defined as “the overall assessment of 

functional benefits and sacrifices” (Overby and Lee, 2006, p. 1161). Functional and 

utilitarian performance plays a key role in customer’s selection of products or services 

(Dhir, Kaur, & Rajala, 2020; Sahu, Padhy, & Dhir, 2020). It is PUV that urges customers 

to opt for mobile banking instead of branch banking (Shankar, Datta, et al., 2020). Quick 

transaction and convenience echelon at mobile banking platforms along with various other 

offers. All these features drive perceived utilitarian value for banking customers (Chaouali, 

Lunardo, Yahia, Cyr, & Triki, 2019). Mobile banking system able customers to enjoy and 

access banking services despite the fact how far they are from the bank branch, which 

ultimately brings value to them (Koenig-Lewis, Palmer, & Moll, 2010).  
 

2.6 Perceived Hedonic Value 

 Perceived Hedonic value (PHV) refers to “an overall assessment of experiential 

benefits and sacrifices” (Overby and Lee, 2006, p. 1161). It is an intrinsic value that 

behaviorally retains customers on online platforms (Weniger & Loebbecke, 2011). Online 

service delivery platforms provide numerous hedonic values to customers (Kaur, Dhir, 

Rajala, & Dwivedi, 2018; Park, Kim, Funches, & Foxx, 2012; Tandon, Dhir, Kaur, 

Kushwah, & Salo, 2020). For instance, convenient browsing, better evaluation, and quick 

task completion, etc. just by a single click that fetches hedonic value to customers (Kaur, 

Dhir, Chen, Malibari, & Almotairi, 2020; Mazaheri, Richard, & Laroche, 2010 Sánchez-

Fernández & Iniesta-Bonillo, 2007; Zhou, 2012).  
 

2.7 Perceived Utilitarian Value and Perceived Hedonic Value: Sequential Mediation 

 Banks are increasingly offering financial services through a variety of online delivery 

platforms to improve the experience of the customer (Amin, 2016). Mazaheri et al. (2010) 

contend that using mobile banking portals, customers can conveniently access banking 

services with just single clicking that enhances customer’s perceived utilitarian and 

hedonic values. Previous studies have investigated that convenience dimensions influences 

customer’s perceived values towards adoption behavior. For example, a recent study by 

Jebarajakirthy and Shankar (2021) has found that PUV and PHV significantly and 

positively mediate the relationship between access convenience and mobile banking 

adoption intention. Therefore, access convenience is an important aspect of online 

convenience dimensions because it influences customers' channel selection preferences 

(Duarte et al., 2018). Customers tend towards mobile banking adoption because they 

perceive mobile banking as timesaving and effort-saving (Shankar & Rishi, 2020). Hence, 

mobile banking creates utilitarian and hedonic values for the customers, which lead them 

towards mobile banking adoption (Chaouali et al., 2019; Ha & Jang, 2010). Accordingly, 

based on the cognitive-motivational-relational theory (CMR) (Lazarus, 1991), and 
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stimulus-organism-response theory (S-OR) (Mehrabian & Russell, 1974), which posits that 

stimulus/external cues (online convenience dimensions) affect an individual’s intrinsic 

state/organism (PUV and PHV), which subsequently affect behavioral response (mobile 

banking adoption) of the customers, we formulate the following hypothesis: 
 

H1: Perceived utilitarian value and perceived hedonic value sequentially mediate the 

relationship access convenience and mobile banking adoption. 
 

 A past study by Chang, Chen, Hsu, & Kuo (2010) has found that online convenience 

positively influences perceived values of services. Accordingly, customers can 

conveniently search and access a large amount of product or service information over 

mobile banking portals, which allow them to experience functional (utilitarian) and 

hedonic benefits over the portal (Lim and Dubinsky, 2004). Therefore, based on the 

previous literature, it can be inferred that bank employees help customers with various 

products or services in the branch banking; however, mobile banking lacks this feature. 

Therefore, it is even much more necessary for the banking sector to deliver improved 

search convenience over mobile banking portals to pace mobile banking adoption. Based 

on the same, we hypothesize the following: 
 

H2: Perceived utilitarian value and perceived hedonic value sequentially mediate the 

relationship search convenience and mobile banking adoption. 
 

 Over mobile banking portals, banks customers perceive fun and enjoyment while 

accessing, exploring, and evaluation available online information (Park et al., 2012; 

Shankar & Rishi, 2020). Mobile banking platforms offer various functional benefits 

(utilitarian value) to bank customers, in which they can conveniently evaluate and compare 

the information of different banking services, which is an enjoyable (hedonic) activity for 

them (Shankar, Datta, et al., 2020). Furthermore, customers tend towards mobile banking 

adoption because they receive various functional (utilitarian) as well as hedonic benefits 

while obtaining bank services though mobile banking apps (Chaouali et al., 2019). Hence, 

based on the above, we hypothesize the following: 
 

H3: Perceived utilitarian value and perceived hedonic value sequentially mediate the 

relationship evaluation convenience and mobile banking adoption. 
 

 Individuals who prefer convenience are most likely to transact over the Internet even 

at more cost to save their resources on purchasing (Colwell, Aung, Kanetkar, & Holden, 

2008; Shankar, Datta et al., 2020; Swaminathan, Lepkowska-White, and Rao, 1999). 

Performance of monetary transactions in a couple of clicks meant transaction convenience 

for the customers, therefore TC in online banking is deemed as one of the key factors to 

prompts mobile banking adoption behavior in contrast to offline banking (Wolfinbarger & 

Gilly, 2001). Mobile banking platform allows customers to conveniently perform 

transaction with enjoyment, which creates perceived utilitarian value for them (Chaouali 

at el., 2019). Based on the existing literature, we infer that online convenience dimensions 

(TC) may affect an individual’s intrinsic state/organism (PUV and PHV), which 

subsequently affect behavioral response (mobile banking adoption) of the customers. 

Accordingly, we hypothesize the following: 
 

H4: Perceived utilitarian value and perceived hedonic value sequentially mediate the 

relationship transaction convenience and mobile banking adoption. 
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 Recently, the importance of PPC has been emphasized due to the difficulties faced by 

a customer in the return of a product (Berry et al., 2002). Customers must visit the branch 

for resolving the problem they face; however mobile banking portals enables customers to 

make online complaints and check complaint status online through mobile banking portals 

(Shankar & Kumar, 2016). Hence, customer will be more likely to adopt mobile banking 

services. Further, after-sale service is considered as the main concern for the online 

customers over online deliver channels (Berry et al., 2002). Recently, the study of 

Jebarajakirthy and Shankar (2021) has found that PUV and PHV significantly and 

positively mediate the relationship between post-possession convenience dimensions and 

mobile banking adoption intention. Most of the previous research show that the services 

that provide convenience will simultaneously enhances customer’s perceived value (PUV 

and PHV) (Thuy, 2011). Based on the above, hypothesize the following: 
 

H5: Perceived utilitarian value and perceived hedonic value sequentially mediate the 

relationship between post-possession convenience, and mobile banking adoption. 
 

 

Figure 1: Conceptual Model 

 

3. METHODOLOGY 
 

3.1 Participants 

 As this study is analyzing the online convenience and mobile banking adoption 

behavior in the banking sector, so customers who own their bank accounts are the right 

targeted population. Customers of three Pakistani highly recognized banks have been 

chosen to collect the data. These bank names are Habib Bank Limited (HBL), National 

Bank of Pakistan (NBP), and United Bank Limited (UBL) located in Lahore, the eastern 

region of Punjab. State Bank of Pakistan calls these banks as domestic systematically 

important banks (D-SIBs) of Pakistan. Following the Purposive sampling technique, a non-

probability sampling technique in which data is collected from the relevant respondents 

(Bryman, 2004), 384 bank account holders of these banks are selected to count their 

perceptions. A fully structured instrument based upon 28 items has been adopted from the 

literature and 384 questionnaires were distributed among the bank customers of chosen 

banks. The response rate is close to 100%, the same high response rate as appeared in the 

study (Caplan & Jones. 1975). 
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3.2 Measures 

 The item of the instruments consists of 28 items as shown in Table 1. Access 

convenience was measure with 3 items adopted from Jiang et al., (2013). Search 

convenience was measure using 3 items adopted from Jiang et al., (2013) and Beauchamp 

and Ponder (2010). The 3 items used to measure evaluation convenience and 3 items used 

to measure transaction convenience was adopted from Jiang et al. (2013). Possession/post 

possession was measured using 5 items adopted from both Duarte et al. (2018) and Seiders 

et al. (2007). The constructs: PUV and PHV are measured by using 4 items adopted from 

Voss, Spangenberg, & Grohman (2003). 3 items of mobile banking adoption are adopted 

from Bhattacherjee (2001). All items are estimated on a Five-point Likert scale. All items 

are reliable to measure the constructs as all the Cronbach’s alpha (α) values are greater than 

0.6 which is considered acceptable (Van Griethuijsen, Van Eijck, Haste, Den Brok, 

Skinner, Mansour, Genser, & BouJaoude, 2015). 

 

4. FINDINGS 
 

4.1 Assessment of the Measurement Model 

 To test the convergent and discriminant validity Smart PLS-SEM has been employed. 

The convergent validity of the instrument has been analyzed through Average Variance 

Extracted (AVE) and Composite Reliability (CR) ratios. Further, Hetrotrait-Monotrai 

(HTMT) is determined to examine the discriminant validity of the instrument. Below given 

Tables 1 and 2 are indicating the convergent and discriminant validity figures of the 

instrument. AVE and CR values are greater than 0.5 and 0.7 for all the variables that are 

acceptable ranges (Hair, Hult, Ringle, & Sarstedt, 2016). 

 

Table 1 

Measurement Model Summary 

Construct Items 
Outer 

Loadings 

Cronbach 

Alpha 
AVE CR 

AC   0.807 0.723 0.886 

 AC1 0.888    

  AC2 0.871    

 AC3 0.788    

SC   0.707 0.630 0.836 

 SC1 0.824    

 SC2 0.774    

 SC3 0.783    

EC   0.704 0.629 0.836 

 EC1 0.825    

 EC2 0.817    

 EC3 0.735    

TC   0.730 0.651 0.846 

 TC1 0.874    

 TC2 0.867    

 TC3 0.661    
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Construct Items 
Outer 

Loadings 

Cronbach 

Alpha 
AVE CR 

PPC   0.803 0.558 0.863 

 PPC1 0.731    

 PPC2 0.723    

 PPC3 0.786    

 PPC4 0.781    

 PPC5 0.712    

PUV   0.857 0.701 0.903 

 PUV1 0.837    

 PUV2 0.878    

 PUV3 0.811    

 PUV4 0.821    

PHV   0.820 0.647 0.880 

 PHV1 0.739    

 PHV2 0.826    

 PHV3 0.821    

 PHV4 0.827    

MBA   0.819 0.734 0.892 

 MBA1 0.859    

 MBA2 0.861    

 MBA3 0.850    

 

 Discriminant validity indicates that the variables of the model are indifferent and do 

not reflect each other. It is examined by analyzing low association among the variables of 

the model. PLS-Algorithm was used to compute the HTMT value. In Table 2, the HTMT 

values of the discriminant validity are shown as less than 0.90, suggested by the results of 

(Henseler, Ringle, and Sarstedt, 2015). All the discriminant validity values are less than 

0.9 except for one path (EC->SC). 

 

Table 2 

Discriminant Validity 

 HTMT 

SC-> TC 0.816 

PPC-> 0.837 

PPC->SC 0.880 

PUV->TC 0.797 

PUV->SC 0.687 

PUV->PPC 0.748 

PHV->TC  0.685 

PHV->SC  0.676 

PHV->PPC 0.778 

PHV->PUV 0.690 

MBA->TC  0.773 
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 HTMT 

MBA->SC  0.734 

MBA->PPC 0.750 

MBA->PUV 0.683 

MBA->PHV 0.695 

EC->TC  0.754 

EC->SC  0.936 

EC->PPC 0.798 

EC->PUV 0.618 

EC->PHV 0.624 

EC->MBA 0.655 

AC->TC  0.637 

AC->SC  0.719 

AC->PPC  0.599 

AC->PUV  0.618 

AC->PHV 0.500 

AC->MBA  0.601 

AC->EC  0.599 

Note HTMT = Hetrotrait Monotrait 

 

4.2 Structural Model Assessment 

 After the reliability and validity test, the next step is to check the structural model. For 

this purpose, bootstrapping, a non-parametric method has been used to analyze direct 

effects, indirect effects, coefficients of paths, R2, and f 2. Meanwhile, it also computes 

Standardized Root Mean Square (SRMR), which ranges from 0 to 1. According to the 

paper of Hooper, Coughlan, and Mullen (2008), values lesser than 0.08 indicates a perfect 

fit and the value of SRMR of this model is 0.059, which indicates a perfect fit. 

Bootstrapping structural model results are shown in Figure 2 in Appendix. 
 

 The Figure 2 in appendix shows that PUV and PHV sequentially mediate between the 

relationship of convenience dimensions (AC, TC, and PPC) and mobile banking adoption 

except for the dimensions SC and EC. It also indicates that online convenience dimensions 

(i.e., AC, TC, and PPC) show a direct impact on mobile banking adoption except for the 

dimension SC and EC. Furthermore, Figure 2 indicates that AC (β=0.178, ρ=0.003), TC 

(β=0.324, ρ=0.000), and PPC (β=0.295, ρ=0.000) has a positive influence on PUV. 

Furthermore, the findings reveal that SC (β=0.044, ρ=0.497) and EC (β=0.019, ρ=0.762) 

have no impact on PUV. Whereas results indicate that PUV (β=0.593, ρ=0.000) 

significantly and positively influences PHV. PHV (β=0.222, ρ=0.000) significantly and 

positively influences mobile banking adoption. 
 

 Furthermore, to examine the specific indirect effects of online convenience dimensions 

on mobile banking adoption, the bootstrapping process is used to test the hypothesis of the 

study. The specific indirect effect results are given below in table 3: 
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Table 3 

Specific Indirect Effects of Sequential Mediation Model 

Hypothesis 

Model Details 

Indirect Effects 

β 
P-values Mediation 

H1a: Sequential Mediators: 

  PUV and PHV AC–>MBA 
0.023 0.028 Partial 

H1b: Sequential Mediators:  

  PUV and PHV SC–>MBA 
0.006 0.515 No 

H1c: Sequential Mediators:  

  PUV and PHV EC–>MBA 
0.003 0.770 No 

H1d: Sequential Mediators:  

  PUV and PHV TC–>MBA 
0.043 0.002 Partial 

H1e: Sequential Mediators:  

  PUV and PHV PPC–>MBA 
0.039 0.004 Partial 

 

 The results in Table 3 show that H1b and H1c are rejected. This means that PUV and 

PHV do not sequentially mediate the relationship between the convenience dimension (i.e., 

search and evaluation convenience) and mobile banking adoption. While PUV and PHV 

sequentially mediate the link between convenience dimensions (access, transaction, and 

post-possession convenience) and mobile banking adoption. This means that providing 

convenient services in terms of accessibility, transaction, and post-possession will affect 

the PUV and PHV of customers, which in turn influence their behavior towards mobile 

banking adoption. Thus, H1a, H1d, and H1e are confirmed. 
 

 Furthermore, the results of bootstrapping show the results of R2 and Q2. The value of 

R2 indicates the total variation in the dependent variable due to the independent variable. 

The R2 value given below table 4 indicates the impact of exogenous on endogenous such 

as perceived utilitarian value (0.352), perceived hedonic value (0.517), and mobile banking 

adoption (0.515). The value Q2 shows the predictive accuracy and relevance of the model. 

For this, the effect size must be greater than 1. The results of Q2 indicate that the value of 

effect size is less than 1. 

 

Table 4 

Result of R2 and Q2 

Endogenous Variable 

Predictive 

Accuracy 

Predictive 

Relevance Effect Size 

R2 Q2 

MBA 0.515 0.361 Large 

PHV 0.352 0.218 Medium 

PUV 0.517 0.351 Large 

Note: Effect size (Small Size: 0.0< Q2<0.15; Medium Size: 0.15< Q2 effect size<0.35; 

Large Size: Q2 effect size>0.35) 
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5. DISCUSSION 
 

 Many past studies have considered online convenience as unidimensional (Duarte et 

al., 2018; Yuen, Wang, Ma, & Wang, 2019), whereas few efforts have been made to 

examine the multidimensional aspect of online convenience on mobile banking adoption 

through a sequential mediation model to get a deeper understanding of the mobile banking 

context, especially in developing countries. Therefore, the current study sought to 

investigate the sequential mediation of PUV and PHV between the relationship of 

convenience dimensions (AC, SC, EC, TC, PPC) and mobile banking adoption. 
 

 Haridasan and Fernando (2018) contend that online convenience is the key driving 

factor in mobile banking adoption amongst all factors. The online convenience dimensions 

(AC, TC, & PPC) influence the online channel choice decisions of the customers. The 

study results are consistent with the CMR theory (Lazarus, 1991), which posits that 

cognitive evaluation (online convenience dimensions) affects an individual’s behavioral 

reaction (mobile banking adoption). The results indicate that when a customer finds it 

convenient to access and search product or service information over a mobile banking 

platform, then they will tend towards mobile banking adoption for availing bank services.  
 

 Further, the results show that convenience dimensions (SC and EC) have no significant 

influence on mobile banking adoption. These results are consistent with the previous study 

(Reimers & Chao, 2014). The results suggest that all banks offer relatively similar services 

and customers prefer to visit bank branches for obtaining and evaluating further 

information, which causes search and evaluation convenience to have less influence on 

customers' channel preference for banking services. 
 

 The sequential mediation findings of the study indicate that when bank customers find 

it convenient to access bank services anytime and anywhere, they tend to perceive the 

utilitarian value of the online platform which ultimately provides hedonic value to them 

while using the online platform. Moreover, the findings indicate that increasing online 

convenience dimensions will tend to influence perceived utilitarian value which induces 

customers to perceive hedonic value while using the mobile banking applications. That 

value ultimately enhances customer’s mobile banking adoption behavior; consistent with 

the S-O-R theory (Mehrabian & Russell, 1974). Furthermore, these results justify the 

findings of the recent study (Jebarajakirthy & Shankar, 2021). 
 

 Overall, the study results reveal that PUV and PHV sequentially mediate the 

relationship of convenience dimensions (AC, TC, PPC) and mobile banking adoption 

except for the dimensions SC and EC. The study findings provide a deeper understanding 

of which dimensions significantly influences the adoption rate of mobile banking among 

bank customers. 

 

6. CONCLUSION AND IMPLICATIONS 
 

6.1 Conclusion 

 Mobile banking is an advanced online platform in which customers can access bank 

services conveniently from everywhere at any time using their mobile phones. During the 

pandemic situation, the people of Pakistan tend towards mobile banking adoption. So, the 

current study sought to investigate the sequential mediation of PUV and PHV between the 

relationship of online convenience dimensions (AC, SC, EC, TC, PPC) and mobile banking 
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adoption based on CMR and S-O-R theory. The study findings reveal that PUV and PHV 

sequentially mediate the relationship between convenience dimensions (AC, TC, PPC) and 

mobile banking adoption except in the dimensions SC and EC. The sequential mediation 

findings suggest that banks should concentrate on delivering interactive mobile application 

features and also enhance the mobile banking app’s functionality to improve the PUV and 

PHV for bank customers. 

 

6.2 Theoretical Implication 

 This research study makes theoretical contributions to the existing body of knowledge. 

It enriches financial services marketing and customer adoption behavior literature, 

particularly mobile banking adoption. However, many past studies focused on the influence 

of online convenience on service adoption intention or purchase intention (Jiang et al., 

2013; Duarte et al., 2018; Pham, Tran, Misra, Maskeliunas, and damasevicius, 2018). 

Whereas the influence of online convenience on financial service adoption is still in its 

infancy stage to study, and few attempts have been made to analyze how online 

convenience dimensions influence mobile banking adoption behavior. This study makes 

contribution through addressing this gap how online convenience dimensions influence 

mobile banking adoption behavior. 
 

 Moreover, this research study analyzes multidimensional aspect of online convenience 

on mobile banking adoption. However, online convenience is considered as a 

unidimensional variable in literature (Duarte et al., 2018). This study adds to the literature 

by considering multidimensional aspect of online convenience and analyzing it’s both 

direct and indirect influence mobile banking adoption. Further, this study shed new light 

in the mobile banking context by analyzing the sequential mediation of PUV and PHV 

between the relationship of online convenience dimensions and mobile banking adoption 

in Pakistan that provides a deeper understanding of the studied variables. 

 

6.3 Practical Implication 

 During the pandemic situation, banks have noticed the increasing demand for mobile 

banking adoption because of the prevailing fear of getting infected through the physical 

exchange of goods. Thus, the majority of banking customers have shifted towards mobile 

banking adoption. The study results will help the banking sector to identify which 

dimension significantly contributes to the increasing adoption rate of mobile banking. It 

will also help financial institutions in maximizing their profit margins and right target the 

maximum audience. In a developing country like Pakistan, people are in the technology 

adoption stage and tend to prefer convenient technology usage. So, these results help the 

banking sector to concentrate on the ways that influence the customers’ m-banking 

adoption rate in Pakistan. 

 

7. LIMITATIONS AND FUTURE DIRECTIONS 
 

 This study significantly contributes practically and theoretically. But it still has some 

limitations; the data are collected from the specifically three D-SIBs of Pakistan which 

limits the generalizability of this study. Secondly, due to the prevailing pandemic, the data 

is obtained from the bank customers of Lahore city only that needs extension in future for 

greater generalizability. Thirdly, due to the limited time, the current model analyzes the 

sequential mediation model that can be expanded by adding moderating variables. 
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Figure 2: PLS-SEM Model 
 


