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Abstract
Internet banking is defined as a system that emabkenk customers to get access to their
accounts and the general information on bank presland services through the use of bank’s
website, without the intervention or inconvenienfesending letters, faxes, original signatures
and telephone confirmations. The study aimed akoerg the factors affecting the adoption of
internet banking by customers in selected Bank#\ddis Ababa. To achieve this purpose,
explanatory study design used to analyze the datkeated through cross-sectional survey
questionnaire from a sample of 300 bank customéngse respondents were selected using
convenience sampling. The data collected from thestipnnaire were analyzed using Statistical
measure which is correlation analysis. The majadiings of the study include the four internet
banking factors i.e., perceived ease of use, peedeusefulness, culture and attitude and intention
to use internet banking found to be positively sigghificantly related. IT indicates that perceived
risk is the most important factor to have a stronggative and significant relationship with
intention to use internet banking. In addition Itist all of the factors affecting internet banking
this research significantly explain the variatiomsintention to use internet banking. However,
except perceived risk, which statistically and rniagdy predicts the variation in intention to use,
the four factors affecting internet banking i.erqg@ved ease of use, perceived usefulness, culture
and attitude statistically and positively predittet variation in intention to use. Based on the
findings of the study, it is recommended that Basiksuld concentrate on their corporate
websites to make it more user-friendly since custershould perceive it as easy to use. They can
also educate how to use Internet banking servicesistomers and Banks should install security

features such as encryption devices, which safegsemsitive information.

Key words: Electronic banking, internet banking, perceivedfubeess, attitude, culture, intention

to use, perceived ease of use and perceived risk



CHAPTER ONE: INTRODUCTION
1.1. Background of the Study
The definition of Internet banking varies amongstearchers because Internet banking refers to
several types of services through which a bankooost can request information and carry out
most retail banking services via computer (DaniE999; Sathye, 1999). Pikkarainen,T.,
Pikkarainen, K., Karjaluoto, H., and Pahaila,S @08&lso defines Internet banking as an "internet
portal, through which customers can use differanti«k of banking services ranging from bill

payment to making investments".

Internet banking refers to the systems that enbbétk customers to get access to their accounts
and the general information on bank products amdices through the use of bank’s website,
without the intervention or inconvenience of segdietters, faxes, original signatures and
telephone confirmations. It is the type of servitesough which bank clients can request
information, and carryout most retail banking seegi such as balance inquiry, inter account

transfer, bill payments within the comfort of themes or organization (Hanemman, 1984).

According to Ruth (2016) When the term “online biaugk initially gained popularity in the late
1980s, the phrase referred to the use of a terpkagboard and television or computer monitor to
access one’s bank account using a landline telephNow the online banking definition, or
internet banking definition, includes any electmpayment system that allows customers of a
financial institution to conduct financial transacts through the financial institution’s website.
Today, online banking services include mobile inétrbanking technology, such as person-to-
person payment Smartphone apps and text bankirng.e@Hy version of what was considered

online banking began in 1981. New York City was fhst place in the U.S. to test out the
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innovative way of doing business by providing reenservices as four of its major banks —
Citibank, Chase Manhattan, Chemical Bank and Maufars Hanover — made home-banking
access available to their customers. Throughoum@mlanking history, customers have been slow
to adopt this new method of banking. In 1981, custis didn’t take to the new initiative, so the
online banking system failed to gain momentum uthtd next wave of innovation in the mid-

1990s.

In October 1994, Stanford Federal Credit Union bezdhe first financial institution in the U.S.
to offer internet banking to all of its customefsyear later, Presidential Bank became the first
bank in the country to offer customers access é@r ticcounts online. Internet banking systems
began to catch on as many other banks soon foll®residential Bank’s lead. At the same time,
the now-defunct Security First Network Bank becahee first dedicated online bank in the U.S.
SFNB opened its virtual doors for business withibasferings for national online banking,

including no-fee checking and an ATM card.

The evolution of internet banking continued witte tfirst truly successful internet-only bank:
NetBank was founded in 1996 and closed in 2007.Né&t#®ank name and domain were acquired
by Bofl Federal Bank in 2012. Bank of Internet US4s officially founded as part of the
incorporation of Bofl Holding, Inc. on July 6, 199&aking it America’s oldest internet bank;

it opened for business on July 4, 2000 (Ruth, 2016)

Banking sector has been highly dependent and senitchange in information technology (IT).
Since it acquires process, and delivers the infoomdimely to all relevant users. IT is not only
critical to process information; it also providesvay for the banks to differentiate their products

and services (Sara, 2008). Continuous technologyeldement, particularly information
2



technology revolution, of the last two decadeshef20th century has forced the banks to embrace
Internet Banking as a strategy for their sustamagtowth in an expanded competitive
environment. Internet banking has made the findn@asactions easier for the participants and
has introduced wide range of financial products sewices. Internet has changed the operations
of many businesses, and has been becoming a pévekdanel for business marketing and

communication (Bisrat, 2015)

When we come to Ethiopia the history of modern loagnkjoes back to 1900 when an agreement
was reached in 1905 between Emperor Minilik 11 @ddMagGillivray, representative of the

British owned National Bank of Egypt. Currently @er National Bank of Ethiopia data there are
16 private and 2 state owned banks. Out of thedeah&s, the state owned commercial Bank of
Ethiopia (CBE) is the largest and leading bankimaricial operations. On the other hand, the
appearance of E-banking in Ethiopia goes back ¢oldte 2001, when the largest state owned,
commercial bank of Ethiopia (CBE) introduced ATM tkeliver service to the local users.

Electronic banking facilities provided by most Eghian Banks are very basic. However e-

banking facilities provided are at par with thosehe region. (Mhammed, 2012)

Many researchers argue that one of the main detants for the development of internet banking
is the level and quality of information technology a country. The Ethiopian government
considers ICT as an indispensable tool to allevteerty and facilitate a state-transformation
aiming an effective and efficient service delively.has initiated commendable ICT policy
frameworks and several E-Government projects, diofy the Woreda NET Project (ITU4D,

2006).



Banking in Ethiopia faces numerous challenges by dopt and adapt E-Banking applications
and seize the opportunities presented by ICT agipdies in general. Key Challenges for E-
Banking applications are: Low level of internet ew&ation and poorly developed

telecommunication infrastructure: Lack of infrastre for telecommunications, Internet and
online payments impede smooth development and wepnents in e-commerce in Ethiopia
(ITU4D, 2006). So the main purpose of this studyg Wwaexamine the factors affecting customers’

intention to adopt this service.

1.2. Statement of the Problem
Several researches have shown that over the lastdézades the information technology in
general the internet banking in particular, hasnificantly affected the banking sector
development across the world. Currently interreatking has provided a variety of benefit to
banking business since it will enable banks toedéhtiate their service and product as well as

minimizing their operating costs (Mohammed, 2011).

When we see the experience of other countrieslatioa to factors affecting the adoption of
internet banking, for instance, Chun (2012) haddooted exploratory study into the adoption of
internet banking in mainland China which collectieda from two public universities in Shandong
Province established trust was one of the imporitaftdential factors affecting an individual's
intention to adopt internet banking. These findirgBdated prior studies that have found trust as
one of the important factors in intention to adopérnet banking. In another study conducted by
Shah, Ahmad, Sayyed and Bin (2007) on the factfiestang internet banking adoption in the
manufacturing companies in Malaysia. The findingtalklished that security or confidentiality

was taken as additional factor in the adoptionhef technology besides relative advantage and



compatibility which have a significant influence.

Metwally (2013) also conducted a study on “theesssnent of Users’ Acceptance of internet
banking, an Empirical Case of Egypt”. The resudtow that the main factor, which affected

banks customers' decision to use internet bankengce, was ease of use, followed by usefulness
and trust and credibility of the service. Othereemal factors such as personal innovativeness,
individual differences, computer and Internet usgeeience, promoting circumstances and
service assistance, and communication, which datedrihe three antecedents, were applicable

and valid in explaining users' adoption.

When we come to Ethiopia even though e-bankingdras/n quickly worldwide, commercial

banks still conduct most of their banking transawdi using traditional teller based methods
(Yitbarek & Zeleke, 2013). Banking operation islistinder developed due to low level of
infrastructural development, lack of suitable legald regulatory framework, high rates of

illiteracy, frequent power interruption and secpigisues (Gardachew, 2010).

Gardachew (2010) also indicated that even thougbtreinic Banking has been widely used in
developed countries and is rapidly expanding iretigdng countries, in Ethiopia cash is still the
most dominant medium of exchange, and electronyoneat systems are at an embryonic stage.
He also stressed that in the face of rapid expar@i@lectronic payment systems throughout the
developed and the developing world, Ethiopia’s fiitial sector cannot remain an exception in
expanding the use of the system. Certainly the ingrikdustry in Ethiopia is underdeveloped and
therefore there is an all immediate need to emtmarkcapacity building arrangements and
modernize the banking system by employing the stdt¢he art of technology being used

anywhere in the world. Moreover, Internet bankis@inew technology in Ethiopia which needs a
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lot of effort and resources to be easily adoptedcbgtomers. Hence, in order to help banks
improve Internet banking adoption by their custasnet is necessary to examine factors that
influence customers’ intention to adopt Internetkiag service channels. In addition many of the
researches that have been conducted did not coraittare (social norms) as a factor. But in

countries like Ethiopia, people are greatly infloedh by culture. This research was conducted to
fill this gap and focuses on the factors that ieflce customers’ internet banking adoption in
Ethiopian banking industry especially the impact cofiture (social factor). The study also

examine if the results and findings are similaptevious studies.

1.3. Research Questions

This study tried to answer (address) the followiegearch questions;
» What are the factors affecting the adoption ofrimé¢ banking services by individuals for
banking transaction?
» What is the relationship between the factors thi@edhe adoption of internet banking?
» To what extent do the internet payment arrangemaffést the use of internet banking

services?

1.4. Objectives of the Study

The aim of the study was accomplishing the follgyvabjectives:
1.4.1 General Objective

The main objective of this research was to invaséighe factors affecting the adoption of internet

banking in Addis Ababa.



1.4.2 Specific Objectives
In addition to the general objective, the study thasfollowing specific objectives:

> Investigate the factors affecting the adoption rdeinet banking services by individuals
for banking transaction.

» Establish the relationships between the factors dhae the adoption and acceptance of
the services.

» Determine the factors that have strong relationshith the adoption of Internet banking

services.

1.5.Significance of the Study

The major contribution of this study is to identiiye factors that would affect the consumers'
adoption of Internet banking services by consurreisddis Ababa. That is, to identify the most
important factors that are associated with the adopof Internet banking services. This helps
banks to develop a better strategy which attraet® customers as well as to retain the existing
Internet banking services users. Besides, it aldpshthem to identify their strength, weakness,
threat and opportunities in relation to their objers. Banks may know the customers satisfaction
and perception toward Internet banking serviceswél@r, Understanding those factors
influencing to adopt Internet banking servicesesyvmportant because it helps them to improve
their service performance, further, it strengthles telationship between banks and customers in

order provide better services, and contribute tareidevelopments.

This study enables banks to strategically plarr geiducts and service offerings. This study has

significant contribution to the further researchest will be conducted in Ethiopia related to this
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topic, to the banking industry and policy makers.

1.6. Scope of the Study

The study was delimited to a section of the factdfscting internet banking (perceived ease of
use, perceived usefulness, perceived risk, attitundieculture or social factor) and intention to use
among customers in Addis Ababa in seven (7) comialdvenks. This research was conducted in
Addis Ababa by collecting data from customers oé thntire seven sample (private and
government owned) commercial banks providing irgetmanking services. The findings of the
research were generalized to customers in AddidbaAleho are using Internet banking services.

Further, the paper examines a relative amount ok bastomers that operate E-banking system.

1.7. Organization of the Study

This paper contains five main chapters. Chapter mmosides the general back ground of the
study, chapter two summarizes the related liteeatugview, chapter three presents the
methodology of the study, and chapter four presr@sanalysis and interpretation of the study.
The last chapter provides summary of findings, twon, research contributions and

recommendation.



CHAPTER TWO: REVIEW OF RELATED LITERATURE

2. 1Theoretical Literature Review

2.1.1 Basics of Electronic Banking.

Electronic banking is a higher order structure cosaal of several distribution channels. Please
note that e-banking is just a bigger platform tbanking over the internet. However, today's most
common type of e-banking is banking through theerimét, or Internet banking. The term

electronic banking can be explained in many ways Very simple form, it means that customers
provide information and services to banks via cote) televisions, telephones and mobile
phones (Daniel, 1999). For example, Burr (1996dbess it as an electronic connection between
a bank and a customer to prepare, manage, and mdinagcial transactions. Internet banking

allows consumers to access their banks and accandtsonduct banking transactions.

Since Internet banking involves providing facilgisuch as access to accounts, transfer of funds,
online purchase of financial products and serv{&ghye, 1999), at an advanced level it is called
transactional online banking. Terms such as Intdsagking and online banking are often used in

literature to refer to the same thing. Today, titernet is the main channel of e - banking.

Furthermore, it is said that there are three dfiérmeans of distribution in electronic banking:
telephone, PC, and the Internet. For example, D&®99) has introduced four different channels
for electronic banking: PC banking, Internet bagkimanaged network, TV base banking. It is
important to remember that Internet banking isedéht from PC home banking. The obvious
difference is that while Internet banking is browbased, in PC home banking, customers need to

install software packages assigned to banks on PCs.

9



In addition, with PC home banking, customers carop@ banking operations only on PCs that
have assigned software packages installed (Kat@labal. (2002a) , Suggesting that it is the

Internet accessed via a personal computer.

Telephone banking, TV-based banking, and manageebries do not play a major role in today's
banking. However, in the future, it is expectedlhdft from wired Internet connection to wireless
mobile technology. Therefore, electronic bankingsioot necessarily have to be on the screen of
the computer. This can be, for example, on a setaélen of a cell phone or any other wireless
device. With these wireless applications, customema view bank account balances and
transaction history, display pie charts of stoakshie portfolio, initiate payment, order purchase

orders for securities, you can send e-mail.

In this way, with the e-banking technology, banksl dinancial institutions have improved the
effectiveness of distribution channels by redudiagsaction costs and improving service speed.
Electronic banking is the application of informatieechnology to facilitate information and
services via public standards based networks. Taerevarious forms like electronic banking.
Internet banking, mobile banking, telephone bankifigere is a misunderstanding between e-
banking and Internet banking. However, E-banking soad field, Internet banking is E banking

service.

2.1.2. Internet Banking

Internet banking means that banking services swlseavice introduction, loan application,
account balance inquiry, fund transfers, etc. amvided from the bank through the Internet.

Internet banking has evolved into a "one step serdnd information unit" that brings great

10



benefits to both banks and consumers. Accordirdithiael Karlin, president and chief operating
officer of the world's first virtual bank SecuriBirst Network Bank, the idea of Internet banking

is as follows:-

» All transactions are done on a bank server onrtexret infrastructure so you do not need
to purchase software, save data to your computdrack up information.
» Banking services can be used 24 hours a day, 7 alaysek, 365 days a year. It is no
longer necessary to verify bank statements or toualdy track ATM and paper checks.
In addition, Internet banking is defined as a baglservice that enables customers to access their
bank accounts from a computer connected to thenet®n a bank's website to conduct financial
transactions. The evolution of Internet bankingrfre-commerce has changed the nature of the
relationship between individuals and customerstaedprovision of products and services in the

banking industry.

Pikkarainen et al. (2004) defines Internet bankisg'Internet portal" so that customers can use
various kinds of banking services from bill paymémtinvestment. With Internet banking, with
the exception of withdrawals, you can access alratbdtinds of banking transactions simply by
clicking the mouse. When introduced for the fiigtd, Internet banking was mainly used as an
information providing medium for banks to sell geoahd services on their website. However,
with the development of technology and secure elaat trading technology, banks have started

to use Internet banking as a transaction and irdobom medium.

Syed et al. (2011) stated that the emergence efreat banking first started in the 1980s, but grew
worldwide in the 1990s, Europe became the lead#raruse of Internet banking. Internet banking

is beneficial for both providers and customers.tf¢ moment, it can be regarded as the least
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expensive distribution channel for standardizedkb@anagement, such as account services and
transfer of funds (Polasik & Wisniewski, 2009). Bigervices also have the advantage of saving
the time and expense of the bank and minimizingpissibility of causing errors at the bank
counter. Regardless of geographical and temporaisteinternet banking offers a service for

customers conveniently (Padachi et al., 2008).

According to Lu (2010), the banking business idormer bound by time and geography service
without border. Customers can access the accolativedy easily (24 hours a day, 7 days a
week). Sara (2008) argues that traditional bankefitefrom this technology and can take care of

customers in a more efficient, productive and ealpdg way

2.1.2.1 Roles of Banks in Internet Banking

To develop Internet banking for customers, bankedn® improve seriously to cope with
consumer fears and concerns. Also, as both pamtiesfit from it at the end, it is also essential fo
banks to understand the factors that will allowtocoers to adopt Internet banking. Ozelman

(2012) states that banks have two major roles:-

»  Provide access to traditional banking products thia Internet. Traditional banking
products are services provided by banks, such pesds, cash transfers, inquiries of
account balances. Customers using Internet bank@egl to provide customers with as
many services as possible using Internet banking.

»  We support the development of new products enaltfitegnet banking. This means that
the bank should support companies involved in theention of new technologies for

manufacturing new products that make banking abviglen a convenient and easy way.
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This means that as the number of new productsctistbmers allow for Internet banking

increases, the adoption of Internet banking seswa# increase

2.1.2.2 Role of Customers in Internet Banking

The main role of the customer is to benefit froreinet banking as much as possible. Also, if the
convenience and effectiveness of the online seriscgreater than the personalized branch
network service, the customer must be eager to miovenline financial services. These
frequently use internet banking, meaning that ifi yienefit from it, the bank will be started to
improve or maintain the service. They are alsoarsible for commenting on the service after the

parties have finally benefited (Abnet, 2010).

2.1.3 The benefits of internet banking to banks andustomers

The emergence of the Internet has great influenab® spread of Internet banking. With the help
of the Internet, banks are no longer bound by mgeography. Consumers around the world can
access the account relatively easily, 24 hoursya dalays a week. Therefore, Internet banking

brings many benefits to banks and their custom&agdluoto, 2002)

2.1.3.1 Benefit of Internet Banking for Banks

Internet banking has the advantage that banks amicbmpetition, save money, strengthen mass
customization, strengthen marketing and commuminatactivities, maintain and attract
consumers (Daniel, 1999). In addition, Maduku (90&8ands its business geographically even
small banks by consistently existing banks on the&rhet, except that it is a low-cost
advertisement around the world New branch withdaliging large investment. Several benefits

of strong Internet banking services include custosagisfaction and maintenance, attracting new
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customers, developing customer relationships, elpgnsales and market share, improving
corporate image, efficiency, improving customewer and satisfaction , Improve profit margin
Business performance Internet banking servicessraml for the long-term survival of banks in

the world of e-commerce.

According to a survey by Sadullah (2007), Burnhannfl that most banks with websites spend
less than $ 25 thousand to create Web presencetaimang less than 25 thousand dollars per year
| found out that there was. Bernham had said thede figures would rise as banks began offering

Internet banking services, but it did not cost ntbign traditional banking methods.

2.1.3.2 Benefit of Internet Banking for Customers

Internet banking provides all services to customeduding services not provided in branches.
The biggest advantage of Internet banking is that cheap or free to customers. However, the

price seems to be one factor to counter Internekibg (Sathye, 1999, p. 333).

Internet banking is generally not limited by timepdace. Also, it is claimed that electronic banks
are more likely to change in response to custonredsiest (Brogdon, 1999, p. 4). Internet
banking has the advantage that customers can remtomss to bank branches. In this way,
Internet banking saves time and money, providesemence and accessibility, and has a positive
impact on customer satisfaction. Customers can gebanking operations when they need it,

and can enjoy more privacy while interacting witinks.

Internet banking helps consumers to conduct quiek @nvenient financial transactions. This
type of banking allows consumers to verify accdogiinces, transfer funds and order electronic

payment payments. The Internet banking system allmygtomers to apply for loans, trade shares
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or mutual funds, even see the actual images ofkshet deposit slips. With the help of the
Internet, banks are no longer tied to time or gaplgy. Consumers around the world can access
the account relatively easily, 24 hours a day, ysdaweek.

Internet banking is claimed to offer more profitdestomers at a lower cost (Maduku, 2013). He
showed that internet banking is very beneficialctstomers, including cost, time and space
savings, prompt response to complaints, and imgrseevice delivery.

In summary, general e-banking and Internet bankirigg a lot of benefits to both service

providers and their customers.

2.1.4 Different types of internet banking

Molla (2002, p. 2) defines Internet banking as eaclsubset of electronic / online banking. It is
widely defined as providing retail and small vahdded banking products and services through
electronic channels. The definition of this e-baigkincludes various kinds of Internet banking.

» Internet banking using bank's own software. Thisnf@f online banking uses banks as
"electronic gateways" in customer accounts. Custsroan install this software on their
home computer, transfer funds and electronicaliylpks.

» Internet banking via personal computer using dmbkaftware. Here, customers use home
banking software to link to banks for online bargkin

» Internet banking by online service. Bank establisheretail store on a subscriber-based
online service like America Online.

» Internet banking via the World Wide Web. This foroh online banking bypasses

subscription-based services; banks are on the Wuidig Web.
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2.1.5 Customers and internet banking

Lamb, et al. (2000, p.142) defines consumer behas® an act of decision-making units

(individuals as well as families) directly involved obtaining and using products and services
suited to their needs, Decide on these acts. Taetsens refer to activities such as entering and
exiting stores, evaluating products and serviceslaiMe on the market, and actually purchasing

goods.

Rice (1997, p. 78) Consumers are people who pajycesrfor their expenses using services and
products when referring to consumers. Consumervi@he to learn about consumers and their

purchasing behavior.

Schiffman and Kanuk (2000, p. 8) explains that Soners" are used to represent two types of
consumers, individual consumers or business consupreorganization consumers. Individual
consumers are consumers who purchase goods antteseffor themselves and business

consumers are consumers who purchase productpneepti and services to run business.

Block and Roering (1979, p. 132) defines the bedrawf consumer goods as individual acts
directly involved in the acquisition and use of momic goods and services. This includes the
decision-making process for consumers to purchaselsgy By better understanding consumer

behavior, banks can identify customer profiles.

Beckett, others. (2000, p. 20) suggest that the tfpfinancial product purchased has an impact
on consumer purchasing behavior. Secondly, emghgsizust and relationship is also very
relevant to the strategy of banks and other fireniaistitutions. Third, the ability to maintain
customers and increase the profitability of custenevery important (Karialuoto, et al., 2002, p.
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263). Individual differences in consumer behaviavérbeen theorized and found to be related to

the acceptance of new information technology sscimirnet banking (Nelson, 1990, p. 85).

According to Wang (2002, p. 3), the advent of Inetrbanking created a highly competitive
market environment that had a significant impactcomsumer behavior. Therefore, Internet
banking providers need to better understand thtorfadhat affect consumer acceptance for
Internet banking. If it succeeds, banks will infige consumer behavior and it will be a big

challenge to create future competitive advantage.

2.2. Empirical Review of Related Researches

Adoption of Internet banking has been particularbted in academic research over the past few
years and investigated the factors of introductibnresearch on the adoption of individual
Internet banking, two important theories are usgddsearchers. These theories are technical
acceptance model (TAM) and planned behavior thEDBP).

Nasri (2011) is investigating the determinants #atept Tunisian customers' Internet banking
(IB). The purpose of this paper was to identifytéais that affect the adoption of internet banking
services in Tunisia. There were 253 respondenfeuimsia, 95 users of internet banks and 158
non-bank users of the Internet. Factor analysis raggession techniques were used to study
relationships. As a result, the use of internetkbanin Tunisia was shown to be most strongly
affected by perceived convenience, perceived sskurity, and previous Internet knowledge.
Only information on online banking did not affebetintention to use Internet banking services in
Tunisia. This result also suggests that demograflstors have a major impact on the behavior of

Internet banking. Finally, in this paper we recomaed that banks implement a new security
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policy, provide encryption and strong authentigatiand provide a free demonstration computer

course on using Internet banking for banking custam

Braja (2005) conducted a survey to identify reléviactors that New Zealand bank customers
will have in making decisions to use Internet bagkiln this research we used TAM factors in
addition to risk. As a result, it was shown tha¢ thase of perceived use and the perceived
usefulness have important relevance to the intendedBut risk is not important. This is contrary
to other research results. This survey also shbatstTAM has poor ability to explain the reasons

for intention to use online banking services.

Perkins and Annan (2013) examined the factorsittimtence the adoption of online banking in
Ghana. This study is based on TAM which is widedgdi in similar studies. Primary data was
collected from randomly selected customers andyaadl using multiple regression analysis in
SPSS. The results showed that the original cortstnicTAM, ie perceived utility (PU), perceived

ease of use (PEOU), and extension of governmergosuplrust and security was important to

every customer's intention to adopt online banking.

Syed and Nida (2011) conducted a survey to invagitpctors affecting the adoption of internet
banking among internal and external customers kisRa. In this survey, we surveyed samples
of 210 in-company and 151 external respondentagusiirveys of survey surveys for customers
both inside and outside. The internal customer amaemployee of the bank being analyzed. Six
hypotheses - convenience, perceived usefulnesstmation on online banking, Government
support, perceived risks, and security and privadext, we applied multiple regression
techniques to internal and external data to ingagtithe relationships that exist among the factors

for adopting the Internet banking service. As aultesf the analysis, knowledge of Internet
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banking, recognition of risk, security, privacygeeatly affecting external customers increasing
the willingness to adopt Internet banking serviagggyernment support is Internet recruitment

banking service.

For convenience of factors, if external customezgen found convenience, they concluded that
they would never adopt the service. Finally, reseanrs finally apply Internet banking by

minimizing fraud by providing the information indleasiest way, providing more usefulness and
benefits, and providing more security and privacg $tiould recommend that some consideration
be given to it. This will help the banks increasefips by cutting costs, saving time and retaining
more potential users. The findings that the infdramaon Internet banking affects the adoption of

Internet banking services is contradictory to thsuits of the aforementioned Nasri (2011).

Rakesh and Ramya (2014) studied the factors inflagnconsumer adoption in Internet banking
in India. A new element "perceived credibility” wpsoposed to enhance the understanding of
Internet banking's acceptance behavior with respeotonsumer perceived security, privacy
issues and consumer perceived risks. In additioiméorecognized reliability, recognition level,
perceived ease of use, and perceived utility, thegee other factors. The above factors were
hypothesized that it would have a positive impattlee adoption of customers and each other's
Internet banking. Data for the survey was colleckenn 100 participants through a survey
conducted in Mysore, India. Consumer awarenessban found to have a positive impact on
recognized ease of use, perceived utility in Irdebanking, perceived reliability. Perceived ease
of use affects consumer impact of Internet bankiftge perceived utility will have a positive

impact on recognized ease of use, recognized dligditand adoption of Internet banking
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consumers. Perceived credibility has a positive aichpon the adoption of Internet banking

consumers.

Kent E et al. (2011) investigated customer accegtaof Internet banking in Estonia. Three
factors were used to investigate what is affectiveguse of customers' Internet banking. These are
reliability, perceived utility, perceived ease aku They recognized the usefulness and ease of use
from the technology acceptance model and added @asignother factor. A quantitative survey
was chosen to obtain data on the usage and aHitwfdée Internet as a bank channel. We sent
questionnaires to 9000 Bank customers in Estontader for customers to investigate the impact
of the Internet Bank. Therefore, the findings swggdbat Internet banking usage will increase if
customers recognize it is useful. Recognized usefd is central to determining whether the use
of Internet banking is easily recognized will leidan increase in the use of Internet banking.
This means that well-designed, easy-to-use Intdraieks cannot be used if you think they are not
useful. Finally, they finally concluded that thecognized usefulness of Internet banking is an
important factor for promoting customer use for kmarirhey also suggested that technologically
acceptable models should be reconditioned to foou® on the important role of the recognized
usefulness of services incorporated in the teclgyld@hey advised not only to make a user
friendly Internet bank at the bank but also to makeemendous effort to explain to the customer

how the Internet bank is useful.

Safeena et al. (2011) will investigate customemsgieon the adoption of Internet banking in
emerging Indian economies, using a convenient sammthod for collecting student data for
educational institutions through questionnairessdaech variables were recognition of utility,

perceived risk, consumer acceptance, perceivedaase. Factor analysis techniques were used
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for this study. As a result, perceived usefulnpssceived ease of use, perceived risk are the most
important elements for adopting online banking aade been shown to be useful for creating a

strategy development process.

According to many surveys around the world, it haen shown that TAM variables are closely
related to intention to utilize online banking sees. The same can be said in Ethiopia. Zeleke
and Yitabarek (2013) conducted a survey to andigzers influencing decision making adopting

the e-banking service channel in Bahir Dar citythis study we used variables from behavior
theory and technology acceptance model. As a rethdt attitude became clear. Subjective
norms, perceived behavioral control, recognizetitytaind perceived ease of use and perceived
risk were significant in influencing the user'seint using the electronic banking service channel.
This study also showed that in contrast to the Téblel, the recognized utility is not predicted

by the perceived ease of use. This will be inves#id in this study.

Studies by Mohammed (2012) contradict the relahgndetween Yitbarek and Zeleke (2013)
research results and TAM variables. This survey aage to identify and understand factors that
affect bank customers' use of electronic bankimgiges. This research consolidates the technical
acceptance model (TAM) with the theory of the pkohibehavior model (TPB), and proposes a
theoretical model by incorporating the five cullulanensions and perceived risks. Primary data
was collected from 387 valid questionnaires andrilisted to random banking customers of all
26 licensed banks in Jordan. Hypotheses were &@rifsing multiple regression analyzes. This
research rejects this hypothesis when the resiltZeteke and Yitbarek showed that the

recognized usefulness has a positive influencenerattitude and will to use. On the other hand,
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in this study Zeleke and Yitbarek 's research euswhen ease of use confirms a positive effect

on the recognized usefulness.

From the empirical studies discussed above, rese@came up with two research gaps. The first
is that most research is conducted abroad. Thesefoore things should be considered in order to
see factors influencing the adoption of Internatkiag services in the context of Ethiopia. The
second gap is that most of the research does olidm cultures (social elements) as elements.
Therefore, this study cited culture (social elerhastone of external factors. This factor uniquely
makes this research from other studies that hage barried out in Ethiopia, in particular Addis

Ababa so far.

2.3. Theoretical Frame Work

2.3.1. Theory of Reasoned Action

The theory of contemplated activity is a broadlpmined demonstrates from social brain science
which is made out of attitudinal, social impact ayjoél factors to foresee variables (Fishbein and
Ajzen, 1975). As it can be seen beneath in figute iRis estimated that behavioral expectation is
together dictated by demeanor toward performingdaohand subjective standard. Demeanor is
characterized as individual negative or positivaifegy about playing out a particular conduct and
can be dictated by one's conviction that playing the conduct will prompt different results
duplicated by the subjective assessment of thossecpuences (Davis, 1986). Subjective standard
alludes to the individual recognition that the viasstjority who are critical to him think he ought

to or ought not to play out the conduct in questieishbein and Ajzen, 1975). The hypothesis of
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contemplated activity additionally estimates thahdvioral goal is the main direct influence of

real conduct.
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Figure 2.1 Theory of Reasoned Action. Source: Fisheben & Ajzen, 1975

2.3.2. Technology Acceptance Model

The Technology Acceptance Model (TAM), presentedDayis (1986), is an adjustment of the
Theory of Reasoned Action (TRA) particularly altéfer demonstrating client acknowledgment
of data innovation (IT) (Davis1986). Davis (198&peessed that the primary objective of TAM is
to clarify the determinants of IT acknowledgmeneioan expansive scope of data advances and
client populaces. In addition, Davis (1986) recomdesl that acknowledgment of IT can be
controlled by two essential builds: saw convenieand saw usability of the innovation. While
anticipating the acknowledgment of data advancégyl proposes the accompanying elements
are critical: outer factors; convictions about datamovation (saw handiness and saw
convenience), states of mind, behavioral goal, fasgenuine IT utilize. Davis (1986)
recommended that utilizing a data framework isigitdorwardly controlled by the behavioral
aim to utilize it, which is thusly affected by tleients' states of mind toward utilizing the

framework and the apparent value of the framew&tate of mind and saw convenience is
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additionally influenced by the apparent usabilAg. per TAM, more noteworthy saw helpfulness
and the apparent usability of a data framework daitidedly impact the disposition toward this
framework. The demeanor thus prompts a more pramieepectation to utilize the framework,

which decidedly influences one's real utilizatidribe framework.

As indicated by Davis et al. (1986), despite thet that outside factors don't affect states of mind
and behavioral aim to utilize, TAM underlies thessing over part of convictions and demeanors

between outer factors and behavioral expectation.

Perceived

Usefulness
External / \
Variable F Intention to
> System

use 1 Usage
Attitude P

Perceived
ease of use

Figure 2.2 Technology acceptance model

2.4Factors influencing customer’s adoption of intemet banking

2.4.1 Perceived Usefulness

According to Davis (1986), the perceived usefulnems be defined as "a degree of subjective
belief that individuals use specific IT to improweeir work performance.” In other words,
individuals believe that the use of IT positivelgniefits the performance of work related to their
work. Recognized usefulness suggests that usaevédhat it is beneficial to use specific IT. In
order for the user to hold such a belief, sevesalditions must be satisfied. First, if the userdoe

not have prior experience with a particular problevhich suggests that the problem is at least
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somewhat understanding of the nature of the probleven though the problem is not fully

understood to derive a solution | do not know.

In general, users must also have experience imnre#ton technology. This experience provides
the basis for evaluating the ability of informatitechnology to the user and what kind of
usefulness in what circumstances. In the formatibthe first opinion, the user has no practical
experience, but can know the ability of informatitathnology through other communication

channels such as television and newspaper likearaadi friends (Jihyune, 2003).

2.4.2 Perceived Ease of Use

Recognized ease of use reflects "how much indiv&dbalieve that using specific IT does not

require physical and mental effort".

Davis (1986) insisted that all other things wereagperceived that IT was easier to use than
others, and claimed that it was more likely to beepted by individuals. Perceived ease of use
has both direct effect and indirect effect on att# to use. The perceived ease of use is
determined at least in part by the previous expegean the use of IT as well as the amount of
training the user has received. Experience anditgiup to now improve IT utilization. For
example, if an individual feels confident from pimws experiences on a particular IT, that
individual will take a positive attitude towards. [This is a direct effect that perceived ease ef us

will have on attitudes.

Davis (1986) also suggests a relationship betwesnejved ease of use and perceived utility.
Increased perceived ease of use may contributepooved performance. Constructs, perceived
usefulness and perceived usability are extensiuahgstigated by researchers. These studies
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generally confirm that perceived utility and pevesl ease of use are important factors affecting

IT usage.

2.4.3. Attitude

According to Schiffman and Kanuk (1997), attitudese "learned predisposition to act
consistently in a conveniently favorable or objectible manner on a given subject". For
example, in the case of an attitude towards a ctenpilne given object is a computer. In addition,
attitudes can be learned through purchasing actidinsct experience of products, information
acquired from others, exposure to mass media aseerénts, etc. Furthermore, attitudes are
relatively consistent with relevant consumer bebagihyune, 2003).

In the context of TAM, Davis (1986) defined theitatle as "degree of individual's evaluation
impact on usage behavior." Attitudes towards use jaintly determined by two beliefs

(recognized usefulness and ease of use).

2.4.4. Behavioral Intention to Use

According to Davis (1986), the behavioral intenti@flects "the strength of intent of decision-
making to use, or supporting decision-making in dhinThe behavioral intention is jointly
determined by attitude and perceived usefulness. rElationship between attitudes and action
intentions means that everything else is equat, itidividuals with a positive attitude intend to
carry out their actions. In addition, the perceivesefulness directly affects the behavioral
intention. For example, even though an individualyrdislike a particular IT, if individuals have
a high level of usefulness regardless of the indial's overall attitude towards IT, that individual

may continue to use IT.
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In summary, the use of the information system iemained directly by the behavioral intent
using it, and is influenced by the user's attittmeards the use of the system and the recognized
usefulness of the system. Attitudes and perceitgitias are influenced by perceived usability.
According to TAM, the usefulness of the informatieystem and perceived ease of use will
positively influence the attitude towards this syst That attitude leads to a stronger intention to

use a system that has a positive impact on thalacte of the system.

2.4.5. Beliefs and Attitudes

The TPB assumes that attitudes towards behavier tethe extent to which people have positive
or negative emotions on behaviors. Fishbein gt18I75) suggested that the posture is determined
by the belief that people have about the objegtosture, beliefs are formed by the characteristics
of the posture object. Ajzen (1991) also stated tha positive or negative attitude of an
individual depends on results related to undesraolundesirable expected results or purposes.
For example, those who believe online financiaVises are a convenient technology for dealing

with financial activities are taking a positiveitattie toward online financial services

2.4.6. Subjective Norm

Subjective norms are influenced by normative belrefferring to social pressure (Ajzen, 1991)
that knows whether to carry out actions or not.rtive beliefs may be related to the influence
of opinions of social groups such as families arghtls. In the TPB model, the subjective norm is
in a positive relationship with the intention toopdl the Internet banking service, which is

negatively related to the perceived risk. Attitudes positively related to subjective norms.
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2.4.7. Perceived Behavioral Control

According to Ajzen (1991), the perceived behaviaa@itrol reflects the belief concerning access
to the resources needed to perform the action.eThee two elements that affect perceived
behavior control. The first element is "to faciléaconditions” that reflects the availability oeth
resources needed to perform the action. This irdwatcess to the time, money, skills and other
special resources needed to perform the actions&bend factor is "self-efficacy”. It is personal
confidence in the ability to perform actions. Tayémd Todd (1995) suggest that resources (ie
time and money) and individual 'self-efficacy' argortant factors influencing behavioral intent

and actual technical use.

According to Ajzen (1991), when believing that widuals have more resources, those who lack
the necessary resources and confidence can haodlyot their behavior so reducing their

willingness to do actions , Reduce obstacles,

2.4.8. Culture

Culture has no accepted definition in general. téals (1997) defines culture as a collective
programming of mind distinguishing members of omenhn group from another human group.
Shore and Venkatachalam et al. (1996) stated thiaddire reflects individual core values and
beliefs. These values and beliefs are formed thrahgldhood and strengthened throughout all

our lives.

Hofstede (1997) put five cultural dimensions in $tisdy. These dimensions are as follows:-
» Power Distance (PD): The extent to which membersvedk power of institutions and

organizations of a country accepts their power etgimns will be dispersed inequality.
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He pointed out that employees in countries withhhggpwer remote areas believe that
electricity is distributed unequally. Thereforegavhough they are not confident of their
boss's ethics, they tend to accept and completéuties assigned by their superiors.
Uncertainty avoidance (UA): The degree to which rbera of culture feel threatened by
uncertain or unknown circumstances. People with owertainty are hoping to take risks
and make individual decisions.

Individualism vs. collectivism (IDV). Individualisnis a society in which relationships
between individuals are loose. Everyone is expetdddok only at themselves and their
immediate families. Collectivism means a socie@t ils strong and interrelated in groups
where people after birth continue to protect thdwesein exchange for unconscious
loyalty during their lives. In a low culture of inidualism, he instructed people to
emphasize belonging to the group and to respedpimons of other members.
Masculinity versus femininity (MAS). Masculinity peesents a society in which the role
of social gender is clearly different. Femininigpresents a society in which social roles

overlap, but both men and women should be discseéitand related to the quality of life.

In this research, the dimension of culture coliesin is taken into account. Culture (social

element) in this research means the way peoplecéty are related to each other, and more

importance is attached to belonging to the group.

2.4.9. Perceived Risk

Consumer behavior research defines perceptual(FBY about the potential adverse effects of

customers recognizing uncertainty and purchasirgglyots and services. The degree of risk

recognized by customers and the tolerance of ask are factors that affect purchase decisions
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(Nasri, 2011). The perceived risk also makes custsmeject new technical services, and is
related to reliability and system failure. Custoséack the confidence that problems can be
resolved quickly as concerns are raised that tdoggdrased service provision will not function

as expected

2.4.10 Conceptual Framework

There have been few attempts to model the reldtipasetween factors that affect the adoption
of Internet banking. Existing literature has exagdirmodels to deal with factors that individually
influence the introduction of Internet banking seeg but it is hardly knowledgeable about how
these variables fit as part of a more comprehemaipgel It is not done. By creating a model of
factors influencing Internet banking, you can irtigete related variables in detail. The following
model factors that influence the adoption of In&timanking (see Figure 2.3) are expected to be

tested in the current survey.
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY

3.1. Introduction

This chapter presents details of the research nlesig methodology. This includes the research
design, sample size and sampling technique, dat@es@nd collection method and procedure of
data collection. After the data collected, it ix@&sary to utilize statistical techniques to aralyz

the information as this study will be quantitative nature. Therefore, the survey data are

processed using SPSS (version 20). At the end #tlead of data analysis will be presented.

3.2. Research Design

Explanatory study designs using quantitative meterke used to analyze the data collected from
customers. This study used explanatory study desiggxplain and understand the relationship

between variables that is factors affecting intebanking and intention to use.

3.3. Research Type

This study utilized cross-sectional survey; aleveint data were collected at a single point in time
The reason for using cross- sectional design isitha a reasonable strategy to prefer cross —
sectional survey to obtain pertinent informatioonfrcross- section of population at a single point
of time. For the purpose of this study a quantimtpproach of doing research was employed
because, quantitative research answers questionggtha controlled deductive process, allowing
for the collection of numerical data, the predicotithe measurement of variables, and the use of

statistical procedures to analyze and developeanisrs from that data.
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3.4. Sampling Design
The primary purpose of sampling is that by selgctsome elements of a population, the
researcher can draw conclusions about the entpalgiion. The following section examines the
target population, sampling elements, sampling otetthat was used for this study, and the

motivation for selecting the sampling method. ioaéxamines the sample size used for this study.

3.4.1. Target population

To achieve the objective of the study (research)téinget population will be customers of private
and government owned commercial banks which anetly using internet banking. Therefore,
the target population was taken from the 68,16€ustomers who are using internet banking in all

of the 7 commercial banks which are providing in&tbanking services.

Table 3.1.Number of Internet banking users by Bankss of December 31, 2016

< 2016/17 | 2016/17 | Quarterl
< <;E . < N _ 3 % E Q2 Total | Q1 Total | y change
s 18 |5 |« |£ |3 |2 |2 |3 |22 |7 |9 |&e
- —
< & o i s x o} s Z &3 < ® =B
NO | BANK < [a) - < < o n %) T mO| O
1| CBE 13,813| 1,578 | 1,361 | 120 | 4,555 9,878 695 | 1,961 317 266 93 34,637 31284 | 3,353
2 | AIB 1507 5 33 2 41 349 35 43 4 6 2 2,027 141 | 1,886
3| DB 5985 27 191 16 1000 1215 512 471 53 13 14 9,497 8558 | 939
4 | UB 11620 383 125 129 298 362 14 220 7 8 6 13,172 11856 | 1,316
5| NIB 460 460 481 | (21)
6 | ZB 7140 4 27 2 102 24 7,299 0| 7,299
7 | ABB 702 11 12 2 294 10 15 22 1,068 856 | 212
TOTA
L 41,255| 2,008| 1,749| 269 | 6,190| 11,916| 1,256| 2,734 | 381 315 115 68,160 53176 | 14,984

SOURCE: NBE Payment and Settlement Directorate ®@dgpmReport
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3.4.2. Sampling Elements

The respondents were customers from the seven d&iksb The same questionnaire was
distributed to different ranges of respondents Wwhace based on age, gender, marital status,
education level, working experience and job typs.afresult, it could help to generate different

perception among the respondent to obtain the atzuesult in the research.

3.4.3. Sampling Technique

The researcher used convenience sampling designigee. Convenience sampling used in this
study due to the practical difficulties in obtaigithe list and information of the target population

and since it enable the researchers to collectrdata effectively and quickly.

3.4.4. Sample size

A sample of 300 was selected because Lu (2010ymeemded that “minimum sample sizes for
guantitative customer surveys are of the orderO6ft® 500 respondents”. Therefore, the data was

collected from a convenience sample of 300 indigisuvho are customers of the bank.

3.5. Data Source and Collection Method
3.5.1. Data Source

According to Kothari (1990) the task of data cdil@c begins after a research problem has been
defined and research design/ plan chalked out.8\ddtiding about the method of data collection
to be used for the study, the researcher should keenind two types of data viz., primary and

secondary. Thus, data collected from both primad/secondary sources.
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3.5.1.1. Secondary Sources

The secondary data are those which have already beléected by someone other than the
investigator himself, and as such the problemsaatsal with the original collection of data do

not arise here. This study was conducted by gaitpesecondary data from various sources such
as researches, international journal articles; Uess research papers conducted locally,

important books, related to the topic, and etc.

3.5.1.2. Primary Sources

Primary data was collected using questionnairese$g2004) describes a questionnaire as a

booklet of structured, standardized procedure,cpaed and containing open ended questions at
times that are used to collect information from tegpondents who record their own answers. In
order to realize the target, the researcher waagatyin well-designed questionnaire as the best

instrument for the collection of primary data.

This questionnaire was completed by the customkeeelected banks in Addis Ababa. For the
purpose of this study, a quantitative methodologylving a close ended questionnaire was used
as the measuring instrument because it is helpfuhie researcher to reach respondent in less cost
and less time. It provides an opportunity to resjgmms to express their feelings freely. The layout

of the questionnaire was very simple to encouraggqgpation of the respondents meaningfully.

The main reason for appearance and layout of aqumestire is to encourage respondent to
complete the questionnaire so, in this study thestions will be kept as concise as possible with
the actual wording and phrasing of the questiorge fuestionnaires included dichotomous,

multiple-choice response and scaled-response. Meredhe variables were attitudinal and
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measured using Likert scale with five responsegaates (strongly disagrees, disagree, neutral,

agree, and strongly agree).

3.5.2. Methods of Data Collection

The research was conducted by analyzing the cetladata. In order to assess the purpose of this
study, a quantitative methodology involving a closeded questionnaire was used as the
measuring instrument because it helps for the relseato reach respondent in less cost and time
and it also provide an opportunity to responderdsekpress their feelings freely. The
guestionnaires were also including dichotomous,tiplatchoice response and scaled-response.
The layout of the questionnaire was made very &agycourage the meaningful participation of
the respondents and avoid confusion on the patteofespondents. Moreover, the questionnaire
was designed so as to obtain information on aspleperceived usefulness, perceived eases of
use, attitude, culture (social factor), and peregivisk. These information was measured using
Liker scale with five response categories (stromybagrees, disagree, neutral, agree, and strongly
agree). The data was gathered from 300 customeddis Ababa. Customers was approached to
participate in the research while they were waitimgr turn to the counter and the researcher was
stress clearly “the voluntary participation” critebefore distributing the questionnaire to each

participant to fill in.
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3.6. Data Processing and Analysis
3.6.1. Data processing

In this activity the first task is editing, codingassification and tabulation of collected dathisT
data processing procedure has two consecutive ghase

First data cleanup in which the collected raw de#s edited to detect errors and omissions in
response and for checking that the questions aaweard accurately and uniformly and Editing
involves a thorough and critical examination of tbempleted questionnaire, in terms of
compliance with the criteria for collecting mearfilg data, and in order to deal with

questionnaires not duly completed.

The next phase is the process of assigning nunheicather symbols was followed. Coding
involves assigning numbers or other symbols to answo that responses can be grouped into
limited number of classes and categories. Thisshelpeduce the response into a limited number
of categories or classes and then the processasé$ifitation or arranging large volume of raw
data in to groups with common characteristics waplied. Data having the common
characteristics was placed together and the dasaswamarized in tabulation and displayed for

further analysis.

3.6.2. Data Analysis

Statistical Package for Social Science (SPSS) soé\ior version 20 was employed to analyze
and present the data through the statistical tosésl for this study, namely descriptive analysis,

correlation and multiple regression analysis.
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3.6.2.1. Inferential Analysis

According to Sekaran (2000:401), “inferential stttis allow researchers to infer from the data
through analysis the relationship between two et differences in a variable among different
subgroups; and how several independent variablghtngxplain the variance in a dependent

variable.” The following inferential statistical meds are used on this research.

The Pearson Product Moment Correlation Analysis
Cohen and Swerdlik (2002) posit that the Pearsaduit Moment Correlation Coefficient is a

widely used statistical method for obtaining anexa@f the relationships between two variables
when the relationships between the variables eatirand when the two variables correlated are
continuous. To ascertain whether a statisticalgnificant relationship exists between factors
affecting internet banking (Perceived usefulnegscélved ease of use, Perceived risk, attitude
and culture (social factor) and intention to use Broduct Moment Correlation Coefficient was

used.

According to (McDanail and Gates, 2006), correlatomefficient can range from-1.00 to +1.00.
The value of -1.00 represents a perfect negativeeladion. While a value of +1.00 represents a
perfect positive correlation. A value of 0.00 ctatmns represents no relationship. The results of

correlation coefficient may be interpreted as fetlo

Correlation coefficient | Interpretation

(-1.00 to -0.8] High
(-0.8 to -0.6] Substantial
(-0.6 to -0.4] Medium
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(-0.4 t0 -0.2] Low
(-0.21t0 0.2) Very low
[0.21t0 0.4) Low

[0.4 to 0.6) Medium
[0.6 t0 0.8) Substantial
[0.8 to 1.00) High

Accordingly, on this study, Pearson's Correlatiave@icient statistical method was used to
determine the following relationships for the saen@spondents.

» The relationship between Perceived usefulnessrdadtion to use

» The relationship between Perceived ease of usengemtion to use

» The relationship between Perceived risk and imertd use

» The relationship between attitude and intentionde

» The relationship between culture and intentionge u

Multiple Regression Analysis
Multiple regression analysis takes into accountititer-correlations among all variables involved.

This method also takes into account the correlatiamong the predictor scores. Multiple
regression analysis more than one predictor istlyoiregressed against the criterion variable
(Cohen & Swerdlik, 2002). This method is used teestigate the factors affecting the adoption of

internet banking.

Regression functions
The equation of multiple regressions on this stisdgenerally built around two sets of variable,

namely dependent variables (Intention to use) addpendent variables (Perceived Ease of Use,

Attitude, Perceived Risk, Perceived Usefulness @adial factor). The basic objective of using
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regression equation on this study is to make trseameher more effective at describing,

understanding, predicting, and controlling theestatariables.

Independent Variables Dependent Variables
Perceived Ease of Use Intention to use
Attitude

Perceived Risk
Perceived Usefulness
Social factor

Regress Intention to use on the factors affectindné adoption of internet banking
Intention to use = f (Perceived Ease of Use, PeedeUsefulness, Attitude, Perceived Risk and
Social factor)
|U=0+ BLPEU+B2 PU +B3ATT+ P4APR+B5SF+ e
Where

IU = Intention to use

PEU= Perceived Ease of Use

PU= Perceived Usefulness

ATT = Attitude

PR = Perceived Risk

SF=Social factor

e = model error term

Mathematically,
Yi= Bl +P2X2 +B3 X3 +P 4X4 +p 5X5 +pP6X6
Where Y is the dependent variable- Intention to use
X2, X3, X4, X5 and X6 are the explanatory variall@sthe regressors)

» PB1 is the intercept term- it gives the mean or ayeraffect on Y of all the variables
excluded from the equation, although its mechanrtelpretation is the average value of Y

when the stated independent variables are set &mgato.
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> B2, B3, p4 andp5 refer to the coefficient of their respective ipdadent variable which
measures the change in the mean value of Y, per alrange in their respective

independent variables.

3.7. Ethical Consideration
The participants were approached when they arengditeir turn. They were voluntary in order

to have honest answer. They were briefed aboutah&e of study being carried out .Participants

were assured that their responses would remaindsmtial.
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND
INTERPRETATION

4.1. Introduction
This chapter will present a discussion of the fieslults and the process through which the results

were obtained. In addition to this, background iinfation of respondents will be presented.
Finally, the statistical methods of analysis wesedssed, which included a descriptive analysis, a
correlation analysis, and a multiple regressionyais through SPSS version 20. Concurrently,
the result obtained from analysis is also compavid empirical studies to confirm if they are

consistent.

4.2. Data Analysis and Interpretation

To facilitate ease in conducting the empirical gsigl the results of the descriptive analysis are
presented first, followed by the inferential an&dyd he first phase involved editing, coding and
the tabulation of data. This assisted in identdyiany anomalies in the responses and the
assignment of numerical values to the responsesder to continue with the analysis. The data
was then checked for possible erroneous entries amcections made appropriately. The
statistical program used for the analyses and ptaen of data in this study is the Statistical

Package for the Social Sciences (SPSS) version 20.

The descriptive statistics utilized are based @gudency tables to provide information on the
demographic variables, internet usage and intdsapking. Through tables, summary statistics
such as means, standard deviations, minimum anémaxare computed for each of the factors
affecting internet banking service in this studyisTis followed by presentation of inferential

statistics based on each hypothesis formulatedtHerstudy. All statistical test results were
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computed at the 2-tailed level of significance. Hlgha levels of .05 and .01 selected a priori for
test of significance for correlations and multipdgression analysis.

Three hundred twenty questionnaires were distribtdehe respondents and out of the whole 320
guestionnaires, 300 of them were collected thab@ats 93.75% response rate. Accordingly, the
analysis of this study is based on the number e§tjonnaires collected.

4.2.1. Descriptive Statistics

4.2.1.1. Background Information of Respondents
Table 4.1: Background Information of Respondents

No. | Item Frequency| Percent Valid percent Cutiudagpercent
1. Gender of Male 195 65.0 65.0 65.(
Respondents Female 105 35.0 35.0 100.0
Total 300 100.0 100.0
2. Age of Under 25 years 30 10. 10.0 10(0
Respondents 26-35 years 198 66.0 66.0 76.0
36-45 years 72 24.0 24.0 100.0
46 and above - - -
Total 300 100.0 100.0
3. Marital single 139 46.3 46.3 46.8
status Married 161 53.7 53.7] 100.¢
Divorced - - -
Widowed - - -
Total 300 100.0 100.0
4. | Educational | less than 12 grade 18 6.0 6.0 6.0
level —
certificate 28 9.3 9.3 15.3
Diploma 40 13.3 13.3 28.7
Degree 172 57.3 57.3 86.0
Master &Above 42 14.0 14.0 100.0
Total 300 | 100.0 100.0

Source: Own survey, 2017

Table 4.1 above indicates background informationrefpondents participated in the study.
Gender, age, marital status and educational ldvHeosample respondents are displayed in the
table.

As shown from the table item number 1 gender dhstron of the sample, 195 (65.0%) of the total

respondents are male, 105 (35%) are female.
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As far as age of respondents is concerned, 30%d)00the respondents are in the range of under
25 years, 198 (66.0%) of the respondents are inahge of 26-35 years, 72 (24.0%) are in the
range of 36-45 years as revealed from item nurBhodrthe table. From this, it can be understood
that the public and private banks under study ebradi all age groups with majority of 26-35

years.

The above table indicates that the percentageeototfal participants, who married are 53.7% and

those unmarried (single) are 46.3%.

Item number 4 of the table further indicates edooal level of respondents. From the table,
18(6%) of the respondents are less than 12 gra&{8,326) of the respondents are certificate
holders, 40(13.3%) of the respondents are diploatdelns, 172(57.3%) of the participants of the

study are degree holders and 42 (14%) of the relguis are Masters and above holders.

From this one, we can understand that most of ¢éspandents are Degree holders. Therefore,
they would have the ability to fill the questionmaby having know-how about factors affecting
the adoption of internet banking services provitltgdcommercial banks (i.e. Government and

private owned).
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4.2.1.2. Information of Respondents about theirinternet usage

Table 4.2 information regarding internet usage

No. | Item Frequency| Percent Valid Cumulative
percent percent
1. Have you ever | Yes 300 100.0 100.0 100.0
used the No - - - -
Internet Total 300 | 100.0 100
2. | Ifyes, do you home 18 6.0 6.0 6.(
use Internet at | workplace 131 43.7 43.7 49.7
internet cafe 97 32.3 32.38 82)0
library 54 18.0 18.0 100.(
Total 300 | 100.0 100.(¢
3. | You use the email 66 22.0 22.0 22.0
Internet for Entertainment 70 23.3 23.3 45/3
Study 57 19.0 19.0 64.3
Update on current 107 | 357 35.7 100.4
news
Total 300 | 100.0 100.(
4. | How often do Daily 191 63.7 63.7 63.1
you use internet| Sometimes 89 29.7 29.7 933
rarely 20 6.7 6.7 100.¢
Total 300 | 100.0 100.(

Source: Own survey, 2017
Table 4.2 above indicates internet usage informatiorespondents participated in the study. Use
of internet, place of using internet, the purpose of internet and usage frequency of the sample

respondents are displayed in the table.

As it is displayed in the first section of the abdable all of the respondents use internet. la lin
with this, the majority of the respondents i.e. @317%) reveal that they use internet at work.
Further, 107(35.7%) of the participants of the gtalisclose that they use internet to follow
updates on current news (issues). Finally, 191068.@f the respondents reveals that they use

internet on daily basis.
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