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[bookmark: _Toc228222272][bookmark: _Toc228222298]                                                        Abstract

This research investigates the influence of digital literacy and user confidence on the adoption of mobile banking among Nepalese residents in the United Kingdom. A quantitative methodology was adopted, with data collected through a systematic questionnaire. Out of 35 responses obtained, 34 were deemed valid following the data screening process. The study utilised a convenience sampling approach.

The collected data were analysed using IBM SPSS Statistics, applying techniques such as descriptive analysis, reliability testing, correlation, and multiple regression. The results reveal a positive relationship between both digital literacy and user confidence with mobile banking adoption. Nevertheless, regression analysis shows that only user confidence significantly predicts adoption, whereas digital literacy does not have a statistically significant direct effect when both variables are examined together.

The findings further suggest that user confidence plays a more prominent role than digital literacy in shaping mobile banking adoption behaviour. This highlights the importance of trust-related elements, including perceived security and user assurance, in encouraging the use of digital financial services. As a pilot study, this research offers initial insights and provides a basis for future studies involving larger and more diverse samples.

Keywords: Digital literacy, User Confidence, Mobile Banking Adoption, Nepalese Users, United Kingdom.
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[bookmark: _Toc228222273][bookmark: _Toc228222299]                                                         CHAPTER - I 
                                                     INTRODUCTION 
1.1 Background of the Study
Digital technologies have continued to evolve in recent years, leading to noticeable changes in the global banking industry, particularly in the way financial services are provided and accessed by users. Mobile banking has become a central element of this transformation, enabling users to conduct financial transactions through smartphones with enhanced convenience, accessibility, and efficiency. Recent synthesis studies indicate that the use of smartphone banking and and broader digital financial services is formed by a combination of technological, behavioural, trust‑related, and security‑related factors, rather than by access alone (Souiden, Ladhari and Chaouali, 2021; Neves et al., 2023).
Even though mobile banking services are widely accessible, adoption rates continue to vary across population groups. This variation is particularly evident among migrant communities, whose engagement with digital systems may be influenced by differences in technological exposure, digital competencies, and confidence in navigating online services. Research on migrants in the United Kingdom highlights that digital divides persist even within highly developed digital environments, potentially limiting availability to and effective use of online financial platforms (Oztas, 2024).
Digital literacy is widely recognised as a fundamental requirement for effective engagement with digital platforms. In the context of banking, it encompasses the ability to access, interpret, and utilise digital tools and interfaces safely and efficiently. Empirical evidence from UK‑based consumer data demonstrates that the use of banking and payment services is significantly influenced by digital skills, with self‑assessed internet proficiency predicting levels of financial service engagement even after accounting for socio‑economic factors (Vik, Kamerāde and Dayson, 2024). This shows that digital literacy goes beyond being a basic skill and plays an essential role in facilitating engagement with digital financial services.
User confidence represents another key determinant of mobile banking adoption. Confidence is closely associated with trust, perceived security, and beliefs regarding the reliability of digital systems. An evaluative review of FinTech adoption in the banking industry highlights that trust and security remain among the most consistent and influential predictors of users’ behavioural intentions, alongside perceived usefulness and performance expectancy (Jafri et al., 2024). Consequently, individuals who lack confidence in the safety and reliability of digital platforms are less likely to adopt or continue using mobile banking services.
Although mobile banking adoption has been widely examined, a significant body of existing research concentrates on the factors influencing mobile banking adoption. on general populations or broader digital finance contexts, with limited attention given to specific migrant groups in developed countries. At the same time, research linking digital skills and financial inclusion within the UK remains relatively underdeveloped, while studies on migrant populations continue to emphasise persistent digital inequalities affecting participation in essential services (Vik, Kamerāde and Dayson, 2024; Oztas, 2024). This highlights a clear gap in the literature and underscores the need to investigate how digital literacy and user confidence influence mobile banking adoption among Nepalese migrants residing in the United Kingdom.
[bookmark: _Toc228222274][bookmark: _Toc228222300]1.2 Hypothesis

H1: Digital literacy has a significant positive impact on mobile banking adoption.
H2: User confidence has a significant positive impact on mobile banking adoption.
These hypotheses are supported by existing evidence indicating that digital skills are positively associated with engagement in financial services, while trust and
perceived security are critical determinants of digital finance adoption (Vik, Kamerāde and Dayson, 2024; Jafri et al., 2024).
[bookmark: _Toc228222275][bookmark: _Toc228222301]1.3 Research Aim

To investigate how digital literacy and user confidence influence mobile banking adoption among Nepalese users residing in the United Kingdom.
[bookmark: _Toc228222276][bookmark: _Toc228222302]1.4 Research Objectives

· To explore the degree of digital skills among Nepalese users in the United Kingdom.
· To evaluate user confidence in using mobile banking applications.
· To examine the association between digital literacy and mobile banking adoption.
· To analyse the impact of user confidence on mobile banking adoption.

[bookmark: _Toc228222277][bookmark: _Toc228222303]1.5 Problem Statement

Although mobile banking services are widely available in the United Kingdom, adoption among certain groups—such as Nepalese migrants—remains uneven. Existing evidence suggests that engagement with banking services depends partly on digital skills, while trust and security concerns continue to play a central role in digital finance adoption. However, there is limited research examining these factors collectively within a specific migrant community in the UK context (Vik, Kamerāde and Dayson, 2024; Jafri et al., 2024). This gap justifies a focused investigation into how digital literacy and user confidence shape mobile banking adoption among Nepalese users in the United Kingdom.
[bookmark: _Toc228222278][bookmark: _Toc228222304]
1.6 Research Questions

Q1 What is the degree of digital skills among Nepalese users in the UK?
Q2 How confident are Nepalese users in using mobile banking applications?
Q3 How does digital literacy influence mobile banking adoption?
Q4 What role does user confidence play in mobile banking adoption?


                               














                                                     CHAPTER - II
                                              LITERATURE REVIEW

This study examines the role of digital literacy and user confidence in influencing mobile banking adoption among Nepalese users residing in the United Kingdom. In order to better understand  the key variables involved in this research and to establish a strong theoretical and empirical foundation, this subsection is reunited into three parts: 

2.1 Conceptual Review 
2.1.1 Mobile Banking Adoption
Mobile banking can be described as the use of mobile devices, such as smartphones and tablets, to access banking services and carry out financial transactions from a distance (Demirguc et al., 2022). It has become a key part of modern financial systems because it offers users a convenient, cost-efficient, and easily accessible way to manage their finances (Souiden, Ladhari and Chaouali, 2021). The ongoing digital transformation of financial services has further encouraged the growth of mobile banking, particularly in developed countries where digital infrastructure and internet access are well established (Neves et al., 2023).
However, despite its widespread availability, the adoption of mobile banking is not consistent across all groups of users. While many individuals are attracted to its convenience and efficiency, others remain hesitant due to concerns related to usability, perceived risk, and limited digital capabilities. Existing studies show that adoption behaviour is affected by a variety of specialised , behavioural, and psychological components, including perceived usefulness, trust, and risk perception (Alalwan et al., 2021). This indicates that providing access to digital services alone does not guarantee adoption, as individual user characteristics play an important role in influencing usage decisions.
[bookmark: _Toc228222279][bookmark: _Toc228222305]2.1.2 Digital Literacy

Digital literacy is broadly regarded as a critical determinant of individuals’ ability to participate effectively in the digital economy. It is the capacity to acquire, comprehend, evaluate, and use technologies in a meaningful and secure manner. Within the context of mobile banking, digital literacy enables users to navigate applications, interpret financial information, and perform transactions with confidence and accuracy.
Existing research indicates that individuals with stronger digital literacy are more inclined to adopt and use digital financial services, as they have the necessary skills to navigate complex technological systems (Morgan, Huang and Trinh, 2020). Furthermore, digital literacy is widely regarded as an important factor in promoting financial inclusion, as it improves users’  capacity and effectively use online  monetary products (Lyons and Kass-Hanna, 2021).

However, digital literacy is not evenly distributed across populations. Migrant communities, in particular, may experience disparities in digital literacy due to differences in educational background, technological exposure, and prior experience with digital systems (Oztas, 2024). Such disparities can contribute to digital exclusion and act as barriers to mobile banking adoption. Therefore, digital literacy functions both as an enabling factor and a limiting constraint, highlighting the importance of socio‑demographic and contextual influences in shaping digital financial behaviour.
[bookmark: _Toc228222280][bookmark: _Toc228222306]2.1.3 User Confidence

User confidence can be described as an individual’s belief in their ability to use digital technologies in an effective and secure manner. It is closely associated with factors such as trust, potential threat, and self-efficacy. In the setting of e- banking, confidence is influenced by users’ perceptions of security, privacy protection, and the reliability of the system.
Previous studies highlight that trust and a sense of security play a crucial role in determining whether individuals adopt mobile banking services (Jafri et al., 2024). Users are more inclined to engage with these platforms if they think they are reliable and safe continue using them. In contrast, individuals with lower levels of confidence may avoid mobile banking due to concerns related to fraud, data breaches, and potential financial risks.
User confidence is not only shaped by the technical features of a system but also by prior experience, familiarity with digital tools, and the perceived ability to manage digital risks. This suggests that confidence is a dynamic concept influenced by both personal capabilities and system-related factors. Moreover, digital literacy and user confidence are closely connected, as someone who are have digital skills are more liable to develop confidence in using digital platforms (Lyons and Kass-Hanna, 2021). This relationship highlights the importance of considering both variables together when examining mobile banking adoption behaviour.

2.2 Theoretical Review
This section explores the key theoretical models used to understand mobile banking adoption, as well as the factors that influence users’ behaviour toward digital financial technologies. For this study, theories related to technology adoption are especially significant, as they help explain the underlying reasons why individuals decide to engage with mobile banking services.
Previous research has examined various theories and models to better understand mobile banking adoption. Among these, the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT) stand out as the most commonly applied and highly relevant frameworks in this area.

2.2.1 Technology Acceptance Model (TAM)
The Model is frequently employed to carify how people decide to embrace and exploit  new innovation. It emphasises two important aspects. —perceived usefulness and usability —as key influences on a person’s planned to use a system (Davis, 1989). In simple terms, perceived usefulness is about whether individuals believe a technology will help them carry out chore better, perceived accessibility of use, on the other hand, describes how simple and uncomplicated the system is.
When applied to mobile banking, TAM suggests that people are more probably to use these services if they feel that it makes managing their finances quicker and more efficient, and if the application is easy to understand and operate. In this study, digital literacy is closely linked to perceived ease of use, since individuals with better digital skills tend to find mobile banking platforms easier to navigate. At the same time, user confidence can be related to perceived usefulness, as people who feel more comfortable with digital technologies are more likely to recognise their benefits and adopt them.
Even though TAM has been widely applied in many studies, it has been criticised for placing too much emphasis on individual perceptions while overlooking broader influences such as social, linguistic, and ecological aspects. However, despite these limitations, it remains a helpful framework for understanding the thought processes behind individuals’ decisions to adopt new technologies.
[bookmark: _Toc228222281][bookmark: _Toc228222307]2.2.2 Unified Theory of Acceptance and Use of Technology (UTAUT)

The theory builds upon the Technology Acceptance Model by incorporating a wider range of factors that shape individuals’ decisions to adopt new technologies. It highlights fundamental components: effectiveness, effort, societal influence, and favourable circumstances (Venkatesh et al., 2003). Performance expectancy relates to the standard degree to which individuals believe that using a system will bring benefits or enhance their performance. Effort expectancy refers to how easy and convenient the system is supposed to be. Social impact considers the impact that other people’s opinions—such as those of friends, family, or peers—can have on an individual’s decision. Facilitating conditions focus on the obtainability of resources, guidance, and technical assistance that permits users to adopt and implement effectively.
In this paper, digital literacy is closely linked to effort expectancy, as people with more proficiency with technology are more likely to perceive mobile banking platforms as easy to use. Meanwhile, user confidence can be associated with performance expectancy and trust, since individuals who feel confident with digital technologies are more inclined to view mobile banking as dependable and beneficial. Although UTAUT provides a more detailed and comprehensive framework than TAM, it has been criticised for its complexity and the difficulties involved in applying it consistently across different contexts.

[bookmark: _Toc228222282][bookmark: _Toc228222308]2.2.3 Relevance of Theories to the Study

Both TAM and UTAUT offer valuable theoretical foundations for understanding mobile banking adoption. These models highlight that adoption is influenced not only by system characteristics but also by users’ perceptions, skills, and confidence.
In the context of this study, digital literacy and user confidence are central variables shaping mobile banking adoption. Digital literacy influences users’ ability to interact with mobile banking applications, thereby affecting perceived ease of use and effort expectancy. User confidence shapes trust and perceived usefulness, which are vital determinants of adoption behaviour in both TAM and UTAUT.
Together, these theories provide a robust conceptual basis for examining how digital literacy and user confidence influence mobile banking adoption among Nepalese users in the United Kingdom. They also support the development of the study’s hypotheses by illustrating the mechanisms through which user skills and perceptions affect technology adoption.

2.3 Empirical Review 
Existing research on mobile banking adoption suggests that online financial services have evolved significantly in recent years. Despite this growth, adoption remains uneven across different population groups. While access to technology is an important factor, studies indicate that adoption is also shaped by individual attitudes, skill levels, and broader social and environmental conditions.
Recent literature shows that both supportive and limiting factors influence users’ decisions to adopt mobile banking. For example, Tiwari, Tiwari and Gupta (2021) emphasize the significance of perceived usefulness, ease of use, awareness, perceived risk, and trust in shaping user behaviour. Likewise, Rahman et al. (2024) identify performance expectancy, effort expectancy, trust, and personal innovativeness as key factors driving adoption intentions. These outcomes imply that behavioural and psychological factors, in addition to technological features, enhance adoption.

Digital competence has been consistently recognised as a critical factor in promoting mobile banking usage. Ullah et al. (2022) found that digital literacy positively influences adoption intentions, both directly and indirectly through perceived ease of use. Supporting this, Vik, Kamerāde and Dayson (2024) demonstrate that digital skills play a meaningful role in individuals’ engagement with financial services in the United Kingdom, even after accounting for socio-economic differences. Similarly, Phan et al. (2024) show that both digital and financial literacy contribute to mobile banking usage, emphasising the importance of users’ ability to navigate digital systems effectively.
Another key factor is user confidence. Kumar et al. (2020) emphasise that trust and self-efficacy strongly shape users’ intentions, indicating that confidence involves both trust in the technology and belief in one’s own ability to use it. In addition, Islam et al. (2024) presents that security, privacy, and trust are essential determinants of internet banking usage, with security concerns having the greatest influence. In the UK setting, Hanif and Lallie (2021) also report that perceived cyber security risks significantly affect users’ willingness to adopt mobile banking, reinforcing the importance of confidence in digital platforms.
Beyond individual and technological factors, wider contextual issues such as migration and digital inequality also play an important role. Chang and Benson (2023) found that elements such as perceived security, cost, and ease of use influence mobile banking adoption among migrant users. Vik, Kamerāde and Dayson (2024) further note that people from disadvantaged backgrounds often face challenges such as poor access to digital resources and lower levels of digital skills, which can restrict their participation in financial services. These challenges may be more pronounced among migrant populations, who may also face language barriers and unfamiliarity with local systems.
Although there is a growing body of research in this field, the literature remains somewhat fragmented. Some studies focus mainly on system-related factors such as usability and trust, while others emphasise individual capabilities like digital literacy. However, there is limited research that integrates these perspectives to provide a more deep insight  of mobile banking adoption. In particular, there is a clear gap in studies examining how digital literacy and user confidence interact to influence adoption among migrant communities in developed countries such as the United Kingdom.

Summary of Articles 
Table 1 
	S.N.
	Author
	Findings

	1
	Kumar et al. (2020)
	The analysis reveals that trust and self-efficacy significantly contribute to mobile banking adoption. Trust, in particular, was discovered to be the dominant factor influencing users’ intent to embrace the service.

	2
	Tiwari, Tiwari and Gupta (2021)
	The results suggest that features such as perceived utility, usability, awareness, perceived risk, and trust significantly impact e- banking uptake.

	3
	Hanif and Lallie (2021)
	The study found that perceived cyber-security risk and performance expectancy are key determinants influencing mobile banking adoption among users in the United Kingdom.

	4
	Ullah et al. (2022)
	The study demonstrated that digital literacy significantly affects mobile banking adoption and also influences adoption indirectly through perceived usability.

	5
	Chang and Benson (2023)
	The analysis suggest  that perceived security, cost, and effort expectancy significantly influence the utilisation of onlne financial services among migrant users.

	6
	Abdennebi (2023)
	The study showed that trust and security do not always have a direct impact on adoption but influence it indirectly through mediating factors.

	7
	Rahman et al. (2024)
	The study reveals that trust, performance expectancy, use of operation, and personal innovativeness significantly influence mobile banking adoption intention

	8
	Vik, Kamerāde and Dayson (2024)
	The study shows  that digital skills are a potent indicator  of financial service usage, particularly in the United Kingdom.

	9
	Islam et al. (2024)
	The study  suggests  security, privacy, and trust significantly influence mobile banking adoption, with security being the most influential factor.

	10
	Fitriati et al. (2024)
	The study demonstrated that self-efficacy and trust influence mobile banking adoption indirectly through perceived utility.


	11
	Phan et al. (2024)
	The research found that digital competence and financial understanding significantly influence mobile banking behaviour, with variations across demographic groups.




The above table summarises key empirical studies on mobile banking adoption. The findings indicate that digital literacy and user confidence are important determinants of adoption behaviour.
2.4 Research Gap
Although existing empirical studies offer valuable insights into mobile banking adoption, several important gaps remain evident within the current body of literature.
First, most of the empirical work has concentrated on general populations, with comparatively little attention given to specific user groups such as migrants. This represents a notable limitation, as migrant communities often encounter distinct challenges related to digital access, language proficiency, and navigating unfamiliar financial systems. While studies such as Chang and Benson (2023) acknowledge the relevance of contextual factors in shaping migrant financial behaviour, research specifically examining mobile banking adoption among migrant populations in developed countries—particularly within the United Kingdom—remains limited.
Second, although digital literacy is often acknowledged as a key consideration of mobile banking adoption, most studies focus primarily on its direct influence on adoption outcomes. Research by Ullah et al. (2022) and Phan et al. (2024) reinforces the importance of digital literacy; however, there is insufficient empirical exploration of how digital literacy interacts with other behavioural or psychological factors in real‑world usage contexts. This limits understanding of the mechanisms through which digital literacy shapes adoption behaviour.
Third, user confidence has largely been examined through related constructs namely trust, perceived security, and perceived risk. While studies including Kumar et al. (2020), Islam et al. (2024), and Hanif and Lallie (2021) highlight the significance of these factors, few studies conceptualise user confidence as a broader construct that incorporates self‑efficacy alongside trust and security perceptions. This narrow conceptualisation restricts a complete view of the psychological drivers underpinning mobile banking usage.
Fourth, existing empirical research often treats digital literacy and user confidence as separate determinants of adoption behaviour. There is a lack of integrated studies investigating how these variables interact and jointly influence mobile banking uptake. This fragmented approach limits the development of a comprehensive explanatory model that captures both users’ technical capabilities and their psychological readiness to engage with digital financial services.
Finally, a clear contextual gap persists in the literature. Despite the increasing use of mobile banking services in the United Kingdom, very few studies have focused on Nepalese users residing in the UK. Given their distinct socio‑cultural background and potentially different levels of digital exposure, their adoption patterns may diverge significantly from those of other population groups.
To fill these gaps, this research examines the combined consequence of digital information and user confidence on mobile banking adoption among Nepalese individuals residing in the United Kingdom. By taking into account both personal capabilities and psychological aspects within a migrant setting, the study seeks to offer a deeper and more contextually relevant understanding of mobile banking adoption.
                                                         

                                                      CHAPTER- III
                                           RESEARCH METHODOLOGY
[bookmark: _Toc228222283][bookmark: _Toc228222309]3.1 Introduction

[bookmark: _Toc228222284][bookmark: _Toc228222310]This chapter details the technique used to investigate how user confidence and digital literacy affect the uptake of mobile banking among Nepalese individuals residing in the United Kingdom. It covers the study paln and approach, sampling strategy, data collection procedures, analytical techniques, and the ethical considerations followed in the study.

3.2 Research Design
A research design outlines the framework used for collecting and analysing data. This study follows a quantitative design. The quantitative approach is suitable as it focuses on examining relationships between variables through numerical data and statistical techniques. The descriptive component helps to identify and explain the levels of digital literacy, user confidence, and mobile banking adoption among participants. In addition, a cross-sectional design is used, as the data were gathered at a specific moment  to reflect respondents’ current views and experiences.

3.3 Research Approach
This study follows a deductive research approach, using existing theories and previous studies to develop hypotheses. These hypotheses are then tested through statistical methods to analyse the relationships between digital literacy, user confidence, and the use of mobile banking.

3.4 Population and Sampling
The study focuses on Nepalese individuals living in the United Kingdom as its target population. Due to challenges in accessing the entire population, a convenience sampling approach was adopted. Respondents were elected according on their suitability and desire to take part in the research. The final sample consisted of 34 respondents (n = 34).
3.5 Data Source
The study relies on primary data, which was congregated directly from participants through the standardized questionnaire. This strategy allows the researcher to gather specific information relevant to the study variables.

3.6 Data collection process 
This study used an online survey made with Google Forms to gather data. The questionnaire link was distributed through social media platforms and Nepalese community groups located in the United Kingdom.
Participants were provided with clear information about the purpose of the study, and their involvement was completely voluntary. Only responses that were fully completed were included in the analysis. After the data collection process, the responses were carefully organised and prepared for statistical analysis.
A total of 35 responses were initially received. During the data screening process, one response was removed because the participant reported not using mobile banking, which did not align with the study’s selection criteria. Therefore, the final dataset consisted of 34 valid responses used for further review.

3.7 Data Analysis Techniques 

The gathered data were analysed using IBM SPSS Statistics. Given the relatively small sample size and the use of Likert-scale data, strict assumptions of normality were not heavily emphasised. Nevertheless, prior research suggests that parametric methods, such as correlation and regression analysis, can still be appropriately applied under these conditions.
[bookmark: _Toc228222287][bookmark: _Toc228222313]3.7.1 Descriptive Statistics
Descriptive analysis was applied to condense the data and present a general profile of the participants. This involved:
· Frequencies
· Percentages
· Average values

[bookmark: _Toc228222288][bookmark: _Toc228222314]3.7.2 Reliability Analysis

The measuring scales' consistency was evaluated using Cronbach's Alpha.
[bookmark: _Toc228222289][bookmark: _Toc228222315]
3.7.3 Correlation Analysis

Pearson’s correlation technique was utilised to analyse the associations among the study variables.
· Digital literacy and mobile banking usage
· User confidence and mobile banking adoption
[bookmark: _Toc228222290][bookmark: _Toc228222316]3.7.4 Multiple Regression Analysis

Multiple regression analysis was conducted to assess how digital literacy and user confidence influence mobile banking adoption.
The regression model is:
MBA=a+b1DL+b2UC
Where:
MBA = Mobile Banking Adoption
DL = Digital Literacy
UC = User Confidence
a = Constant
b₁, b₂ = Regression coefficients

3.8 Research Framework
The study looks at the link between two independent variables—digital literacy and user confidence—and one dependent variable—mobile banking adoption.
        
     
 Independent Variable                                          

                                                                                                      Dependent Variable  

                                      Figure 1: Conceptual Framework· Mobile Banking Adoption
· Digital Literacy
· User Confidence

[bookmark: _Toc228222291][bookmark: _Toc228222317]


3.9 Questionnaire Design

The questionnaire was organised into four parts:
Section A: Participant background Information

Section B: Digital Literacy
Section C: User Confidence
Section D: Mobile Banking Adoption
Each section included multiple items designed to measure respondents’ perceptions.
[bookmark: _Toc228222292][bookmark: _Toc228222318]3.10 Measurement Scale
A five-point Likert scale was used to gauge responses.
[bookmark: _Toc228222293][bookmark: _Toc228222319]3.11 Ethical Considerations

The research was conducted in line with accepted ethical principles. Participation was optional, and all participants were given clear details about the purpose of the study. Their responses were kept private, with no individual or identifying knowledge acquired. This data was  used only for academic research.

                                                  

                                                  





                                                
                                                
                                            
                                                  CHAPTER – IV
                                     DATA ANALYSIS AND FINDINGS

4.1 Introduction 
This section offers an evaluation and results based on the data collected for the study. The results are based on first-hand information collected by an organised survey distributed to Nepalese individuals living in the United Kingdom. All statistical analyses were conducted using SPSS. The chapter reports the findings through statistical summaries, reliability assessment, correlation  analysis, and regression modelling providing a clear and systematic interpretation of the data.

4.2 Respondents Information 
Table 2 
	Variable 
	Category 
	Frequency
	Percentage

	Age 
	21 - 24
	5
	14.7%

	
	25 - 29
	18
	52.9%

	
	30 - 34
	10
	29.4%

	
	35 and Above
	1
	2.9%

	Gender
	Male 
	16
	47.1%

	
	Female 
	18
	52.9%

	Highest Education Level 
	High School
	3
	8.8%

	
	Diploma/ A-Level
	3
	8.8%

	
	Undergraduate degree
	11
	32.4%

	
	Postgraduate degree
	17
	50.0%


	Employment Status 
	Student 
	19
	55.9%

	
	Employed full-time
	9
	26.5%

	
	Employed part-time
	5
	14.7%

	
	Self-employed
	1
	2.9%

	Duration in the UK
	Less than 1 year
	19
	55.9%

	
	1 - 3 years
	12
	35.3%

	
	4 - 6 years
	3
	8.8%

	Mobile Banking Usage Frequency 
	Daily
	27
	79.4%

	
	Weekly 
	6
	17.6%

	
	Monthly
	1
	2.9%



Source : Survey Data (2026)

Table 2 outlines the demographic details of the respondents who took part in the research. The age distribution shows that more than half of the participants fall within the 25–29 age group (52.9%), followed by those aged 30–34 years (29.4%). A smaller proportion are aged 21–24 years (14.7%), and only 2.9% are aged 35 years and above. This suggests that the sample is predominantly consist of young adults, a group typically more allied with and adaptable to digital technologies, which may influence their engagement with mobile banking services.
The sample is fairly balanced in terms of gender, with 52.9% female and 47.1% male participants. This balance suggests that the study achieved adequate representation of both genders, supporting the generalisability of findings across male and female users within the sample.
Educational attainment data reveal that the respondents are highly educated. Half of the participants (50.0%) hold postgraduate qualifications, while 32.4% possess undergraduate degrees. Only a small proportion reported lower educational levels, such as high school (8.8%) or diploma/A‑Level qualifications (8.8%). This high level of education may contribute to greater awareness, understanding, and effective utilisation of digital financial services.
Employment status results show that the majority of particpants are students (55.9%), followed by those employed full‑time (26.5%) and part‑time (14.7%). A very small proportion (2.9%) are self‑employed. The large number of students in the sample may help explain the high level of digital exposure and familiarity with mobile technologies, as younger and academically engaged individuals often demonstrate greater digital engagement.
The duration of residence in the United Kingdom indicates that most respondents are relatively recent migrants. Over half (55.9%) have lived in the UK for less than one year, while 35.3% have resided for 1–3 years, and only 8.8% for 4–6 years. This suggests that many participants may still be in the process of adapting to the UK’s financial and digital systems, which could influence their adoption of mobile banking services.
Mobile banking usage frequency further highlights strong engagement with digital financial tools. A substantial majority (79.4%) reported using mobile banking on a daily basis, while 17.6% use it weekly and only 2.9% use it monthly. These findings indicate that mobile banking has become an essential part of respondents’ financial routines.
Overall, the demographic characteristics suggest that the sample is largely young, well‑educated, and digitally active. These attributes are likely to contribute to the high levels of mobile banking adoption observed in the study and may help explain the strong digital literacy and confidence reported by participants.

4.3 Reliability Analysis
Table 3 
	Construct
	Cronbach’s Alpha
	Number of Items

	Digital Literacy
	0.936
	5

	User Confidence
	0.953
	5

	Mobile Banking Adoption
	0.955
	5



Table 3 shows the results of the reliability test conducted using Cronbach’s Alpha to assess how consistent the measurement scales are in this study. The results suggest that all three constructs have a high degree of internal coherence. The Digital Literacy scale recorded a Cronbach’s Alpha of 0.936 based on five items, indicating excellent reliability. In a similar way, the User Confidence construct showed a value of 0.953, while the Mobile Banking Adoption scale had an Alpha value of 0.955. All of these values are well above the acceptable threshold, which means the items within each scale are consistent and effectively capture the intended concepts.
Overall, these results verify that the measurement tools used in this study are dependable. The strong level of internal consistency increases confidence in the data and supports the use of these constructs for further analysis, such as correlation and regression. In addition, the high reliability scores suggest that the responses are stable, which strengthens the overall validity of the study’s results.
4.4 Descriptive Statistics
Table 4 
	Variable 
	Mean
	Std. deviation

	Digital Literacy 
	4.04
	1.02

	User Confidence
	4.09
	0.96

	Mobile Banking Adoption
	4.21
	1.00



Table 4 presents the summary statistics for the key determinants analysed in this study, namely digital literacy, user confidence, and mobile banking adoption. The analysis reports mean scores and standard deviations to provide an overview of respondents’ perceptions and behavioural tendencies.
The results show that all three variables have relatively high mean values. Mobile banking adoption has the highest mean score (4.21), followed by user confidence (4.09) and digital literacy (4.04). These findings indicate that respondents generally hold favourable views towards mobile banking, possess adequate digital competencies, and have faith in their capacity to use electronic applications effectively.
The standard deviation values range from 0.96 to 1.02, suggesting moderate diversity in responses. Digital literacy displays the highest variability (1.02), implying some differences in participants’ digital skill levels. User confidence (0.96) and mobile banking adoption (1.00) show slightly lower variability, indicating more consistent perceptions among respondents.
Overall, the descriptive statistics suggest that the sample is digitally capable, confident, and actively engaged with mobile banking services. These characteristics provide a strong foundation for subsequent analyses exploring the relationships between digital literacy, user confidence, and mobile banking adoption.

4.5 Correlation Analysis
Table 5
	Variables 
	Digital Literacy(DL)
	User Confidence(UC)
	Mobile Banking Adoption (MBA)

	Digital Literacy(DL)
	1
	0.927**
	0.819**


	User Confidence(UC)
	0.927**
	1
	0.850**


	Mobile Banking Adoption (MBA)
	0.819**
	0.850**
	1


 Note: Correlation is statistically significant at the 0.01 level (2-tailed).
Table 5 summarises the Pearson correlation results, illustrating the relationships between digital literacy, user confidence, and mobile banking adoption. The results show that all three variables are statistically relevant and favorably correlated at the 0.01 level.
The interconnection between digital literacy and mobile banking adoption is strong and positive (r = 0.819, p < 0.01), indicating that individuals with higher digital skills are more likely to use mobile banking services. Likewise, user confidence also shows a strong positive association with mobile banking adoption (r = 0.850, p < 0.01), suggesting that people who feel more comfortable using digital technologies are more inclined to adopt these services.
There is also a very strong correlation between digital literacy and user confidence (r = 0.927, p < 0.01). This suggests that individuals with better digital skills often feel more confident when using mobile banking applications. However, such a high correlation may point to a multicollinearity issue, meaning that the two variables could be capturing similar underlying concepts. This is particularly important when conducting regression analysis, as highly correlated predictors can make it difficult to clearly distinguish their individual effects.
Overall, the findings confirm that both digital literacy and user confidence are closely associated with mobile banking adoption. At the same time, the strong relationship between the two independent variables highlights the need for careful interpretation when assessing their separate contributions in further analysis.

4.6 Model Summary
Table 6
	R
	R²
	Adjusted R²
	Std. Error

	
0.854
	
0.729
	
0.712
	
0.536



Table 6 presents the findings from the multiple regression analysis, which was conducted to assess the impact of digital literacy and user confidence on mobile banking adoption.
The results suggest that the model performs well overall. The correlation coefficient (R = 0.854) indicates a convincing relationship between digital literacy and user confidence—and mobile banking adoption. A high fit is shown by the R2 value of 0.729, which indicates that the model can account for around 72.9% of the variation in mobile banking uptake. The adjusted R² value (0.712) is also high, which means the model remains reliable even after accounting for the number of predictors included. This suggests that the model is reliable and not overly influenced by overfitting.
In addition, the standard error of the estimate (0.536) reflects the average difference between the predicted and actual values. Since this value is relatively low, it suggests that the model provides reasonably accurate predictions.
Overall, these findings show that the regression model is appropriate for the analysis and offers a reliable foundation for examining how digital literacy and user confidence individually influence mobile banking adoption.

4.7 ANOVA Table
Table 7
	Source
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	23.978	
	2
	11.989
	41.695
	<0.001


	Residual
	8.914
	31
	0.288
	—
	—


	Total
	32.892
	33
	—
	—
	—
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Table 7 outlines the results that is used to examine the impact of digital literacy and user confidence on mobile banking adoption. The purpose of the ANOVA test is to check whether the overall model significantly explains variations in the dependent variable.

The findings indicate that the model is highly significant, with an F-statistic of 41.695 and a p-value of less than 0.001. This shows that, when taken together, digital literacy and user confidence have a significant effect on mobile banking adoption.
Additionally, the regression sum of squares (23.978) is notably greater than the residual sum of squares (8.914), suggesting that the model tells a substantial portion of the variation in mobile banking adoption. This highlights the strong explanatory strength of the model.
Overall, these results confirm that the regression model is suitable and dependable for analysing the combined influence of digital literacy and user confidence on mobile banking adoption.

4.8 Regression Analysis 
Table 8
	Variable 
	Beta
	t-value
	Sig.
	VIF

	Digital Literacy
	0.224
	0.896
	0.377
	7.151


	User Confidence
	0.642
	2.567
	0.015
	7.151


	Constant
	0.605
	1.485
	0.148
	—



Table 8 presents the regression coefficients for the model assessing the effects of digital literacy and user confidence on mobile banking usage.
The results show that user confidence has a statistically significant positive effect on mobile banking uptake (β = 0.642, p < 0.05). This indicates that person who feel more confident in using mobile banking applications are more likely to adopt and engage with such services. The corresponding t‑value (2.567) further supports the significance of this predictor.
In contrast, digital literacy demonstrates a positive but statistically insignificant effect on mobile banking adoption (β = 0.224, p > 0.05). Although digital literacy contributes in a positive direction, it does not exert a significant direct influence on adoption when user confidence is included in the model. This is reinforced by its non‑significant t‑value (0.896), suggesting that digital literacy alone does not strongly predict adoption in the presence of user confidence.
The Variance Inflation Factor (VIF) values for both predictors (7.151) indicate a relatively high level of multicollinearity. This suggests that digital literacy and user confidence share substantial overlapping variance, which may have affected the statistical significance of digital literacy. In particular, the strong conceptual and empirical relationship between the two variables may have reduced the ability of digital literacy to emerge as an independent predictor in the regression model.
Overall, the regression results highlight that user confidence is the most influential predictor of mobile banking adoption in this study. The effect of digital literacy appears to be indirect or mediated through its strong association with user confidence, rather than exerting a direct impact on adoption.
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Table 9
	Hypothesis 
	Statement
	Beta (β)
	p-value
	Decision 
	Remarks 

	H1
	Digital literacy has a significant positive impact on mobile banking adoption.
	0.224
	>0.05
	Rejected
	Not Statistically significant

	H2
	User confidence has a significant positive impact on mobile banking adoption.
	0.642
	<0.05
	Accepted
	Statistically significant



The study’s hypotheses were assessed based on the outcomes of the multiple regression analysis, as outlined below:
H1:
This hypothesis is not supported, as digital literacy did not show a statistically significant influence on mobile banking adoption (β = 0.224, p > 0.05). Although the coefficient is positive, the result indicates that digital literacy does not have a direct impact on adoption when user confidence is considered within the model.

H2:
This hypothesis is supported, as user confidence was found to have a statistically significant positive relationship with mobile banking adoption (β = 0.642, p < 0.05). This suggests that individuals who feel more confident in using mobile banking applications are more likely to adopt and actively use these services.
Overall, the results highlight that user confidence is the more influential and direct predictor of mobile banking adoption. The rejection of H1 does not suggest that digital literacy lacks importance; rather, it indicates that its effect may be indirect, potentially operating through its strong relationship with user confidence instead of acting as an independent predictor in the regression model.


4.10 Discussions
This study looked at the impact of digital literacy and user confidence on the adoption of mobile banking among Nepalese individuals living in the United Kingdom. To address this objective, a range of analytical methods were used, including descriptive statistics, reliability analysis, correlation, and multiple regression, to better understand the relationships between the key variables.
The descriptive results indicate relatively high mean scores for digital literacy (4.04), user confidence (4.09), and mobile banking adoption (4.21). This suggests that most respondents have good digital skills, feel comfortable using mobile banking applications, and actively use these services. These outcomes are in line with the characteristics of the sample, which mainly includes younger and well-educated individuals who are generally more familiar with digital technologies.
The correlation analysis shows that both digital literacy and user confidence are positively linked to mobile banking adoption. Digital literacy has a strong relationship with adoption (r = 0.819), while user confidence shows an even stronger connection (r = 0.850). This indicates that individuals who are more digitally capable and confident are more likely to use mobile banking services. However, the very high correlation between digital literacy and user confidence (r = 0.927) suggests a potential multicollinearity issue, meaning that these variables may overlap and capture similar aspects, making it harder to separate their individual effects in the regression model.

The regression analysis provides further clarity on the role of each factor. The model explains a large portion of the variation in mobile banking adoption, with an R² value of 0.729. The results reveal that user confidence has a notable positive effect on adoption (β = 0.642, p < 0.05), highlighting its importance in influencing behaviour. In contrast, digital literacy does not show a significant direct effect (β = 0.224, p > 0.05), suggesting that its influence becomes less visible when user confidence is included in the model.
Rejecting H1 does not mean that digital literacy is unimportant. Instead, it suggests that its role may be indirect, working through user confidence. In another way, people with better skills are likely to feel more confident, which then increases their likelihood of adopting mobile banking.
These findings are consistent with earlier studies. For instance, Kumar et al. (2020) highlighted the importance of trust and self-efficacy, while Islam et al. (2024) identified security and trust as key factors influencing adoption. The strong impact of user confidence in this study supports the view that psychological and perceptual factors can be more influential than technical skills alone.
However, the lack of a significant effect for digital literacy contrasts with studies such as Ullah et al. (2022) and Vik, Kamerāde and Dayson (2024), which identified it as an important predictor. This difference may be explained by the high level of digital literacy within the sample, which reduces variation. Additionally, the issue of multicollinearity may have made it difficult to detect its independent effect in the regression analysis.
From a theoretical perspective, the findings are consistent with established models such as the Technology Acceptance Model (Davis, 1989) and the Unified Theory of Acceptance and Use of Technology (Venkatesh et al., 2003). These models emphasise factors like ease of use, perceived benefits, and trust as key drivers of technology adoption. In this study, user confidence appears to reflect many of these elements, suggesting that it plays a central role in explaining mobile banking behaviour.
Overall, the results indicate that while digital literacy is an important supporting factor, user confidence has a more direct and stronger influence on mobile banking adoption among Nepalese individuals in the United Kingdom. This highlights the importance of not only improving users’ digital skills but also strengthening their confidence, trust, and sense of security when using digital financial services.



                                                     













                                                     
                                                      CHAPTER- V
                                      SUMMARY AND CONCLUSION 
[bookmark: _Toc228222296][bookmark: _Toc228222322]5.1 Summary
This study investigated the role of digital literacy and user confidence in shaping mobile banking adoption among Nepalese individuals residing in the United Kingdom. Data were gathered using a structured questionnaire. Initially, 35 responses were collected, but one was removed during the screening stage as it did not meet the inclusion requirements. Therefore, the final analysis was conducted using 34 valid responses.
To address the research objectives, various statistical techniques were used, including descriptive analysis, reliability testing, correlation, and multiple regression. The descriptive results indicate that respondents generally have good digital skills, feel confident when using mobile banking applications, and frequently engage with these services.
The correlation analysis reveals favorable association between both digital literacy and user confidence with mobile banking adoption. However, the very high correlation between digital literacy and user confidence suggests a possible multicollinearity issue, meaning that the two variables may be measuring similar underlying aspects.
The regression analysis provides further insight into these relationships. It shows that user confidence has an important positive effect on mobile banking adoption, whereas digital literacy does not have a statistically significant direct impact when both variables are included in the model. Additionally, the model shows strong explanatory power, indicating that a substantial portion of the variation in mobile banking adoption is explained by the independent variables.

[bookmark: _Toc228222297][bookmark: _Toc228222323]5.2 Conclusion

The results of this study show that user confidence plays the most significant role in influencing mobile banking adoption among Nepalese individuals in the United Kingdom. Although digital literacy is still important, it does not have a strong direct effect on adoption when analysed together with user confidence.
The findings also suggest that individuals are more likely to adopt mobile banking when they feel confident using it, trust the system, and perceive it as safe. This highlights that psychological and perceptual factors—such as confidence, trust, and security—are often more influential in shaping adoption behaviour than technical skills alone.
The fact that the hypothesis related to digital literacy was not supported does not mean it is irrelevant. Instead, it may indicate that its influence is indirect, possibly acting through user confidence, which appears to be the more dominant factor in this study.
However, several limitations should be acknowledged. The small size of 34 respondents may limit the generalisability of the results. Additionally, the sample mainly consists of younger and well-educated individuals, which may not fully reflect the wider Nepalese migrant population. The reliance on self-reported data may also lead to response bias. Moreover, the strong relationship between digital literacy and user confidence suggests a multicollinearity issue, which may have affected the regression results and reduced the clarity of digital literacy’s independent effect. Finally, the paper only considers a narrow array of parameters and does not include other relevant factors such as perceived risk, trust, service quality, and cultural influences.
5.3 Implications / Recommendations
Based on the findings, various practical implications and advice can be proposed:
1. Strengthen user confidence through enhanced security and transparency.  
Financial institutions should prioritise improving the security, reliability, and transparency of mobile banking platforms. Clearly communicating security features can help build trust and reduce perceived risks.
2. Improve usability and user experience.  
Banks should ensure that mobile banking applications are simple, intuitive, and user‑friendly. Enhancing usability can increase user confidence and encourage wider adoption, particularly among less experienced users.
3. Provide awareness and training programmes.  
Awareness campaigns, training sessions, and digital literacy workshops should be implemented to educate users about the benefits and safe usage of mobile banking. Such initiatives can strengthen both digital literacy and user confidence.
4. Promote digital financial inclusion.  
Policymakers should support initiatives that improve access to digital services and enhance users’ confidence in financial technologies, particularly among migrant communities who may face additional barriers to adoption.
5. Encourage culturally tailored support.  
Banks and community organisations should consider providing multilingual support and culturally relevant guidance to better meet the needs of Nepalese migrants and other minority groups.
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                                                       Appendix –A
                                                       SPSS Output
A1 : Demographic Data 
	                                                       Age group coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	21-24
	5
	14.7
	14.7
	14.7

	
	25-29
	18
	52.9
	52.9
	67.6

	
	30-34
	10
	29.4
	29.4
	97.1

	
	35 and Above
	1
	2.9
	2.9
	100.0

	
	Total
	34
	100.0
	100.0
	



	                                                      Gender coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	16
	47.1
	47.1
	47.1

	
	Female
	18
	52.9
	52.9
	100.0

	
	Total
	34
	100.0
	100.0
	



	                                              Highest education level coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	High School
	3
	8.8
	8.8
	8.8

	
	Diploma/ A-Level
	3
	8.8
	8.8
	17.6

	
	Undergraduate degree
	11
	32.4
	32.4
	50.0

	
	Postgraduate degree
	17
	50.0
	50.0
	100.0

	
	Total
	34
	100.0
	100.0
	



	                                                 Employment status coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	19
	55.9
	55.9
	55.9

	
	Employed full-time
	9
	26.5
	26.5
	82.4

	
	Employed part-time
	5
	14.7
	14.7
	97.1

	
	Self- employed
	1
	2.9
	2.9
	100.0

	
	Total
	34
	100.0
	100.0
	



	 Duration in the UK coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 1 year
	19
	55.9
	55.9
	55.9

	
	1-3 years
	12
	35.3
	35.3
	91.2

	
	4-6 years
	3
	8.8
	8.8
	100.0

	
	Total
	34
	100.0
	100.0
	




	                                                    

                                                 Frequency coded

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	
	
	
	

	Valid
	Daily
	27
	79.4
	79.4
	79.4

	
	Weekly
	6
	17.6
	17.6
	97.1

	
	Monthly
	1
	2.9
	2.9
	100.0

	
	Total
	34
	100.0
	100.0
	



                                            
	Reliability Statistics
                                                            Digital Literacy 

	                        Cronbach's Alpha
	                N of Items

	.936
	5




	                                                        User Confidence 

	Cronbach's Alpha
	Items

	.953
	5




	                                             Adoption of Mobile Banking

	Cronbach's Alpha
	Items

	.955
	5



	Descriptive Statistics (Mean and std. Deviation)

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	DL_MEAN
	34
	1.00
	5.00
	4.0368
	1.02272

	UC_MEAN
	34
	1.00
	5.00
	4.0882
	.96130

	MBA_MEAN
	34
	1.00
	5.00
	4.2132
	.99836

	Valid N (listwise)
	34
	
	
	
	




	


Correlations

	
	DL_MEAN
	UC_MEAN
	MBA_MEAN

	DL_MEAN
	Pearson Correlation
	1
	.927**
	.819**

	
	Sig. (2-tailed)
	
	<.001
	<.001

	
	N
	34
	34
	34

	UC_MEAN
	Pearson Correlation
	.927**
	1
	.850**

	
	Sig. (2-tailed)
	<.001
	
	<.001

	
	N
	34
	34
	34

	MBA_MEAN
	Pearson Correlation
	.819**
	.850**
	1

	
	Sig. (2-tailed)
	<.001
	<.001
	

	
	N
	34
	34
	34

	**. Correlation is significant at the 0.01 level (2-tailed).





	Model Summary

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

	1
	.854a
	.729
	.712
	.53623

	a. Predictors: (Constant), UC_MEAN, DL_MEAN




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	23.978
	2
	11.989
	41.695
	<.001b

	
	Residual
	8.914
	31
	.288
	
	

	
	Total
	32.892
	33
	
	
	

	a. Dependent Variable: MBA_MEAN

	b. Predictors: (Constant), UC_MEAN, DL_MEAN




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.605
	.407
	
	1.485
	.148
	
	

	
	DL_MEAN
	.219
	.244
	.224
	.896
	.377
	.140
	7.151

	
	UC_MEAN
	.667
	.260
	.642
	2.567
	.015
	.140
	7.151

	a. Dependent Variable: MBA_MEAN




