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Abstract

With the continuous development of Internet technology, the traditional financial industry has
used Internet technology on the basis of mobile and security. In this context, mobile banking has
received much attention. In studying the adoption of mobile banking, the technology acceptance
model (TAM) is widely used. The existing literature adds many other variables to expand the ex-
planatory power of TAM in understanding the adoption of mobile banking. However, the current
research lacks systematic research on TAM and its extended variables. Therefore, based on 27 ar-
ticles from 2015 to July 2020, this paper conducts a comprehensive analysis of the existing
TAM-based research in the adoption of mobile banking, and summarizes 37 TAM-expanded va-
riables. This study then integrates these variables into a six-part technical acceptance theoretical
framework to help us further understand the adoption of mobile banking. Finally, this study high-
lights the limitations of the existing literature and provides several suggestions for follow-up re-
search as well as offers practical guidance for banking institutions to conduct mobile banking ser-
vices.
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1. 5|8

TR, (5 BHEARSUR I SRR D S B E R G R AT, ML GRS AEERAT il
2510977 SIEAR AT I SCRE T I RARAT HIR [1], fEIRT 5 N shiRAT 28I 2 0%, TR ahil
AT IR TE W A&t P i ) ARAT # 6 SE EEE SLo F P vT DUIE IR F R AR AT AR AT AT ) . AT AT b o
BT &RAE 5[2], TR AAEAE ST . BT RSB P sC &Rt R3], SGE 7 H P 5 HAD
R BT [4], R EIEZ N N HIRIR[S]. W FHRATHR UL, BT RS ShHRAT IR o] LR 4
H S WAL SR ARAT PRARIZ B BUAR (6] G DRARAT RS - DRFFEFIM P ARl SR P R RANY RARAT
W BSFE R[] S5 2 2 A (BB BT AN MR AN 4 AR IR 5% )« $2 iy ds 78 2803 (Rl A R AT 46 5 I T]) A 7
WHANENE7], WA BT shRAT IR S5 A SRR 512 7, DR KRS8 D034 T SEIBOR BT 11 Bl 4k
[8]-

TERF LR BIERAT K FH B 2 1) Fh R R 32 524571 (Technology  Acceptance Model, TAM)# 38 b FH [4] [8]
[9] [10] [11][12]. TAM & HiEEPE4T N HE i (Theory of Reasoned Action, TRA)VEEXIM K, B 7E#ERAEREA )
ML, S . BARE SRR LK HE R REEE BEHAK13]. SR AT R
A T FAYERE T AR R ROR B R AR, AT B TR P BRI & ), B AR R
G bR R IR A 7] [14]. Kwateng 25 A\ [15]E0# 7 = #1158 (TRA Theory of Planned Behavior, TPB Al
TAM)E TN P R shARATAT AT HIRE 7T, FEFa 1 TAM T HABBAL[15]. 410, TAM XM =M A
FIEEARBSZ WA T BRAE YRR 5 5], (20T TAM AEREE5F A DE &R DL
R A&, RIAE R P X2 3l IR 55 R FH IS BERIAT R R m 7 TR G R, VF 2 B3 RAT R A 7L
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RN FAth B 1R AR R Y R BURN FE SR AR TAM [1] [6] [12] [14] [16] [17], AT S B AL 82 3l 8K
FIMRRERE 11118, WIFE TAM SN T #JEYE “TRUST” , FRZ N “IH5R{EAT” MIH AR BEZ I (TAM) [9];
# TAM AT 5 HARE R AR Y (Task-Technology Fit, TTF)4E & K 1T BES W HAR KR FIVE B ST HIfRRE,
HARRE M AER ML S 15]: SR FLLHE TAM 9 R3] T TAM2 [9], #1428 S 24 6]

DA BTSN T AT T TAM B HFER SN RAT R BIAR K T . SR10 B TR T TAM A L4
JRARIRGRZ RGEWT T, W RARRFR. Bk, AL 6 452015 £ 2020 £F)R A TAM i A A
RAF B ARIEAT STHR I o X T FC ) SO = AN D7, B e SCERIR DT 7 TAM AU 3200 £ BE 2% FE& T
BT KRR I AR, ¥ REZREFTHUKIDSZ KRG AR . Lk, A SCRHE B 2347 1 SOk
AW 37T AN PR SRATIIEER, IR A EREERHELL. =, MR T I SCEROR S 4
PR N ERAT KA, R4 S BR, X T RAT I TT A S AR AT\ 55 AE MR L6 77 ThI 75 B2 ek, AR
AR SR I I e e LA S, B — @S HMET]. A RSy, IENERA TAM
BRI T A% B ARAT K I SCERME U AE R — 5 R [BIBE, SR 50T TAM BEAT 7 2EAN 4, I0K TAM 7 Ml
PR 33 ANAE RS A R EAT B, g 5 TR B8 DU TS 4 0 T IX L R e % 2 AR AT SR H I R R 0 = SO
W T e BR A RN AR SR 525 1 [8]

2. SCEKSKIR

T W E R A (TAM) W FE % B ARAT SR I BIDIR AN R SR 77 1), AR SCHEAT 132 B SCHR [0 i
B, M E 2R, Science Direct. Emerald 4 2 %t 5< 817 # 882 17K H (mobile banking adoption)if
ITT AGISCIG R, W& 17 FER RS, SR TRIEFT, SRIEEN 2015 42 2020 47 A1
6 . HR, FAVE T 5BIRATRAMXN O RECE, B mad R, IR & A SO
FIR Lo 5 — IR SR 50 s, ABA T —FoHERRESL, BOERIERAFERE 17 AT 27
W TATRHA 7 RIARE, RIS RETE 2 Ah: AR H I 2015 () UE £4: X
HARLIUEEH T TAM SRR SRAT WK AR IO B AT T BAE N . R IE(EY:
AR R RS

1 FAFIL A TR SR, 2 2 FHATINC R T IR SR . R R ERIR BT AT 27 R OSCERH, 4
65% KK T 2016 -5 2019 4. 1E 17 KKK T TAM W SR B0 8T R FH 19 SCE BT, { The International
Journal of Bank Marketing) & % ) L & i £ (7 Fs» 15 26%), H:% 2 (Journal of Islamic Marketing) « {Journal
of Retailing and Consumer Services) - {Review of International Business and Strategy) . {Telematics &
Informatics) (% 2 5%, 5 30%), SAERIACEKEMA2 K, & 44%). P EYEFNFENLER TAM
W AR S ERAT R SCHR B 5 AR 18%, b, DU —AEH S AR T 2 RS0, HoR 3 ROCBREEE
— e POEWEE Y T E

XESHF T AKSEA R B FE 7 R S s, BRI AR . & | AR B )7 £ 27 T
W, 20 T(74%)K FH 2 B (R 2 e a_ 8t b ah, 5 U F(19%) [ SR PEAN E 50735, 2 i
WM S TERIXT TAM BFRRSNRAT R BT 1Rk, WATRUIIR AR A S 0 2 e v [
A X, A T (A B FE AT B R ) 2R e (S ok AT 2 D AT AR (3R S A5 ), AR 7 B
(26%) B FUAE R (155 =2, DHBIE S 16 %) 247 ) A8 Ik [ SR Mt X R AT

3. BAREZIRBEILHESR
3.1, BAREZEBERNE
PR BA BB TAMY R BIEA N AR, 08 7RSI A HE . 351 KR,
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Table 1. The distribution of mobile banking adoption based on TAM literature from 2015 to 2020
% 1.2015 £ & 2020 FHBHRITRAET TAMBEX B S

4 RERHE TEEERRER
2015 3
2016 7
2017 4
6
6
1

2018
2019
2020

S N W O O O

Table 2. The amount of publications related to mobile banking adoption in each journal from 2015 to 2020 (two or more)

5% 2.2015 &£ & 2020 FZEATI A RFBNRITEABEX B E@E B R UL)

T2 HR REHR 2 R R R
{The International Journal of Bank Marketing )

{Journal of Islamic Marketing)
{Journal of Retailing and Consumer Services)

{Review of International Business and Strategy )

N NN
S O = = O

{Telematics & Informatics)

1) Bang

FERE T FH PR R G0 BT e 1 A B RN, BRI  FRE E &R GRS 2l O zﬁ%ﬁﬁwn%
[11][15] [18]. Sy HPESRoma - ISR, XHERAE A R3] [19] [20]. BRibz 4h, B0 5 H ke
REIG N & 7 (4 F LR S R AT W RIS AE[21]

2) BRAAE R

TESCN— N NG E R 2 KA SR E L TAESRUNFEE1] [2] [5] [9] [10] [16] [21] [22] [23]
[24]. FBNERAT RSS (B SN FIVERR O, %o LA FH (28 BEFD R 1) SRR AR o DRI, S8 RS B ERAT R 55 i v
REVERUR O . BONA MR P S B, FERRE B ARAT I P 822 A 3 B AE R 52 [4] [7] [17] [19].

3) BF

A FE R A A A At 25 58 S A 1) P 52 0 (1) 25 L i (R RN OGS A [14] [24], 78R AE—FhRee AT 0T, 25
FE R R A — AN EARATHE[13], AT R A AL SRIE T P IS BE[21]0 B TR AN = i BUR 5 R I
H— E&f%ﬁmu,&miﬁmﬁmm&ﬁﬂﬂoEmh@mmshmmMmmﬂq%%ﬁm,&E%
FATNE R, JF H T DR K 2 B0 R 1R A . A FEAE A B AR 1) 2 1m) R o R PR (A A 24,
FHRHE BHRAT (1R F = 15 R

4) &R

£ TAM w, FAUEH “mia” fE8EEEREEIERITRAMEZE, Hgoe O8N NMERHE AR
AIREME[4]. NS5 B2 B bR g F P R IRSS, TR 94T 92 A P I E B RE I [21]

3.2. FAREZREAYT RESENEE

&ﬁ%ﬁﬁmﬁmmi%f§fﬁ??ﬁﬁﬁ%ﬁ1WMM&ﬁﬁ“&%T%&§%F%§§m&
ARANE P R 2 (0 B A2 [ 23], X L8 RERPES TAM A S r - IR 1A K. L, T2 u
FE R TAM § RIMASLE MM R, IMINsEE R MR Re (3], T EAARIAE =TT .
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Figure 1. The initial model of TAM
B 1. TAM #3515 5

F—, SINFRENE “TRUST” , FRZA “HISREAT” MIBIARILZAAY[4], FEpEE kR 2] [3] [6]
[14] [24].

F, S EARER(TTRHSERME T TAM 8RN EZT7 1M, WESRHAEMERRHIE . TAM (R
TH B o S AE AR RS EAME & iz e 7 T R SR I S B EORINAT A, AR TTF 5
BB A0 ) 1 R S BB SRAR 8 ade = TAEG R R lF Ak R K TAM Al TTF BEBY 45 Gtk
Al RE s TR MR AR A I Re, LR B HE AR 14 B [ 22]

F=, TAM 240 T+t @ sem, K5 et 2 55— Rre 7 A R kL2 5 A 00 1) 3 0
. BTIXEFEME, —SR AR TAM S TEH, TR T A K H s B iR, A4
SRARATIRSS, Rl RS SRS AR [11]. L, SBAFEY R T TAM2, A T HRAE2
JIEMIEEW, WA HE . BIRAERFIE R, 58w e R ) FUBR A A DR [25]

DA WA SN 7 FRATTX T TAM R AE RS SARAT R A BIVGR & T ##, SR10 H BT T TAM K3
JEHAR R Z KRG TT, WA EZR, AT IR RIS R T X AR, AT AR gy Y A
G X HAEMEN, Y #AEh . BAARUE, B TAM YIUAREEL AT LA H, SEmA A& B g N FE A
DR 22 #1032 W0 S R 2 T (R JR e 2 PR e R B R ), S8 TAM 75 T8 70 8% shARAT SR FH IR B 5 00
JETHIWETE, BRI AR SOR™ e il e i)7A8 B 4 o E WA B AT A 98, R A2 0 T 1R g
FRF A, LR R MR AN RAT R shARAT ISR AE . [RIIN, R SOR I 6 PR 38 (2 IR 38 AN W IR 3%
BI1E R TAM HEAETE F AL ) PRI e AT B AT AL .

F—7JiTH, Mohammad & Hi BH /&%t F 488 FH R B 4RAT IR 55 7= A S i s e (R B A TR 3%, 0 P Rk
S PR Gy FE I = A SRS, W RS S ARAT A FE AR R (4], b2 T, P BESRZHE, XLk
DRI 2R 0 R BERAT R FH B A T ARG e, RUAR SCRABR 3 Ok s, AR &5 38, i sema B3 AT R
FH PR 32 (W0 R R A2 U BRT 30) 72 B g (T R i) B8 g (RR BB D), AT 735 B A1 T B8 47 St 242 A 4% 5 4RAT
MR o 25 b, ARSOR DL R AR 855 32 00 R 3% A0 200 BR] 3 A 90 o) B8 Bl R AT SR FH 2 BHL T I R 2 i )i 2
IR, Wik 2.

DU &I /SAF 27 F SCHRTE S TAM N HIF 78 5200 8% 21 HRAT R IR R 3R N4 8 il 2 1 A8 &3t 33 A

3.2.1. UTR “WEREE" MEREZEITAMSIANNEE

1) A &i(awareness)

WHIE SO P RS ARAT FIA SRR L (4], AR AT ARA R 2 FEH P AR sh 8T —
MR MUK R Z RN ) — /MBS, R4 A — A EZ 5. H
FHERIOASIRT B AN F AR SN Sy PR o (R AR R s i, oA B T A AT T4 5 058 A Bl ER AT AH 5 1R 28 X
W % 2 AR [4]. BRItk PP ESNFR — MR ERBUE R, i AT AT R S FE[24] .

2) (BW)Z 4 (security)

Abdullah %5 N[ 151822y Z4EZ5H) . FMAMZE M. Singh 55 N [3]PRE M) 224 Xy “ DA |
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Weite B FELEARSTA/BVE . TR 9 AN SR SO0t Bt B0 2% DR IR AT AR 28 B IR XE A PR 85
AR E” o TIR B ERAT W5 e iy FI P e SR SR AN SE AT XU, B B AR AT ) 2 AL
N RIEA LR, AR, PUEE. 58Pk YAEMAR AT S A PESE A H 2 X[15].

7
A
HES, Hawm,
o R B, SREH,
G LA N ik, RATHS,
(ESSRIEHL. | o, s, EAIGAL,
PR, AXOESS | R, SUTEE TSR,
AEFHHE, BORRHE, | 3 2, maoums, W% o0,
ABHE, (ERIPE, SRIE | dppaie, (/e T 4t

UER :
i, by T @ >

otk R,
TEAZ),
SRR 45 A

v
1]

Figure 2. The extended variable quadrant chart
B 2. TAM # REERRE

3)RRH1E 4 (perceived security)

Tz NREM 4, ERRHPINRABERATE R 220, #E Oy “WHRE N RA®
BRAT AL, AHER SRR S ARAT IR 55 1) /AL BRAD ORI A N8 7 NG . ] LAIE
SR A0 PR R 3 BT = B [ 15].

4) RRENFEEFA(perceived privacy)

TGN R AL E XA “ P TE SR8 3 AR AT 28 T #2 HR o S SR 1 BT A 5008 1 ORI R B, 2 P RS
BARAGTMMNEE. BRI 2[5 =T e miEE s s H R WFRANGE R, ARG sh 84T
FIRF[15]. Bk, — /AN BB RFARY IR SR L RGO T18 08 A P LR B2, R G A%
fige A P B R e R P (AL R 7]

5) BR& RS (perceived risk)

SR XU A2 FH P ZE 48 F A% 3l ARAT I 1 T 75 SR -5 R IO AN — B30 o2k B i 45 SR HE 22 v] fe il 2 4512k
P16 AT E EREEE2] [13], BAEERL. F=i. S0 e O B RE [ RE[4]. Fle 4 —FF,
P20 FA N B B o, IR VE[2 1] BN ERATI0 S 1 IXURS: 2 38 a3 e FH e AN ke &y FH
SO A FE BRI R (24], BRSSP B AR [4] S5 R BN AT K F I 2 m) 2 A5G [19].

6) {5 FE (initial trust)

{EARAE MERIWETE R A R B S ST R I E R &R, 5 NWIIGE RS G 7, 1
DAAE A 72 R R WIRREAE[24], € SUN “R PAEFMEIE T EERNRSE, BEEREAELE
ERIEE” [6]. PILAEAE N AFERAE AR ATE B BUR AT M), BAARRERAT Y, BT R4
AR, WIEAEAEREREE, @ RHBIIRITHEIT SN, VI EERREMEZE, 74 T HEARGE
H5HATEE9]. W=MEAE, FRATEAE T A AT .

7) BREINT{E BRI S M (perceived credibility/perceived reliability)

JRATATE /IR AT SEME AR P B BV —HoR 2 2w SERRE S, RIS EE BRI T, X
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PREHg, 2R

A FNBEFARIAE Lo SR A3 LR A SR A B EZ R R [21], AP DN ANEAEN AT ERHE AR ZE
Loy MITTBRA R EAR KR . Bk, SR EBANRATEOR B AT S mT DR S H P B4 0, BRI 5% 22
A FIRSALIIBEAN[7] [17], AR A B ERAT R F AT A 3 1) P AR AR e[ 5] o

8) FARfEE(perceived trust on the technology)

FARAGATA: w SRR SARAT o e Bk H P B SR AT BT HHR . ELECN ST, i A
TR R BT AT S A XA TIE i, MERORZE 2 2 i), A AT R A 3h 4R 47 9]

9) #1754 (perceived trust on the bank)

AT EATE SORIER SNARATIXFERAT AN TR i P MEAT, X2 R B Z AT I — A ks P
PR(9]o 2 H P00 ) F R SEAHRAT B AR, AT & A2 shARAT HEAT L 55

322. UTHEHETINER, EAERRPMAFRBEEEEETERR

10) FH %% B (user satisfaction)

HPWHEEEZ KR T AR EATRIEEAEH, Ev sk, ar By “&BE” 3)
71, AEYE R R SR AT I R R DT A AR . R IR S AT R AL, M
T B S VRS . R N ARAT N4 i iy FH P e FE mT DU (A Y - S e IR 55 i S 2 e 3 4R
ATHAIRACR] R, 3 NH P I AR 21,

11) ZE5&FHl(hedonic motivation)

FIRNEE S F AR ZFAHE L 2 (Unified Theory of Acceptance and Use of Technology 2,
UTAUT2)H, #RN—N 5200 R R Zh 8T 2 ) i S M AR = 18], 8 B0 th T R R AT 55 7= i
BUE B HEOR MRS A R i B 2 AR (7] SRR BN =532, B T = R ER,
F P S B AR SR A 5, XS R8 3l B WA A gk — 20 2 [ 18], DRI 70 52 SR B ALGT i 25 BE 1) s i)
HEEZ .

12) BREN 55 A (perceived financial cost)

TR 55 BRAR 8 SRS NFHE IR ZARAT ML 55 AR I BRI AR S, 2 — D NN B 3 HRAT LU
PR A S AR FE[10] [26], BLFEVILENG NS . WA INE PR FAEE 5 jioAs, [RII fe #% 2 i
A7 MV 55 BT 5 B BOAS 23 ek 2 FL R I FE (3]

13) ARS5% B (service quality)

JE SUNAN AR RGHAT P TAEFT AR5 IR TR AL, RIRA R R . & AT ks i S
FEXP AR 25 AT 7 NI AN AT EUAE, DRI IR 45 o i o 5o FH P i e [ 1] S AR IR 55 0 B (R N 5 R 4t
A ARG, MRS R ES A P B RAT A EE[17].

323. UTEHEETERER, BERMERFENRM

14) AEZBRIERE (task-technology fit, TTF)

MR —NEARMRSSRME 75 H P BT AAE RS @ EREHE, HPE SV IER - IRS X T 58
FRAESS A I o R AE 55 B L5 HY 7 SR A% sh AR AT (= 1) 7 AR BB A [ 15]

15) fE554% 1L (task characteristics)

RS R NN TN A B 5ERm “AT8) 7 o« AR5 RHIE AL A0 8 mT B 48 F 7 SE A=
BERBFELETTH R “ATA7  ARFREAES BRI BARAEHR, T # sh 447 R FH B = A 5
M[15].

16) BiARKFE(technology characteristics)

FiARYE 7 AN NAEPATAE SRR “ TR” o BORKHER T8 7 R 58 AT 55 1m0 4580 H I AR % %
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BURSS REE, BORRHIE AR 55 HORILED,  BE 152 0 #% 2 AR AT R A B =R [15]

17) O (word of mouth)

P AERC B AL B ERAT AC Gy AR, B 22 MU TS S, IRBON P AT R IR e oK 1 5 BRE A 1
SoM, R P DR B B AR T R A R X [14].

18) FXHfEF(relative advantage)

AET RS AN R AT AR B8 6 LU e W (AR G O RR B o ARG OE 3 5 2R F A% B ARAT 1) = 1) 2 TR AE IF
FHRK R XK HRAT R — B EAE R B B2, 1% 0] DURERR A T I Ath A BT 22 38 A X I 35
[19].

19) F#Z P (compatibility)

AT RLE SCR AT R BT 5 AT B e A7 90 A3 7 0@ B I FEFE[8]. B3 8l T S5 H 7 i HeAth
AT A Stfe AP T LASR i &) YRR M, RO E D7 (8 1 P BARAT 28 2 R i AR AR (4], RIS e 1t
XK R SARAT AT N = ) A 2 2 I RE IR [24]

20) HZ: (complexity)

HEAME . AR AR E J AR 2 R R R 2 M B R — B R E R R ERMECH “—MI
BRI A A e DABR AR AL AT A RR R S5 NI 2 F A 24, DR PE 45 R 48252 At T v R
IREE[9].

21) {§#H#% (convenience)

P B ERAT I 15 44 I IR] 9 FH P ARBTG5 HFBABRAS D6 B S5 AR IN (] o R 1 5 R RS S AR AT 2
[E AR AEE R R &R [17]

22) Z5HJfRUE(structural assurance)

EREAFAE —PEOREE R, DU ORSCARE AT o 50 I 45 ORAIE 5 F P 0 8% shARAT I B AR AN
BEAHR[21].

324. RTEERN QOB AERBERAEE, RTEMNEER

23) BRH B R FIE (perceived self-expressiveness)

I B IR IE E O A TR 2 RIA M EE M. T BRIAE. SEAH RS 7],
B ANRCHEE, A E SRR R R BEm[10] [26].

24) RATE S (perceived image)

SE SCNHT AR DT — N AN R Bt S A I FE R . BRETE S P S A, I8N
WA S A X S R IR (4]

25) &K (social image)

TE S PAE FAEAE A DR B R T 3R A3 A N B s AR AR AR, 2 Aol 54t N B 3h 013 14
B, S&EE, &, M. BFE. FE B HeXR, Bl BE. BEREREEFX. AT
REFHE2IE S, ik NESE S R BEE 4 TR T R [13]. GUFT L PR R S RAT I 5 R =B A
ME t, AT EE A Al AR SR B WA NARSS, Rk, B R m e shRAT 0 2 k.

26) L& (social influence)

€ XA FH P AE e 5 SR F BT I X At N B B R AR BE[16]. BRI, N ATERAERES, 7] Rgaiib
WA SR ARG S, BB RS T A RO B 2 R (8] &R 5 TN AT A RIS
BN B EFIETE B o 3 MG R IR At o (3] #hax 2 548 FH A 20 AT 1 = 1) 2 (Rl A7 E
KER[2] [6].
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27) #:&M(social norms)

SRS NN AATT 2R 13 H B K 22 BN AR T BOZ B A AT A AT N[ 14] [25] [27]6 Fh22
RO S ERAT IR FH B 3 B IR [ B2 [19] [20]

28) HRZFE(self-efficacy)

S — NN BEHE D AT P2 AR S T TR AT A . TERSRATH, WA U R &EERS)
ATV S IR AR . e ReEkAEE 7, TSl IR 55 B vl Re 1t B vy . (R IR S B 3RS R IR 2 A7 AE A
RKR[3], BB H P SEA W HIRBEIL AT LAE R 522 8T 5 FHPEXT S 52 m[4].

29) YH%%& A% (consumer innovativeness)

N NI E AW AR R . QT PR 0 2 38 2 B RSN, S Gy sz BOR B, —
S DL Ay H O AT TR BT E SO —F NSREFAE, B SR T ¥ 9738 75 45 8 U N X B 83 I A
FEZATHIVEZ B e, AT K B2 2 P B R R 7]

30) FZ H3fj(need for interaction)
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Figure 3. The trust-enhanced TAM
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Figure 4. The TAM related to user satisfaction
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Figure 5. The TAM reflecting technical aspects
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