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H1a:



H1b:

H1c:

H1d:

H1: Perceived benevolence mediates the pos-

itive impact of perceived usefulness and neg-

ative impact of perceived risk on customer 

advocacy and behavioural intention to use 

mobile banking.

H2a
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H2b:

H2: Perceived usefulness has a positive impact 

on customer advocacy and behavioural inten-

tion to use mobile banking. 

H3a:

H3b:

H3: Perceived risk has a negative impact on 

customer advocacy and behavioural intention 

to use mobile banking.



H4: Customer advocacy has a positive impact 

on behavioural intention to use mobile bank-

ing.
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