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ABSTRACT
Electronic banking is one of the modern approaches used by most financial institutions in doing
transactional activities such as buying and selling, transferring capital or receiving capital,
making inquiry or verifying information and others. The e-banking system allows banks to offer
various services to the customers and some of these essential services may include lending,
receiving financial advice, providing other products, deposit taking, account management,
electronic payment of bill and others like sending e-mobile money. The main objective of the
study was to determine the factors influencing the adoption of e-banking at Ecobank Ghana.
Specifically, the study sought to; determine the effect of perceived usefulness of e-banking, the
effect of security of e-banking on e-banking adoption, the effect of accessibility of e-banking on
e-banking adoption and the effect of perceived ease of use of e-banking on e-banking adoption at
Ecobank Ghana. This study employed quantitative research approach and structured
questionnaire. Sample size of 200 customers were selected for the study. SPSS version 23 was
used to analyzed the data. The study found that perceived ease of use, perceived usefulness and
e-banking security had significant effects on e-banking adoption. The study however found that
accessibility had insignificant effect on e-banking adoption. The study concludes that factors
such as perceived ease of use, perceived usefulness and e-banking security influence the
adoption of e-banking among customers at Ecobank Ghana. The study recommends that while e-
banking is convenient and preferred by many customers, some customers are reluctant to use it
due to the inability to read and follow electronically programmed commends, hence the need to
redesign electronic devices to include command audio systems that use local language to
increase accessibility for all customers. The use of local language would ensure that voice

commands are used to guide people who cannot read and follow processes.
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CHAPTER ONE

INTRODUCTION
1.1 Background of the Study
E-banking per the BCBS (2003) is the process of conducting financial activities through the
electronic medium. Electronic banking is one of the modern approaches used by most financial
institutions in doing transactional activities such as buying and selling, transferring capital or
receiving capital, making inquiry or verifying information and others. The e-banking system
allows banks to offer various services to the customers and some of these essential services may
include lending, receiving financial advice, providing other products, deposit taking, account
management, electronic payment of bill and others like sending e-mobile money (Committee on
Banking Supervision, 2003). Although, researchers have given different ideas concerning the
definition of e-banking yet there is no single definition for the concept (Abor, 2004; Boateng and

Molla, 2006; Karma et al. 2014; Ahmed and Phin 2016).

The introduction of e-banking has made it possible for the banking sector to improve their
financial services such as offering diverse services ranging ATM services, online services like
purchasing and related services (Azouzi, 2009). The e-banking is an online service introduced
recently by the telebanking in Ghana (Abor, 2004). Telebanking is the process of conducting
financial activities using technological systems. E-banking enables customers to get access to
financial products with the use of technological devices such as mobile phones and other
telephone calls to transact business with financial institutions. E-banking also uses Automated

Voice Response (AVR) that allows customers to make orders and request from a particular bank



through telebanking processes. Through electronic banking, customers are able to access diverse

financial services in the banking sector (Boateng and Molla, 2006).

Although, e-banking has several benefits to both the financial institution and customers but due
to some risks associated with the electronic system managers sometimes encounter operational
challenges which affects the growth and development of the institution. Studies have identified
that e-banking could be affected by three factors and these factors may include customers’
attitude, perceived benefits and perceived usefulness. Regarding behavioural intention, Lee
(2008) employed the theory of TAM and the TPB to explain customer behaviour in relation to e-

banking adoption.

ATM is a new electronic banking technology introduced in the banking sector to offer financial
services to potential customers. The ATM machine allows customers to withdraw money using
registered card with security codes (Boateng and Molla, 2006). The ATM card allows customers
to withdraw money any time the need arises. This technique was first adopted by Trust Bank in
the year 1995 (Abor, 2004). This new online transaction has involved many Ghanaians due to its

flexibility (Boateng and Molla, 2006).

Evidence has shown that there have been several searches regarding e-banking. For example, in
Pakistan Mehmood et al. (2014) assessed the factors (Perceived Usefulness, Trust, Privacy and
Security, Self-efficacy and Web Design) affecting e-banking in Pakistan and revealed that e-
banking was influenced by factors such as perceived usefulness, self-efficacy and trust. Again,

the result showed that privacy, web design and security had positive relation with e-banking.



Besides, in Kenya, Gikonyo (2014) discovered that men use the banking system more than
women and that public awareness or education had no significant effect on the adoption of e-
banking system. The study asserted that, factors such as security, government policies, internet,
customer awareness and information promote the adoption of e-banking. However, cost of

adoption was identified as a major challenge affecting the adoption of e-banking system.

In Tunisia, Nasri, (2011) determined the factors affecting e-banking in Tunisia and found that e-
banking adoption in Tunisia had been influenced several factors and some of the factors included
perceived risks, perceived convenience, perceived security and already existing internet
knowledge. Other factors were security, risks and general knowledge. Al-Smadi (2012)
discovered that perceive perceived ease of use and perceive usefulness were factors affecting e-
banking adoption. Electronic banking today had improved many financial institutions in terms of
performance and service delivery. The system has also become a competitive tool used by

financial institutions in achieving competitive position in the financial market.

Maditinos et al. (2013) revealed that factors such as perceived ease of use, perceived risks,
security, perceived usefulness and related factors influenced customer attitude towards the e-
banking system. In this case, if the customer feels satisfied with the system the possibility of
developing positive attitude towards the system would be high and otherwise. However, risks
associated with e-banking system influence bank performance. In the city of Bahir Dar, Takele
and Sira (2013) explored customers intention about e-banking and discovered that customer
attitude, perceived behavioural control, perceived ease of use, subjective norm, perceived

usefulness and risk were factors that influenced e-banking adoption.



1.2 Problem Statement

Several researchers have conducted studies concerning e-banking system (Boateng and Molla,
2006; Brar et al., 2014; Sheikh et al., 2014; Sharifi and Homayounfar, 2016). Sheikh et al.
(2014) for example assessed the factors influencing e-banking adoption in the financial
institution and discovered that factors such as security, information availability, perceived risks,
prior internet knowledge and demographic factors had positive impact on electronic banking.
Again, the researcher indicated that electronic banking was affected by five main factors and
these factors were convenience, security, information availability, perceived risks, prior internet
knowledge and among other. Brar et al. (2014) revealed that PU, PEU, subjective norm and
behavior had significant impact on e-banking adoption. This study employed the TPB and TAM.
E-banking though is a concept that is widely accepted in Ghana yet there are limited studies
concerning the concept. Ghana had been noticed to have achieved greater improvement in its
banking industry and some of these growths are as a result of the adoption of e-banking systems

in the banking activities of the financial institutions (Dalberg, 2013).

Aside these areas, there is still the need for other researchers to explore some aspect of e-
banking, for instance dimension being security, accessibility, perceived usefulness, perceived
ease of use, the socio-cultural and security dimensions. This study thereby has employed security
and socio-demographic factors into the technology acceptance model to determine e-banking

adoption among customers of eco-bank Ghana.



1.3 Objectives of the Study
The general objective of the study is to determine the factors influencing the adoption of e-

banking at Ecobank Ghana. The specific objectives include:

a. To determine the effect of perceived usefulness of e-banking on e-banking adoption at
Ecobank Ghana

b. To examine the effect of security of e-banking on e-banking adoption at Ecobank Ghana

c. To determine the effect of accessibility of e-banking on e-banking adoption at Ecobank
Ghana

d. To assess the effect of perceived ease of use of e-banking on e-banking adoption at

Ecobank Ghana

1.4 Research Questions
To address the stated objectives, the following constitute the proposed research questions:
a. What is the effect of perceived usefulness of e-banking on e-banking adoption at
Ecobank Ghana?
b. What is the effect of security of e-banking on e-banking adoption at Ecobank Ghana?
c. What is the effect of accessibility of e-banking on e-banking adoption at Ecobank Ghana?
d. What is the effect of perceived ease of use of e-banking on e-banking adoption at

Ecobank Ghana?



1.5 Significance of the Study

The study would help stakeholders within the banking sector in formulating and establishing
internal mechanisms to help promote the performance of the institution such as promoting
economic growth and productivity. Also, the government would benefit from this study by
applying the suggestions of this study to help enhance the activities of the banking industry to
achieve economic growth and stability. Again, commercial banks and other financial institutions
would benefit from this study by adopting e-banking systems to help improve service deliveries.

This study would serve as future evidence to aid future researchers carry put their related studies.

1.6 The Scope of Study

This study would be structured into three as follows: Contextual, time horizon and geographical.
Contextually, the study is to determine the factors influencing the adoption of e-banking in
Ghana. specifically, the study will consider how factors such as perceived usefulness, security of
e-banking, accessibility, perceived ease of use of e-banking on e-banking adoption at Ecobank.
Geographically, the study will focus on Ecobank customers in the Takoradi metropolis. In terms
of time perspective, the study will consider cross sectional data. That is the study will consider

only present practices of e-banking adoption.

1.7 Research Methodology

This study will employ quantitative research to determine the factors influencing the adoption of
e-banking in Ghana. The study would use both primary and secondary data. The primary data
shall be gathered using a survey data collection method. Also, the study would deploy 200

respondents to answer the research questionnaires. The actual sample size would be determined



using Morgan and Krecie (1970) statistical formula at 95% confidence interval on an estimated
12000 customers of the Ecobank Ghana who engage in e-banking service. The sample size
would be chosen using the convenience sampling method. Again, the data would be analyzed
using the SPSS. Again, data would be presented using descriptive statistics analyses, correlation,
Least Square Regression, Heteroscedasticity, Multicollinearity and Normality test (Reliability

and Validity).

1.8 Organization of the Study

The study shall be grouped into five chapters. Chapter one would provide the general
introduction of the study. Chapter two would provide the literature review of the various
concepts including the theoretical review. Chapter three shall provide the methods used by the
researcher in conducting the study. Chapter four would provide the data analysis and
presentation and Chapter five would end by providing the summary of findings, conclusions and

recommendations.



CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
The chapter presents review of related studies in relation to factors influencing the adoption of e-
banking with emphasis on Ecobank Ghana. Particularly, the overview of the construct, the
theoretical orientation, the empirical review as well as the conceptual framework have been

presented.

2.1 Conceptual Review

2.1.1 Electronic Banking

E-banking is some other form of banking in which money are shred via the change of digital
indicators among economic institutions instead of via the change of cash, cheques or other
negotiable contraptions (Al-Hawary and Hussien, 2017; Perera, 2018; Lin, Wang and Hung,
2020). Internet banking (IB) is termed as the availability of banking services through an open
computer internet network straight to the comfort of a customer at a private account (Maltio et
al., 2015; Lin, Wang and Hung, 2020). A large term used to outline the range of banking services
and products offered through virtual, internet and mobile technology is known as internet
banking (Kim et al., 2011). Internet banking technology is the range of services beginning from
ATMs to Smartphone banking, domestic computers, television, the net and now mobile banking
(Parker & Parker, 2008). Those technologies are getting an increasing number of popular inside
the banking industry and are used to provide great offerings to customers requiring comfort and
technological information and to reduce the bank's running charges (Nasri, 2011). Internet and

cell banking have grow to be the maximum vital retail channels that banks are using to serve



their clients in step with their expectations and thus enhance their market proportion and

effectiveness (Mwiya et al., 2017).

Timothy (2012) alludes advanced banking to the utilization of the Internet as a far off
conveyance channel for regulatory purposes, for example, enrolling financial balances, moving
assets among accounts and electronically recording and covering tabs. The framework can be
given in two standard manners. A money related establishment with a physical office can set up
a site and offer its administrations to its clients notwithstanding the standard conveyance
channels. The subsequent route is to make a virtual bank where the PC worker is situated in the
branch, which is the legitimate side of the bank.Banks offer their clients the possibility of
depositing and withdrawing cash through ATMs or various remote transport channels, for which
an administrative fee is charged. Electronic banking is now the channel for banking services

(Mwiyaet al., 2017).

Raza et al (2017) defined e-banking as web portal in which clients perform numerous banking
activities which includes; bill payments as well as investments making. Similarly, to cash
withdrawals, e-banking gives clients cheap right of entry to some of the transactions of the bank.
Masoud and AbuTaga (2017) term electronic banking as an isolated financial institution that do
not best manages the flow of statistics among the purchaser's "domestic places" (e.g., houses,
offices, etc.) and the bank's physical centers, but also orders, income, distribution and offerings,
where the patron and the monetary group's agent are not within the identical physical location on
the equal time. In line with Mols (1998), the robotic transmission of the modern day and

conventional banking products and services immediately to clients by way of electronic approach



is known as electronic banking. This approach allows the customers to access their accounts,
make transactions, perform evaluations as well as receive quality feedback from the banks.
Internet banking services provide customers with access to financial services remotely, including
collections, bill payment, financial payments and transfers via the Internet, but not in branches of
financial institutions; via the Internet using information devices, including desktop computers,
laptops (PCs) and mobile devices (Liang and Wu, 2015). With online banking, there are no
physical staff in the branches or units and customers have access to the transactions or services
they want, anytime, anywhere (Liang et al., 2010; Chen et al., 2012). By offering e-banking
services, operators of financial institutions can achieve many benefits and increase competition
between companies, e.g. by reducing transaction time and the cost and staffing requirements for
setting up branches, thereby improving the quality of services and customer satisfaction.
Electronic banking can be described as a branch that includes online banking or (electronic
banking), television, mobile telephone and computer banking (or offline banking), where
customers can purchase these services using an intelligent electronic device such as a computer,
PDA, ATM, POS, kiosk or touch phone (Masoud and AbuTaga, 2017). According to Masoud
and Abu Taqa, there are unique forms of electronic banking, and here are some of the most
important:

Automated Teller Machines(ATM)- are digital terminals that allow customers to obtain banking
services at any time. To withdraw money from an account, make deposits or transfer money
from one account to another, the consumer must have a bank card and a PIN. POS - this device
allows the consumer to pay for retail purchases with a credit card or debit card. This card is in
the sort or form of a credit card yet with a huge variation. The purchase money is without delay

transferred from the account of the owner of the debit card to the account of the supplier (Malak
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2007; Mwiya et al., 2017; Raza et al., 2017); internet/extranet banking -is a virtual domestic
banking gadget that makes use of internet technologies which help the clients to transact money
to the bank via computer system. The services which permits clients to make or conduct some
banking services such as request for opening account and money transfers through short text

messages is known as mobile banking.

2.1.2 History of Electronic Banking in Ghana

Office computerization frameworks were the most essential sort of web, electronic and
correspondences advances utilized in Ghana. Phone, wire and fax were utilized to accelerate
client care and improve its proficiency. The data and correspondence innovation chiefly utilized
for banking exchanges was kept up throughout the years. Afterward, during the 1980s, as rivalry
got fiercer and PCs got common, all banks in Ghana started to utilize them in the background
and later they were utilized at ATMs to serve their clients. On account of advances in data
innovation, banks had the option to consolidate their branches and shops, making the way of
thinking of a solitary branch a reality. Barclays Bank Ghana Limited and Standard Chartered
Bank Ghana Limited presented this significant electronic advancement that changed the nation's

financial scene.

The ATM is probably the most advanced electronic tool in Ghana and in the world. In Ghana,
banks have partnered with us to manage ATMs, which has improved their customer service.
Ghana Trust Bank (now in partnership with ECOBANK) opened the first ATM in 1995. Since
then, several major banks have put their ATM networks in a competitive position. Ghana

Commercial Bank started ATM utility in 2001 in cooperation with Agricultural Development
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Bank. Almost all banks in the country have now put the use of ATMs into operation. ATMs are
the most efficient way to distribute banking services to retail customers in the province.
Customers do not forget this, as it is important in terms of their preference for banks, and banks
that have delayed the introduction of their ATM structures have suffered irreversibly. The ATMs
have managed to create a philosophy of the only branch in the county being networked, so that

people do not always have to go to their branch to do banking.

Although ATMs have proven to be extremely efficient through their amazing use, it has been
found that it is possible to increase the competitiveness and efficiency of banks by providing
even better customer service. Information and Communication Technology (ICT) had again
become a driving force, making home banking services and branches a reality. In Ghana, some
banks have started to offer automated banking services, especially for companies. Banks serve
their clients with proprietary software to access their bank accounts, sometimes via the World
Wide Web (www). However, these activities are more limited as they are entirely focused on
business customers. Banks see the internet as a way to maximize their income and improve their

competitiveness. At present, several banks in Ghana are still active on the Internet (I-Banking).

In the past, companies that wanted to achieve too high a level of customer satisfaction
concentrated on finding the best and most popular servers in order to offer high quality products
and services in their target markets. Lately, customers have not only demanded more quality, but
also insisted on fast delivery of services and products. As a result, companies must face these
changes if they want to remain competitive. As customers are under pressure for more time, the

waiting time seems longer than ever before. If companies succeed in improving customer
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perception of lost service wait times, customers will feel less frustrated and more satisfied with
the service they receive. In addition, as services within the national financial system expand, the
typical 40-hour week structure will collapse. During these days, weekends are working days and

24-hour customer service is provided via Internet banking.

Over the last decade, the GoG has made a determined effort to promote the "knowledge-based
economy" mechanisms in order to make Ghana a country ready to develop ICT. Internet use in
Ghana has also improved significantly since the liberalization of the telecommunications sector
in the 1990s. In 2005 there were 18.1 internet users per 1,000 inhabitants, compared to one
internet user in 1999 (ITU, 2007). Between 1999 and 2005 the number of computer owners per
1,000 inhabitants increased 52 times. A national policy for accepting IT was established in the
year 2003 in the aim developing IT-base system of socio-economic development. The results of
these projects can be found in the November 2005 issue of African Business magazine. In an
article on the Ghanaian profile page with the headline "More cakes but less associations" it says:
"Ghana has the most developed IT sector in West Africa. For a country that can indeed be
defined as the poor end of the global digital divide, it’s critical to know about the effect of ICT
on Ghana's financial sector, which also tends to contribute significantly to the income of the

service sector in Ghana (ISSER, 2005).

2.1.3 E- BankingAdoptingChallenges
E-banking even with its several advantages, had challenges in its package’s installation. Various
challenges issued by preceding research works encompass Technological factors, security,

infrastructure, regulatory and legal issues and Socio-Cultural challenges.
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Technological factors: a hit e-banking adoption requires effective technology management. The
restrained access to financial offerings is attributed to three primary demanding situations:
limited scale (outreach), intensity and the high cost of imparting monetary offerings.
Imperatively, the equipping of financial offerings to several individuals, mainly inside the depth
of rural areas, the use of traditional department networks involves high charges (Lin, Wang and
Hung, 2020). In an effort to conquer these demanding situations, financial service companies in
an increasing variety of nations are locating innovative methods of delivering financial services.
Using ICT is certainly presenting a way to growing scale and depth, even as lowering prices in
the provision of financial services. Studies advise that technology plays a considerable function
in enhancing financial access by means of taking financial utilities in a sustainable approach to
under-served and un-served vicinities (Lin, Wang and Hung, 2020). Research additionally
display that technologies including ATMs, mobile phones and points-of-sale (POS) systems are
more and more being utilized to lessen costs and enhance access for low-income clients
(Martina, 2015). These technologies are offering alternative conveyance channels for the

delivery of financial utilities.

Security: Security is also a serious issue and a basic requirement for online banking. Security in
online banking is about checking customer and bank data and protecting transmitted information
from being intercepted. This authentication can be carried out with personal data and passwords
of individuals. It is also necessary to implement a method to protect against the rejection of
buyers and customers once the payment process has begun (Barnes and Hunt 2001). As indicated
by Worku (2010), e-banking structures ought to likewise consider the requirement for

multilateral security keys, for example the security needs of all gatherings associated with e-
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banking frameworks. An unstable e-banking structure can nor be endorsed nor gain the trust of
clients. Trust is one of the most significant components that make e-banking frameworks alluring
to clients. Worku (2010) has likewise called attention to that e-banking programs are a security
challenge since they depend on basic ICT frameworks that make weaknesses in banks and
business organizations and can hurt clients. It was pivotal that banks recognize and address
security issues so as to understand the capability of ICT in the arrangement of internet banking
administrations. Programming disappointments can likewise be viewed as security issues, as they

pulverize all portions of the system and lead to critical misfortunes.

In the perspective on Tadesse and Kidan (2015), there are significant security challenges. The

following are a portion of those difficulties:

Divulgence of private data: In the field of electronic installments, there are a few manners by
which interlopers can get to private data. For instance, programmers can catch arrange traffic to
access private data. There is probability to get touchy data put away on a PC associated with the
Internet. This data can be utilized for misrepresentation that can bring about loss of cash.
Duplicating: is the formation of new data or the proliferation of existing data that is actually
solid however not legitimate. Instances of forging incorporate the cloning of electronic cash to
copy use and the making of bogus records. A typical type of falsifying is the duplication of
electronic information on an installment card (for example an ATM card), which makes it

conceivable to copy cards and pull back cash from accounts (Mwiya et al., 2017).
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Illegal alteration of payment data: Illegal modification of payment information can lead to loss
of money and loss of customer confidence. Changes to transaction account numbers can result
from incorrect payments, payment amounts or electronic balances on electronic media. Another
problem with electronic payments is that an attacker may use a fraudulent website to obtain
credit card numbers and other private and/or financial information. According to Raza et al
(2017), the most common approach to securing electronic banking transactions is the use of
encryption technologies, including encryption and digital signature. However, the use of these
technologies reduces their effectiveness, and ultimately a balance must be struck between

security and efficiency.

Infrastructure: Another test related with the presentation of e-banking is the arrangement of a
proper foundation. A successful execution of e-banking requires a dependable and practical
foundation that is available to the overall population. The most mainstream correspondence
framework for Internet banking is a PC connect with the Internet. Numerous parts of the Internet
bank utilize the system to speak with clients. Another correspondence foundation for Internet
banking clients is the cell phone organize utilized for cell phones. The computerization of the
financial segment is additionally an essential for e-banking. It is critical to have a shut budgetary
system that joins banks and different money related establishments. This system is frequently

utilized between various banks or budgetary parts for charging and installment affirmations.

As indicated by Kumaga (2010), low degree of web entrance and helpless media
communications framework are hampering the turn of events and improvement of web based

business in creating nations. In this unique situation, the Nigeria Microfinance Assessment
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(2010) presumed that endeavors by the Nigerian government and other money related and ICT
entertainers to change Nigeria's installment structure from a money stage to a globally
acknowledged option electronic methods have been obstructed by the absence of an adequately
evolved broadcast communications framework. Another significant test in this setting is the
normal interference of intensity gracefully. This can prompt various issues in Internet banking,
fundamentally identified with the force gracefully. This will drive banks to depend on
generators, bringing about high working expenses. These issues are viewed as confinements for

the advancement of Internet banking.

Administrative and Legal Issues:Laws, principles and different guidelines embraced at national,
local or worldwide level are the primary requirements for the viable usage of e-banking
administrations. A portion of the key components are hostile to illegal tax avoidance guidelines,
oversight of business banks and money related establishments, management of installment
frameworks by national banks, insurance of clients and data, co-activity and rivalry (European
Central Bank, 2002). As per Mishra (2009), the virtual and universal nature of electronic
installments has additionally been characterized in lawful terms, remembering locale and
relevant law for instance of questions, legitimacy of electronic data, electronic agreements and

computerized marks.

Some other critical difficulty that needs to be assessed is the legal and regulatory framework that
will promote trust and assist in the technical effort to meet this objective. In this scenario, the
backing from the law is required to guard the customer’s interest and banks in many regions link

with electronic banking and payment plans. The law should tackle some of the most vital
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concerns, consisting of legal responsibility for losses in the event of fraud, distribution of losses
within the occasion of insolvency, obstacle of manage, evidence and burden of evidence,
information retention, fraud prevention, and many others (ECB, 2002). this could be
accomplished by way of adopting model legal guidelines at worldwide degree, along with the
UNCITRAL model law on digital trade (1996), the UNCITRAL model law on digital Electronic
Signatures (2001) and at regional stage, including the SADC Model Law on electronic

Transactions and Data protection (Mishra, 2009).

Socio-Cultural Challenges: Cultural and authentic contrasts in the treatment and utilization of
various kinds of cash (for example the utilization of Visas in North America and the utilization
of check cards in Europe) have eclipsed the making of a worldwide system for electronic
installments. Contrasts in the degree of security and execution required between individuals of
various societies and in the degree of progress compound the issue (Raza et al., 2017; Mwiya et

al., 2017).

2.2 Theoretical Review

2.2.1 Theory of Reasoned Action (TRA) and Theory of Planned Behaviour (TPB)

The TRA figures out the deliberate behaviour determinants and emerges from social psychology.
TRA assesses the perception of behaviour used in the strategies used to shape the individual
mindset toward that behaviour and also assumes that the individual is sound and constant.
Behavioral goal, attitude and subjective norms are the three constructs the principle is based on.
Attitude is the collection of perceptions associated with an exact character when that unique

conduct is matched positively or negatively: "Do | lead nicely? Fishbein and Ajzen (1975). The
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norms that have an effect on of people in certain social surroundings on their behavioural
perceptions are known as subjective norms: "Will individuals who are essential to me take this
behaviour? In broad terms, subjective norms are the beliefs of individual, measured via the cost

connected to any view that impacts their behaviour.

Fishbein and Ajsen (1975) define behavioral intention as the characterization of both attitudes
and subjective norms related to this behavior. It is this intention that has been discovered to
define actual behavior. With regard to Internet banking, the TRA suggests that intention to
participate or not in Internet banking can be determined on the basis of subjective standards and
personal attitudes to internet banking. To facilitate the prediction of behavioral intentions, the
TRA proposed to combine the principle of Perceived Behavioral Control (PBC) to the constructs
of subjective attitudes and standards. Ajzen (1991) show perceived behavioral as an idea of how
easy or difficult it is for a person to behave in the face of potential barriers: "If | wanted to, could
| do it? Empirically, TRA and TPB are widely used to monitor the introduction and individual
use of various technologies (Hanafizadeh et al., 2014), including online banking in the UK,
Jordan, Taiwan and Hong Kong (Chen et al., 2006; Yousafzai et al., 2010). In the Zambian
context there is no analysis in the literature of the use of electronic banking based on TRA and

TPB, which limits the synthesis of the results of previous studies.

2.2.2 Technology Acceptance Model (TAM)
TAM was created by Fred Davis (Davies, 1989). This rule was adjusted based on the Theory of
Reasonable Action (TRA). This model is most ordinarily used to quantify the level of

acknowledgment of the innovation. As indicated by this model, the utilization of a data gadget
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depends on the impression of comfort and perceived ease of use. Positive or negative
perspectives towards the innovation are an element of saw perceived ease of use and usability.
The main idea, perceive usefulness (PU) is "the abstract capacity of the client to utilize the
picked perceived ease of use framework to improve its presentation” (Davis, 1989). It was at first
clarified in the investigation of human work and afterward utilized for any typical work inside or

outside the earth of the association.

The subsequent thought, PEU, is "the degree to which the client anticipates that the center
framework should be without exertion™ (Davies, 1989). PU is in like manner enlivened by PEU.
Just like the case for the TRA and TPB, the intensity of such beliefs, mentalities and expectation
in deciding real conduct in huge part depends upon the degree of estimation explicitness obtained
(Ajzen and Fishbein, 1980). So as to receive these proposals to the innovation acknowledgment
setting, it is fundamental to evaluate convictions with respect to utilizing innovation, rather than
the innovation itself. Observationally, the TAM model has been utilized comprehensively to
investigate individuals' acknowledgment and utilization of different innovations (Shaikh and
Karjaluoto, 2015, for example, e-banking in United Kingdom, Malaysia, Iran and Jordan
(Yousafzai et al., 2010; Alsmadi, 2012). Be that as it may, there is no any examination in the
Zambian setting basically dependent on the TAM model; this cutoff points generalizability of ex

study's decisions.
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2.3 Empirical Review

2.3.1 Perceived ease of use and E-banking Adoption

The PEU is "the extent to which a person finds the device simple and easy to use". This means
that you will not have any complications. In addition, much less time-consuming systems have
been shown to increase human productivity (Mwiya et al., 2017). The perception of user-
friendliness has had a huge impact on usage, with the intention of being the determining factor.
The perceived ease of use can be a good indicator, perhaps even greater than the perceived ease
of use, of the effectiveness of an information system when process issues are at the forefront
(Venkatesh and Davis, 2010; Lin, Wang and Hung, 2020). The perceived ease of use has a direct
or indirect influence on the perceived ease of use. User-friendly information technology entails
fewer risks for the individual (Moon and Kim, 2011). The more customers understand that digital
banking is easy to use, the more likely they are to use online banking services (Blachander,
2011).

PEU refers to the degree to which individuals claim that using the right technology requires little
or no effort (Mwiya et al., 2017). The current perceived ease of use does not say whether a new
information system is being used, but whether a user-friendly mindset is being created. Previous
studies (Sikdar et al., 2015; Lee and Kim, 2017) show that the perceived ease of use is a
reasonable context for a positive attitude towards online banking and consumer
pleasure.Malhotra et al. (2014 examined the elements that affect the execution of online banking.
The execution of online banking was affected by the following elements; the PU, PEU, perceived
chance, image, outcomes demonstrability, perceived behavioral control and subjective norm.
However, the perception on the execution of online banking was not affected by some of the

elements such as the perceived usability, perceived reliability and private effectiveness. The
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survey outcomes have to be very beneficial for bank dealers. An evaluation of the factors
diagnosed in this survey will permit the managers of banks to concentrate their efforts and assets
at the most effective and efficient ways to sell long-term banking offerings and could inspire

clients to apply on-line banking.

Perera (2018) has recognized components that impact the appropriation of web-based banking by
online brokers. The exploration demonstrated that its advantages positively affect client
acknowledgment of web-based banking - 45.3%. The investigation again demonstrated that
apparent convenience positively affects purchaser impression of web based financial
administrations - 44.2%. Daniel and Jonathan (2013) analyzed the components that impacted
client appropriation on net banking. The investigation additionally indicated that apparent
usability effectively affects the execution of web based financial administrations by clients, at
41.1%. The outcomes demonstrated that the first TAM ventures - PU, PEOU and the
development of government backing, trust and security were critical to the goals of web based
financial clients. Ibrahim et al. (2018) results showed that the willingness of the organization to
engage in e-banking, user trust and perception of risks in the system, and the prevailing mindset
on e-banking had a positive influence on the adoption of e-banking by industrial banks in

Mogadishu Somalia.

2.3.2 Perceived Usefulness and E-banking Adoption
PUsignificantly and largely understood in the electronic banking area. The use of a specific
framework will promote the overall achievement of the objectives (Raza et al., 2017); this is a

prerequisite for the introduction of mass technologies, which relies upon purchaser desires for
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how the innovation can improve and disentangle their lives. The embraced instrument majorly
affects the utilization of data innovation (Safeena, Date and Kammani, 2011). Web banking can
be utilized for some exercises and performs numerous errands.The decision to use modern
technologies depends on the extent to which someone claims that the production of goods or
services is cost-effective compared to the previous technology (Safeena and Kammani, 2011;
Lin, et al., 2020). According to Sikdar et al. (2015), the perceived usefulness of technology from
the customer's perspective relates to the end result of the experience. If the outcome was positive
or beneficial, consumers may be positive about the use of the technology. In addition, some
researchers describe perceived utility as the level at which a person feels that the system
improves their work performance (Sikdar et al., 2015). As far as internet banking technology is
concerned, its benefits depend on whether customers find it cheaper, more convenient, flexible
and efficient. It also assumes that customers who find a convenient self-service technology that
allows them greater autonomy from the bank, information about financial advice and other

financial assets are more likely to take a positive view of these technologies.

2.3.3 Securityand E-banking Adoption

The term security means efforts to protect against possible dangers. It also means that security
helps to protect the facts about consumers and their financial transactions. Security describes the
fact that e-commerce parties can look secure and protect other information from potential threats.
In the online environment, security refers to the ability of an agency website to protect consumer
data and information about their financial transactions from theft at all times (Hua, 2009; Lin,
Wang and Hung, 2020).Lin et al. (2020) study confirmed the variety of elements accepted by

organizations and customers. Based on the results, companies can change their business practices

23



and increase customers' willingness to use online banking. Trust is the most valuable element for
organizations and customers. Therefore, e-banking companies need to focus on areas such as
liquidity monitoring, information security and financial compliance to reduce risk and gain
customer trust. Maduku (2014) examined the beginning and use of internet banking by clients.
The research outcomes indicated that these factors aided the execution and use of the net and
especially mobile banking. In this evaluation, the confidence of the clients in on line banking
was seen as the most essential predictive element for net and mobile banking, in contrast to past
studies in diverse environmental contexts, in which the benefit and PEUof internet and mobile
banking had been strongly affected(Al-Smadi, 2012). The research primary conclusions were
that the prevention of doubt had a huge effective effect on usability and the notion of usability.
The perceived risks have a huge effect on the mentality of the client, which in flip impacts the
purchaser's purpose to apply digital banking services.

Ayal (2018) examined the elements that affect the introduction of web banking. The study
identified the following affect the introduction of e-banking at commercial banks in Ethiopia:
technological elements (perceived risk), organizational elements, human and financial resources,
environmental factors, national ICT infrastructure, lack of regulatory framework, lack of
government support and completion of foreign banks, demographic factors, gender, age and
education, and lack of awareness and trust in the system. Xiao et al. has already tested (in 2017)
results emphasize that perceived usability and reliability are important aspects that positively
influence customers' willingness to use online banking, while usability and perceived costs are
less important. The analysis of the reasons for objections to online banking has shown that the
main factors are "complexity of use", "uselessness" and "security fear" and thus difficult

situations for service providers.Al- Zu’bi et al. (2014) revealed that compatibility, perceived
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usability, security, and perceived ease of use undoubtedly influence the implementation of
Internet banking. In addition, this research adds a new topic that looks at the influence of all
impartial factors together and reveals a significant link between these factors and the net
acquisition of the bank. It is therefore necessary to ensure a synergistic link between these factors
in order to maximize their impact on the bank's acceptance of Internet use. The study also shows
that all the demographic classes studied affects the adoption of web banking, which suggests that
they should be used to develop appropriate consumer segmentation, so that it would be possible

to apply more appropriate marketing methods.

2.3.4 Convenience and E-banking Adoption

Anouze and Alamro (2019) statistical methods showed that several dominant factors as well as
perceived ease of use, perceived convenience, security and a reasonable price were identified as
obstacles to online banking. Al-Sharafi et al. (2017) results show that trust is created when
customers find online banking useful, while perceived usability does not prejudge the intention
of the Jordanian population to accept and use it. Perceived trust also plays a role in the partial

mediation between the perceived benefit and the purpose of online banking.

Masoud and AbuTaga (2017) aimed and examine the elements that have an effect on customer
recognition of e-banking services. The research revealed that the recognition of e-banking
services has a significant influence (best of e-services, belief of usability, security, reliability).
The best of e-services emerges as a crucial aspect in showing customer recognition of e-banking
offers, whereas e-safety had less impact. The research indicated proof for the effect of the below
elements of e-service quality: Al-Hawary and Hussien (2017) explored the influence of online

banking services on customer loyalty. The research revealed that online banking offerings
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(usability, perceived ease of use, website design, and privacy) have a statistically significant
effect on client retention at Jordanian investment banks. In instances of accessibility, the research

observed that it did not have much influence on customer retention.

Raza et al. (2017) investigated the components that decide the apparent advantages and
helpfulness of executing portable banking. The outcomes show that versatility is huge and
negative as far as perceived ease of use, while it is huge and positive as far as usefulness.
Besides, hazard observation and similarity are emphatically and altogether identified with
apparent convenience and value. Be that as it may, hazard recognition is certain and is to a great
extent identified with apparent perceived ease of use, though the reliance on usefulness is
low.Mwiya et al. (2017) who discovered that the changed TAM model is significant within the
Zambian context. The attitudes in the direction of e-banking were also significantly positively
affected by perceived usefulness, perceived ease of use and trust has a significant positive
influence. The mind-set toward e-banking in flip has an impact on the aim and exact recognition
of e-banking. According to scholars, executioners and policy makers, this survey has indicated
that a progressed notion of trust (protection and reliability), usefulness and simplicity of use of
on line banking structures ought to facilitate their implementation. Maltio et al. (2015)
recognized the factors that have an impact on the use of online banking. The survey outcomes
showed that, the usage of online banking was promoted by elements such as usefulness, risk
perception, perception of security, past expertise on the internet and information about online
banking. The survey concluded that online banking was also significantly affected by

demographic elements.
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2.4 Conceptual Framework

The research framework is based on TAM, as well as on security and accessibility. The purpose
of the study is to test four entry points, namely: perceived ease of use, perceived usefulness,
accessibility and security. It is expected that these hypotheses will have a significant impact on

the reception of mobile phone signals, as shown in Figure 2.1.

Perceived Ease of Use

Perceived usefulness

- E-Banking Adoption
Security

Accessibility

Source: Author’s

Figure 2.1 Theoretical Framework Underpinning the study is Presented Diagrammatically
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CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
The research methodology of this research is outlined in this chapter. In the process, the
following aspects have been considered in particular: research design, study population, data

sources, target population, determination of sample size and sampling.

3.1 Research Design

Research designs are the basic principles and protocols used during the course of a study to
decide whether a study is necessary. These comprise quantitative, qualitative and mixed research
methods (Saunders et al., 2012). For this purpose, the study uses quantitative analysis.
Quantitative analysis uses numbers and calculations to quantify the degree of prevalence. This
includes collecting numerical data and demonstrating the relationship between theory and
research in the form of conclusions. Quantitative research is also based on positivistism and
objectivity in the conception of social reality (Sikmund et al., 2012). In this study, the explorer
used closed-ended questionnaires, correlation and regression analysis, which are characteristic of

quantitative design.

Depending on the research purpose, the research designs are categorized into descriptive and
explanatory research designs. For this study, the researcher used both descriptive and
explanatory research designs. An explanatory research design is used when the aim of the study
is to investigate cause-and-effect relationships. This design was used to investigate the reasons

for the introduction of online banking among the customers of eco-bank. In contrast, the
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descriptive design was used to better illuminate the factors influencing the introduction of online
banking by providing a more concise and accurate description of the situation (Zikmund etal.,
2012). The study therefore used a descriptive pattern to describe, explain and validate the

variables.

3.2 Population of the Study

The population refers to the characteristics of persons or objects with a similar identity (Sakaran,
2003). Research must be aimed at a population group that has all the information relevant for
research, including sampling elements, sampling units and research area. In the context of this
study, the target group includes the branches of Ecobank Ghana in the Takoradi metropolis. It is
estimated that by September 2015 the bank's client base in the Takoradi area will comprise more

than 2,000 people.

3.3 Sample Size and Sampling Technique

Sampling is vital given the limited resources available. In this study 200 people were
interviewed. This is because Saunders (2017) had predicted that a sample of 150 people would
be optimal for a credible statistical analysis. The study adopted the convenient sampling method.
A convenient sampling method was used to sample the clients. For the customers, a convenient
sampling method was chosen because it is difficult to track them individually. They are therefore
mainly approached and selected upon their arrival. The convenient sampling method was handy

in selecting the respondents who were ready and available to be part of the survey.
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3.4 Data Collection Method

The assortment of information is the demonstration of obtaining information unbiasedly from
essential or potentially auxiliary sources utilizing satisfactory apparatuses. This examination
utilizes information from both primary and secondary sources. The primary information were
ordered by methods for a poll. At the end of the day, the primary sources include the reactions of
the chose respondents. Questionnaires were planned and disseminated to the objective gathering.
Secondary information was acquired from the yearly client overview reports and the

investigation too included other competition banks for the study.

3.5 Data Collection Instruments

The questionnaires were deemed to be adequate for the collection of quantitative data, as it is
understood that most of the target group would be able to read English and have some
knowledge of English and would be able to respond adequately to questions without external
help. In addition, the questionnaires offer a greater guarantee of anonymity and help to avoid
prejudices or mistakes caused by the presence or attitude of the interviewer, for example during
interviews (Zikmund 2012). All the measures used in this study are accepted and significantly
modified compared with previous studies. A preliminary test of the survey tool is needed to
ensure that respondents understand the questions asked and to determine the logical order of the
questions asked. A pilot study was conducted with selected staff from Ecobank Ghana. Ten (10)
people were selected to undergo the preliminary tests of the questionnaire. The aim of the pilot
study was to ensure that the measuring instruments are reliable and safe. Cronbach alpha and

factor analyses were considered to determine the reliability and validity, respectively.
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3.6 Data Analysis Method

In line with Saunders et al (2012), analysis of data is a means of formulation, modification and
manipulation of data using adequate techniques. Analysis of research data was performed using
the Social Science Statistics Package (SPSS). Through careful research, the researcher ensured
that data are appropriate, acceptable, sufficient and accurate. Correlations, regression, means and

standard deviation were also used to perform substantive analyses.

3.7 Validity and Reliability

Cronbach alpha and factor analysis was applied for the measurement of reliability and validity of
instruments. As Cooper and Schindler (2012) stated, the accuracy and precision of processes for
effective investigation is called reliability, while validity is defined as the duration of the test
measurement. The validity and actual reliability of a test measurement also adds to the credibility
of the research results. The openness of the effectiveness of questionnaires is also ensured by
preliminary tests and pilot studies and developed via literature research. Online banking experts
were requested to advise on how to answer the questionnaires, based on the recommendations
made. Hence, to check the reliability and validity of the survey, the Cronbach alpha and factor

analyses were conducted.

3.8 Ethical Considerations

Ethical consideration will be taken into account in the implementation of the research. The
investigators will then examine certain ethical issues before moving on to the usual order of
priority. Kalof et al. (2008) considered that it would be of great benefit to researchers and

participants if certain ethical standards are applied in research in order to maintain the rights of
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respondents and minimize risk. The investigation is more active when it is linked to ethical
issues. Simplified consent, anonymity, confidentiality and empathetic neutrality are a number of
the ethical issues addressed in research. Again, the researcher investigated anonymity and
confidentiality with respect to respondents, so no information regarding to respondents’ names
and telephone numbers were asked for. Respondents should not be required to ask questions;
they should be given the opportunity to choose whether or not to participate in the administering
of the questionnaire (Neuman, 2007), so that their attention is given first and foremost, especially

when it comes to the administration and staff of agencies/companies.

3.9 Profile of the Study

EcoBank Ghana Limited ('EcoBank') was built up on 9 January 1989 as a constrained risk
organization under the Banking Companies Act. The Bank of Ghana conceded its permit on 10
November 1989 and beginning taking a shot at 19 February 1990. It started procedure on 19
February 1990. Ecobank got an overall financial permit and was recorded on the GSE in July
2006. The bank experienced a vital progress from a discount bank to a widespread save money
with 67 branches, various exchanging terminals, a few QR codes in the shops and in excess of
242 ATMs all through the nation. At the end of 2019, the bank achieved excellent financial
results: Total assets £13,229 billion, equity - £1,784 billion, profit before tax - £642,496 billion,
profit before tax - £444,946 million. As a result, return on average capital employed (ROAE)
was 28.6%, while return on average capital employed (ROAA) was 3.8%. Ecobank is currently

one of the leading banks in Ghana with a very influential corporate image.
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CHAPTER FOUR
DATA ANALYSES AND DISCUSSIONS

4.0 Introduction

This part presents and talks about the consequences of the elements that impacted the
presentation of e-banking in Ecobank, with an attention on customers in the metropolitan city of
Takoradi, Ghana. For clearness and straightforwardness, the examinations are organized as
follows: The initial background information about the respondents, the subsequent part contains
the statistical descriptive (mean qualities, standard deviation, frequencies and percentages) of the
fundamental factors utilized in the investigation, and the third part contains inferential
measurable investigations (the correlation and the regression) and the hypothesis testing. It
merits recalling that the legitimacy and unwavering quality of the plan was tried utilizing

Cronbach's alpha tests.

4.1 Demographic Characteristics

This section consists of respondents’ demographic information, which comprises of the
following: respondent’s gender distribution, age distribution, years of been a customer of the
bank and level of education,

Table 4.1: Gender Distribution

Variables Frequency Percent
Male 106 68.8
Female 48 31.2
Total 154 100.0

Source: Field Survey, 2020

Table 4.1 shows of respondent’s gender. The survey showed that out of 154 respondents more

than half (68.8%) are men and the remaining 31.2% are women. This result indicates that in the
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global city of Takoradi men dominate the electronic banking sector. This may be due to the fact

that in the metropolis of Takoradi more men than women are trained in e-banking.

Lessthan 30 31-40 years 41-50 years 51-60 years
years

50
40
30
20
10

® Frequency ® Percent

Source: Field Survey, 2020
Figure 4.1 Age Distribution

Regarding to the age distribution in the Figure 4.1, majority of the respondents (32.5%) were
between the ages of 31-40, portion of the respondents (31.2%) were 30 years and below, 26%
were aged between 41-50 years whist the remaining 10.4% were the respondents between the
ages of 51-60 years. The results implies that the youth were dominant in transaction via e-
banking as compared to the aged. This may be due to the fact that the aged are not compatible

with the technological era.

Table 4.2: Years of been Customer of the Bank

Variables Frequency Percent
Less than 5 years 14 9.1
5-10 years 76 49.4
11-15 years 34 22.1
More than 15 years 30 19.5
Total 154 100.0

Source: Field Survey, 2020
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Table 4.2 presents years respondents have been customer of the bank. Slightly below half of the
respondents (49.4%) have been with the bank within 5-10 years whilst 22.1% of the respondents
have been customers with the bank between 11-15 years, 19.5% were those who have been
customers within 15 years and above. The remaining portion of the respondents (9.1%) were

customers less than 5 years.
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Source: Field Survey, 2020
Figure 4.2: Level of Education

Figure 4.2 displays the level of education of the respondents. The study found out that greater
proportion of the respondents (48.7%) were first degree holders, 20.8% of the respondents were
secondary school graduate whereas 18.8% were those with no formal education. However, few
of the respondents (5.2%) were having just basic education background. This result suggests that
the dominated people were those with first degree. Today, history has changed as more and more
economics graduates start their new businesses with the support of the government and other

youth development agencies.
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4.2 Factors influencing the adoption of E-banking

The accompanying expressive measurements portray the factors utilized in the investigation
according to factors affecting the presentation of electronic banking. The accompanying
enlightening tables have been distinguished as components impacting the presentation and
advancement of e-banking: perceived ease of use, usefulness, security, availability, socio-
cultural. A 5-point Likert scale was used to effectively describe the variables, of which
5=strongly agree, 4=agree, 3=not sure, 2=disagree, 1=strongly disagree. The table with factors

starts with Tables 4.3 to 4.8.

Table 4.3: Perceived ease of use

Statements Mean+SD SA A NS D SD

Frequency/Percentage
" r?lfi‘ngadeq”ate'y educated about e- ;654 047 102/66.2 52/338 - .-
| understand the benefits of e-banking  4.66 £ 0.47 102/66.2 52/33.8 - - -
| find it easy using e-banking products  4.67 + 0.46 104/67.5 50/32.5 -
| have become good at e-banking 4,62 £0.56 102/66.2 46/29.9 6/3.9 - -

Generally, I like e-banking because it is 472 +044 112/72.7 42/27.3 ) ) )
easy to use

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not
Sure; D=Disagree; SD=Strongly Disagree

Table 4.3 presents the perceived ease of use of e-banking among the respondents. The survey
showed that more than half of the respondents (66.2%) strongly agreed that they were adequately
educated about e-banking; on the other hand the remaining 33.8% agreed to the statement with
the mean=4.66 £ SD=0.47. Slightly above half of the respondents (66.2%) also strongly agreed
that they understand the benefits of e-banking whereas the minority group (33.8%) agreed that
they do understand the benefits of e-banking (mean=4.66 + SD=0.47). With the mean of 4.67
and SD of 0.46 majority of the respondents (67.5%) strongly agreed that they found it easy in
using e-banking products whilst 32.5% of the respondents agreed that they found it easy using e-
banking products. Further, majority of the respondents (66.2%) strongly agreed that they are
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good at e-banking, 29.9% also agreed on that whilst the remaining 3.9% of the respondents were
indecisive; recording a mean of 4.62 and SD of 0.56. A greater percentage of the respondents
(72.7%) strongly agreed that they generally like e-banking as it is easy to use, 27.3% as well
agreed that due to the easiness in using e-banking they generally like it, the statement recorded a
mean=4.46 and SD=0.61. The study provides empirical support for the previous conclusions, as
Venkatesh and Davis (2000) indicated that the perceived ease of use has a huge impact on use
and intention is an important factor. The perceived ease of use can be a good indicator, perhaps
even more so than the perceived benefit, of the effectiveness of IT systems in case of process
problems with customers. The usability perception does not indicate whether the new
information system will be used, but creates an alternative approach to using the system. If the
structure of the information is too easy to use, it will have a significant impact on the user and
create a positive attitude towards using the latest technologies. Empirically, previous studies (Lee
and Kim, 2007; Sikdar et al., 2015) suggest that the perceived ease of use is a reasonable

precursor to a positive attitude towards online banking and customer satisfaction.

Table 4.4: Perceived Usefulness

Statements Meanz SD SA A NS D SD

Frequency/Percentage

| save time using e-banking products 4.70£0.45 108/70.1 46/29.9 - - -

| have benefited from using e-banking 4.67 + 0.49
products T

| save cost using e-banking products 448 +059 82/53.2 64/41.6 8/5.2 - -

| have greater control of my e-banking 446+ 061
transactions

106/68.8 46/29.9 2/1.3 - -

82/53.2 62/40.3 10.6.5 - -

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not
Sure; D=Disagree; SD=Strongly Disagree

Table 4.4 presents the perceived usefulness of e-banking among the respondents. The study

revealed that more than half of the respondents (70.1%) strongly agreed that using e-banking
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products saves them time and however 29.9% of the respondents agreed to that, indicating a
mean with 4.70 and standard deviation with 0.45. A greater percentage of the respondents
(68.8%) indicated that they strongly agreed that they have benefited from using e-banking
products, 29.9% of the respondents agreed, whilst the least of the respondents (1.3%) were not
sure whether have benefited or not with the mean of 4.47 and SD of 0.49). Concerning the
statement that using e-banking products save cost, slightly above half of the respondents strongly
agreed that indeed they save cost using e-banking, 41.6% agreed that they save cost using e-
banking products, whereas the remaining (5.2%) were neutral (mean=4.55 and SD=0.54).
Regarding respondent controlling their e-banking transaction more than half of the respondent
strongly agreed that they have greater control on their transactions via e-banking, 40.3% agreed
that they do control their transactions and the remaining 6.5% were not sure whether they have
greater control of their transaction of not, a mean of 4.48 and SD of 0 .69 were recorded. These
study supports the empirical findings of The decision to use modern technologies depends on the
extent to which someone claims that the production of goods or services is cost-effective
compared to the previous technology (Safeena and Kammani, 2011; Lin, et al., 2020). According
to Sikdar et al. (2015), the perceived usefulness of technology from the customer's perspective
relates to the end result of the experience. If the outcome was positive or beneficial, consumers
may be positive about the use of the technology. In addition, some researchers describe
perceived utility as the level at which a person feels that the system improves their work
performance. Furthermore, if customers find a user-friendly self-service technology that gives
them more autonomy in terms of banks, financial advice and other financial activities, they are

much more likely to adopt a positive approach to this technology.
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Table 4.5: Security

Statements Mean + SD SA A NS D

SD

Frequency/Percentage
| am satisfied with the technology of e- 468+046 106/68.8 48/312 i i
banking products

The security of e-banking is satisfactory 441+0.74 84/545 54/35.1 12/7.8 4/2.6
Security is fully assured with e-banking 455+054 90/58.4 60/39.0 4/2.6 -

| have no worry at all about my data being

448 +0.69 90/58.4 50/325 12/7.8 2/1.3
stolen

Overall e-banking is safe 429+0.60 58/37.7 84/545 12/7.8 -

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not
Sure; D=Disagree; SD=Strongly Disagree

Table 4.5 displays the security of e-banking as viewed by the respondents. The survey found out
that more than half of the respondents (68.8%) strongly agreed that they are satisfied with the
technology of e-banking products and remaining 31.2% of the respondents also indicated that
they agreed that with their satisfaction with technology of e-banking products (mean=4.68 + SD
=0.46). With regards to the satisfactory of e-banking security, majority of the respondents
(54.5%) strongly agreed, 35.1% of the respondents agreed, 7.8% did not indicate whether they
agree or disagree and the remaining 2.6% disagreed, a mean of 4.31 and SD of 0.51 were
recorded. Slightly above half of the respondents (58.4%) suggested that security is fully assured
with e-banking, 39.0% agreed that e-banking security is fully assured and the least 2.6% were
not sure whether their e-banking was secured or not indicating a mean of 4.55 and SD of 0.54.
Moving on with respondents worries about data being stolen, majority of the respondents
(58.4%) indicated that they strongly agreed, 32.5% as well agreed, 7.8% were indecisive and the
remaining 1.3% disagreed with mean=4.48 and SD=0.69. Concerning the overall safeness of e-
banking, majority (54.5%) agreed, 37.7% strongly agreed and the least responses 12 indicating
7.8% were not sure (mean=4.29 =+ SD=0.60). These results empirically support the study of Hua

(2009), the term security means efforts to protect against possible dangers. It also means that
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security helps to protect the facts about consumers and their financial transactions. Security
describes the fact that e-commerce parties can look secure and protect other information from
potential threats. In the online environment, security refers to the ability of an agency website to
protect consumer data and information about their financial transactions from theft at all times

(Hua, 2009).

Table 4.6: Accessibility

Statements Mean+ SD SA A NS D SD
Frequency/Percentage

| am not able to access my transactions 431+05] 52/33.8 98/63.6 4/2.6 i i

all the time

Infrastructure to support e-banking is 442+ 061 76/494 68/442 10/65 - i

adequate

E-banking technology is reliable 438+0.74 82/53.2 52/33.8 18/11.7 2/1.3

Thert_e is a(_:iequate maintenance of e- 467 +046 104/67.5 50/32.5 ) i i
banking delivery systems

Generglly, I find e-banking highly 466 +047 102/66.2 52/33.8 ) i i
accessible

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not
Sure; D=Disagree; SD=Strongly Disagree

Table 4.6 presents the accessibility of e-banking among the respondents. Majority of the
respondents (63.6%) agreed with the statement that they are not able to access their transaction
on time, 33.8% strongly agreed that they are not able to access their transaction on time and the
remaining 2.6% were not sure whether their transaction were realised on time or not (mean=4.31
+ SD=0.51). Regarding the infrastructure to support e-banking being adequate, majority (49.4%)
of the respondents strongly agreed, 44.2% agreed and the remaining 6.5% neither agreed nor
disagreed thus indicating a mean of 4.42 with SD of 0.61. In relations to the reliability of e-
banking technology, majority of the respondents (53.2%) strongly agreed, 33.8% agreed, 11.7%
were not certain and the remaining 1.3% disagreed (mean=4.38 + SD=0.74). Moreover, majority
of the respondents (67.5%) strongly agreed to the statement adequate maintenance of e-banking
delivery systems and the remaining 32.5% agreed that there was adequate maintenance of e-
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banking delivery systems indicating (mean=4.67 = SD=0.46). Lastly, majority of the respondents
(66.2%) indicated that e-banking is highly accessible and the remaining 33.8% agreed to the
general accessibility of e-banking, this indicated a mean of 4.66 and SD of 0.47. Furthermore, a
majority of respondents (67.5%) strongly agree that the maintenance of a bank’s online delivery
systems is appropriate, while the remaining 32.5% agree that the maintenance of a bank's online
delivery systems is appropriate (mean = 4.67 = SD = 0.46). Finally, a majority of respondents
(66.2 %) indicate that an online bank is very accessible and the remaining 33.8 % agree with the
overall availability of an online bank, with an average of 4.66 and a standard deviation of 0.47.
The study observationally upheld Villers (2012), which inferred that the accessibility and
openness of computerized banking administrations incorporates the simplicity with which clients
can get to budgetary instruments and their records, make installments from their records and
access cash in their records through different advanced channels, for example, internet banking,
ATMs, portable banking, to give some examples. Availability decides how these channels
empower clients to increase important experience and give data about access. It decides if clients
can discover items that address their issues when they need them and in a manner that
encourages banking (Villers, 2012). Access to data and the simplicity with which shoppers can
impart their insights with individuals they know and the "world" is emotional. Positive
encounters can be effectively shared on the Internet, while negative encounters can be shared on

the Internet. They can likewise manage without places of business and their gear.
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Table 4.7: Socio-cultural Issues
Statements Meanx SD SA A NS D SD

Frequency/Percentage
| prefer e-banking to traditional , 51, 574 70468 60/39.0 130 2/1.3
commerce

My culture does not support e-banking 4.07 +0.71 46/29.9 74/48.1 34/22.1 -

Level of fraud makes e-banking , oo, 55 gos32 68442 426 - -
unattractive

Weal_< law enfprcement makes e- 462 +048 96/62.3 58/37.7 ] ] )
banking unattractive

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not

Sure; D=Disagree; SD=Strongly Disagree

Table 4.7 presents the socio-cultural issues of e-banking in the sight of the respondents. Majority
of the respondents (46.8%) strongly agreed that they preferred e-banking to traditional
commerce, 39.0% agreed they prefer e-banking to traditional banking, 13.0% were not sure
about their choice of banking while the remaining 1.3% disagreed with their preference of e-
banking to traditional banking (mean=4.31 £ SD=0.74). Furtherance with respondent culture
and preference, majority of the respondents (48.1%) agreed that their culture does not support e-
banking, 29.9% strongly agreed that their culture does not support e-banking and the remaining
22.1% were not sure whether their culture do support e-banking or not (mean=4.07 £+ SD=0.71).
With e-banking being unattractive due to level of fraud, majority of the respondents (53.2%)
strongly agreed, 44.2% agreed and the least 2.6% neither agreed nor disagreed which represent a
mean of 450 and SD of 0.55. Concerning e-banking unattractiveness due to weak law
enforcement, majority (62.3%) strongly agreed and minority of the respondents agreed with the
mean score of 4.62 and standard deviation score of 0.48. This conclusion is empirically
confirmed by studies by Tadesse and Kidan (2005), who found that cultural and historical
differences in attitudes and uses of different types of money obscure the need to develop a

significant structure for electronic payments worldwide. Differences in the level of security and
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performance required between people from different cultures and the degree of improvement

exacerbate the problem (Tadesse and Kidan, 2005).

Table 4.8: Factors for enhancing the adoption of E-banking

Statements Mean + SD SA A NS D SD
Frequency/Percentage
Consistency with e-banking products 4.66 + 0.50  104/67.5 48/31.2 2/1.3 - -
Lower cost of transaction 451 +£0.55 84/54.5 66/42.9 4/26 - -
Increased education 4.33+£0.55 58/37.7 90/58.4 6/39 - -

Improved user-friendly technology 433+£047 52/33.8 102/66.2 - - -

Source: Field Survey, 2020. SD=Standard Deviation; SA=Strongly Agree; A=Agree; NS=Not
Sure; D=Disagree; SD=Strongly Disagree

Table 4.8 presents the factors enhancing the adoption of e-banking of respondents. The study
revealed that majority (67.5 %) of respondents strongly agreed that consistency with e-banking
products enhanced their adoption level, 31.2% agreed and the remaining (1.3%) were not sure
whether consistency with e-banking products has enhance their adoption level or not with the
mean of 4.66 and standard deviation of 0.50. With regards to lower transaction cost enhancing
adoption level of e-banking, majority (54.5%) strongly agreed, 42.9% agreed and the remaining
2.6% were neutral (mean=4.51, SD=0.55). Concerning increasing respondent education on e-
banking. Majority 58.5% agreed that increasing education will help enhance e-banking, 37.7%
strongly agreed and the remaining 6 respondent indicating 3.9% were not sure (mean=4.33,
SD=0.55). Lastly, majority of the respondents (66.2%) agreed that improving user-friendly
technology enhance e-banking adoption and the remaining 33.8% strongly agreed, presenting a

mean with 4.33 and a standard deviation with 0.47.
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4.3 Reliability and Validity Test

As indicated in the Table 4.9 to ensure reliability of the measurement instruments Cronbach
Alpha reliability test was conducted to determine the internal consistency. For instance,
perceived ease of use was assessed using 5 items and scored acceptance rate of 0.75, the
perceived usefulness was assessed using 4 items and obtained 0.81 acceptance rate, acceptability
was assessed using 5 item and obtained a score of 0.78, the socio-cultural practices was assessed
using 4 items and obtained 0.86 and finally intention to adopt was assessed using 4 and obtained
a score of 0.71. These results imply that all the constructs were within the acceptance minimum

limit. Thus, the research instruments were significant reliable to a larger extent.

Table 4.9: Internal Consistency of Construct

Construct Number of items Cronbach Alpha

Perceived ease of use 5 0.750
Perceived usefulness 4 0.811
Accessibility 5 0.782
Socio-cultural 4 0.861
Intention to adoption of e-banking 4 0.722

4.4 Inferential Statistical Analyses (correlation & regression and hypotheses testing)
The inferential statistical analyses which comprises of the correlation and regression and the

hypotheses testing presented in the Tables 4.10 to 4.13.

Table 4.10: Correlations
Perceived Perceived Securit Accessibi  Socio-  Intention to adopt

Ease Use Usefulness vy lity Cultural
Perceived Ease
1
Use
Perceived 0.466 1
Usefulness (0.000)
Security 0.181 0.163 1

(0.025)  (0.044)
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0.114 0.267 0.292

Accessibility (0.159) (0.001)  (0.000) 1

Socio Cultural 0.334 0398 -0.138 0.169 .

Issues (0.000)  (0.000) (0.088) (0.036)

Eﬁﬁggng 0.015 0108 0735 0181  -0.392 .
adoption (0.853)  (0.182) (0.000) (0.025)  (0.000)

As shown in Table 4.10, the study found an insignificant correlation between the perception of
user-friendliness and factors promoting acceptance of Internet banking (R=0.015, p- value >
0.05). Again, an insignificant negative correlation (R=--.108, p- value > .05) between perceived
usefulness and factors promoting acceptance of e-banking. However, there was a significant
correlation (R=.735, p<0.05) between security and factors promoting acceptance of Internet
banking. The study also showed a significant correlation (R=0.181, value p > .05) between
availability and factors promoting acceptance of Internet banking. The study also found a
significant negative correlation (R=-0.392, value of p < 0.05) between availability and factors

promoting acceptance of Internet banking.

Table 4.11: Goodness of Fit
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .8022 .643 631 .80185

As shown in Table 4.11, 64.3 % of the total number of variables used in online banking are
explained by the variables used in this study, namely: perceived ease of use, perceived

usefulness, socio-cultural practices, security and accessibility.

Table 4.12: Analysis of Variance (ANOVA)

Model Sum of Squares df Mean Square F Sig.
Regression 171.699 5 34.340 53.409 .000P
1 Residual 95.159 148 643
Total 266.857 153

a. Dependent Variable: Factors enhancing adoption of e-banking
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As showed in the ANOVA Table 4.12 the score of the F-statistics was significant indicating a
model fit. Thus,perceived ease of use, perceived usefulness, socio-cultural practices, security and

accessibility are empirically fit to predict e-banking adoption.

Table 4.13: Factors influencing E-Banking Adoption and Hypotheses Testing

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 8.593 1.618 5.310 .000
Perceived Ease Use 142 012 .039 2.990 .001
Perceived Usefulness 135 .052 -.153 2.570 011
L security 599 046 701 12.942 000
Accessibility 148 .046 .056 1.057 .292
Socio-Cultural Issues 216 .048 .257 4.514 .000

a. Dependent Variable: Intention to adopt e-banking

As shown in Table 4.13, the study found that the perceived ease of use has a significant impact
on the acceptance of Internet banking ($=0.142, p- value < 0.05). However, the perceived
usefulness significant but negative acceptance of internet banking (=0.135, p-value < 0.05).
Again, security has a significant and positive impact on the acceptance of internet banking
(B=0.599, p-value < 0.05). However, the conclusion of the study is that accessibility has no

significant impact on the acceptance of Internet banking ($=0.148, value of p < 0.05).

4.5 Discussion of Results
4.5.1 Perceived Ease of Use and E-banking Adoption
The point of the examination was to decide the effect of perceived ease of use on the adoption of

Internet banking. The examination found that the perceived ease of use significantly affects the
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acknowledgment of Internet banking (B = 0.142, p-value< 0.05). This affirms the first hypothesis
of the study. The impression of perceived ease of use is a significant factor impacting the
adoption of e-banking. This result is empirically supported. The perceived ease of use has a
direct or indirect influence on the perception of usability(Venkatesh and Davis, 2010; Lin, Wang
and Hung, 2020). User-friendly information technology entails fewer risks for the individual
(Moon and Kim, 2011). The more customers understand that digital banking is easy to use, the
more likely they are to use online banking services (Blachander, 2011).PEU refers to the degree
to which individuals claim that using the right technology requires little or no effort (Mwiya et
al., 2017). The current perception of usability does not say whether a new information system is
being used, but whether a user-friendly mindset is being created. Previous studies (Sikdar et al.,
2015; Lee and Kim, 2017) show that the perceived ease of use is a reasonable context for a
positive attitude towards online banking and consumer pleasure.Malhotra et al. (2014 examined
the elements that affect the execution of online banking. The execution of online banking was
affected by the following elements; the PU, PEU, perceived chance, image, outcomes
demonstrability, perceived behavioral control and subjective norm. However, the perception on
the execution of online banking was not affected by some of the elements such as the perceived

usability, perceived reliability and private effectiveness.

4.5.2 Perceived Usefulness and E-banking Adoption

Moreover, the study assessed the effect of the usefulness on the adoption of web-based banking.
The examination demonstrated that the usefulness fundamentally influences the adoption of web
banking (B = 0.135, p-value < 0.05). This affirms the second hypothesis of the study. The

usefulness perception is a significant factor in the adoption of Internet banking. PUsignificantly
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and largely understood in the electronic banking area. The use of a specific framework will
promote the overall achievement of the objectives (Raza et al., 2017); this is a prerequisite for
the introduction of mass technologies, which relies upon purchaser desires for how the
innovation can improve and disentangle their lives. The embraced instrument majorly affects the
utilization of data innovation (Safeena, Date and Kammani, 2011). Web banking can be utilized
for some exercises and performs numerous errands.The decision to use modern technologies
depends on the extent to which someone claims that the production of goods or services is cost-
effective compared to the previous technology (Safeena and Kammani, 2011; Lin, et al., 2020).
In addition, some researchers describe perceived utility as the level at which a person feels that
the system improves their work performance (Sikdar et al., 2015). As far as internet banking
technology is concerned, its benefits depend on whether customers find it cheaper, more
convenient, flexible and efficient. It also assumes that customers who find a convenient self-
service technology that allows them greater autonomy from the bank, information about financial

advice and other financial assets are more likely to take a positive view of these technologies.

4.5.3 Securityand E-banking Adoption

Indeed, one of the objectives of the study was to find the effect of security on the adoption of
web-based banking. The exploration indicated that the security of web banking significantly
affects the adoption of web banking (B = 0.599, p-value< 0.05). This affirms the third hypothesis.
Security is an unequivocal factor in the adoption of web banking. Lin et al. (2020) study
confirmed the variety of elements accepted by organizations and customers. Based on the results,
companies can change their business practices and increase customers' willingness to use online

banking. Trust is the most valuable element for organizations and customers. Therefore, e-
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banking companies need to focus on areas such as liquidity monitoring, information security and
financial compliance to reduce risk and gain customer trust. Maduku (2014) examined the
beginning and use of internet banking by clients. The research outcomes indicated that these
factors aided the execution and use of the net and especially mobile banking. In this evaluation,
the confidence of the clients in on line banking was seen as the most essential predictive element
for net and mobile banking, in contrast to past studies in diverse environmental contexts, in
which the benefit and PEU of internet and mobile banking had been strongly affected(Al-Smadi,
2012). The research primary conclusions were that the prevention of doubt had a huge effective
effect on usability and the notion of usability. The perceived risks have a huge effect on the
mentality of the client, which in flip impacts the purchaser's purpose to apply digital banking

services.

Ayal (2018) examined the elements that affect the introduction of web banking. The study
identified the following affect the introduction of e-banking at commercial banks in Ethiopia:
technological elements (perceived risk), organizational elements, human and financial resources,
environmental factors, national ICT infrastructure, lack of regulatory framework, lack of
government support and completion of foreign banks, demographic factors, gender, age and
education, and lack of awareness and trust in the system. Xiao et al. has already tested (in 2017)
results emphasize that perceived usability and reliability are important aspects that positively
influence customers' willingness to use online banking, while usability and perceived costs are
less important. The analysis of the reasons for objections to online banking has shown that the
main factors are "complexity of use", "uselessness" and "security fear" and thus difficult
situations for service providers. Al- Zu’bi et al. (2014) revealed that compatibility, perceived

usability, security, and perceived ease of use undoubtedly influence the implementation of
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Internet banking. In addition, this research adds a new topic that looks at the influence of all
impartial factors together and reveals a significant link between these factors and the net
acquisition of the bank. It is therefore necessary to ensure a synergistic link between these factors

in order to maximize their impact on the bank's acceptance of Internet use.

4.5.4 Convenience and E-banking Adoption

Furthermore, the examination ought to find the effect of accessibility on the adoption of web-
based banking. The examination demonstrated that openness negligibly affects the
acknowledgment of web banking (B = 0.142, p-value > 0.05). Hence, the fourth hypothesis is not
supported. Accessibility is not a determinant of e-banking adoption. Anouze and Alamro (2019)
statistical methods showed that several dominant factors as well as perceived ease of use,
perceived convenience, security and a reasonable price were identified as obstacles to online
banking. Al-Sharafi et al. (2017) results show that trust is created when customers find online
banking useful, while perceived usability does not prejudge the intention of the Jordanian
population to accept and use it. Perceived trust also plays a role in the partial mediation between

the perceived benefit and the purpose of online banking.

Masoud and AbuTaga (2017) aimed and examine the elements that have an effect on customer
recognition of e-banking services. The research revealed that the recognition of e-banking
services has a significant influence (best of e-services, belief of usability, security, reliability).
The best of e-services emerges as a crucial aspect in showing customer recognition of e-banking
offers, whereas e-safety had less impact. The research indicated proof for the effect of the below
elements of e-service quality: Al-Hawary and Hussien (2017) explored the influence of online

banking services on customer loyalty. The research revealed that online banking offerings
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(usability, ease of use, website design, and privacy) have a statistically significant effect on client
retention at Jordanian investment banks. In instances of accessibility, the research observed that

it did not have much influence on customer retention.

Raza et al. (2017) investigated the components that decide the apparent advantages and
helpfulness of executing portable banking. The outcomes show that versatility is huge and
negative as far as ease of use, while it is huge and positive as far as usefulness. Besides, hazard
observation and similarity are emphatically and altogether identified with apparent convenience
and value. Be that as it may, hazard recognition is certain and is to a great extent identified with
apparent ease of use, though the reliance on usefulness is low.Mwiya et al. (2017) who
discovered that the changed TAM maodel is significant within the Zambian context. The attitudes
in the direction of e-banking were also significantly positively affected by perceived usefulness,
ease of use and trust has a significant positive influence. The mind-set toward e-banking in flip
has an impact on the aim and exact recognition of e-banking. According to scholars, executioners
and policy makers, this survey has indicated that a progressed notion of trust (protection and
reliability), usefulness and simplicity of use of on-line banking structures ought to facilitate their
implementation. Maltio et al. (2015) recognized the factors that have an impact on the use of
online banking. The survey outcomes showed that, the usage of online banking was promoted by
elements such as usefulness, risk perception, perception of security, past expertise on the internet
and information about online banking. The survey concluded that online banking was also

significantly affected by demographic elements.

51



CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.0 Introduction
This chapter summarises the findings, conclusions and recommendations, as well as suggestions

for future research.

5.1 Summary of Findings

5.1.1 Effect of Perceived ease of use on E-banking Adoption

The point of the examination was to decide the effect of perceived ease of use on the adoption of
Internet banking. The examination found that the perceived ease of use significantly affects the
acknowledgment of Internet banking ( = 0.142, p-value< 0.05). This affirms the first hypothesis
of the study. The impression of perceived ease of use is a significant factor impacting the

adoption of e-banking.

5.1.2 Effect of Perceived Usefulness on E-banking Adoption

Moreover, the investigation planned to decide the effect of the usefulness on the adoption of
web-based banking. The examination demonstrated that the usefulness fundamentally influences
the acknowledgment of web banking (B = 0.135, p-value < 0.05). This affirms the second
hypothesis of the study. The usefulness perception is a significant factor in the adoption of

Internet banking.
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5.1.3 Effect of E-banking Security on E-banking Adoption

Indeed, one of the objectives of the study was to find the effect of security on the adoption of
web-based banking. The exploration indicated that the security of web banking significantly
affects the adoption of web banking (B = 0.599, p-value< 0.05). This affirms the third hypothesis.

Security is an unequivocal factor in the adoption of web banking.

5.1.4 Effect of Accessibility on E-banking Adoption

Furthermore, the examination ought to find the effect of accessibility on the adoption of web-
based banking. The examination demonstrated that openness negligibly affects the
acknowledgment of web banking (B = 0.142, p-value > 0.05). Hence, the fourth hypothesis is not

supported. Accessibility is not a determinant of e-banking adoption.

5.2 Conclusions

The research was conducted to determine the factors influencing the adoption and usage of
online banking in Ecobank, focusing on clients in the metropolitan city of Takoradi in Ghana,
using a quantitative approach to research and surveys. The study concludes that the perceived
ease of use, usefulness and security of online banking have a significant impact on acceptance of
the service. However, the study concludes that accessibility has not had a significant impact on

the acceptance of online banking.

5.3 Recommendations
Based on the findings and conclusions of the study, the following recommendations are made to

strengthen e-banking policies, practices and existing theories. The study has revealed that

53



perceived ease of use, perceived usefulness and security have effects of e-banking adoption.
Management of the bank are therefore expected to educate customers of the bank about other
benefits that comes along with e-banking example the COVID-19 pandemic has reminded as of
the significance of using online banking platforms. The study recommends that while e-banking
is convenient and preferred by many customers, some customers are reluctant to use it due to the
inability to read and follow electronically programmed commends, hence the need to redesign
electronic devices to include command audio systems that use local language to increase
accessibility for all customers. The use of local language would ensure that voice commands are

used to guide people who cannot read and follow processes.

The study further recommends that training is an important tool to fill the gap caused by a lack of
knowledge or skills in the use of technology. Through education, people accept technology and
are able to use it. As the theory of diffusion suggests, training will focus on key players who will
then move on to the local level, and on training bankers and employees who will pass on this

knowledge to customers.

The study also recommends that, before the technology is introduced, a full assessment of its
suitability, perceived benefits, safeguards, accessibility and socio-cultural parameters of the
environment in which it is being introduced should be made. This requires research into the
technology to ensure that it meets all the above criteria, is culturally acceptable in the

environment and is easy and simple to use.
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5.3.1 Suggested Areas for Future Studies

The present study was conducted to ascertain factors that influence the adoption of e-banking at
Ecobank Ghana by focusing on customers in the Takoradi metropolis of Ghana by adopting
survey design and quantitative research approach. It is suggested that future researchers could

replicate this study by using different methodology and location.
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APPENDIX

QUESTIONNAIRE (CUSTOMERS SURVEY)
Thesis Topic: Factors Influencing the Adoption of E-Banking at Ecobank Ghana

Introduction

I am a final year master’s student from Kwame Nkrumah University of Science and Technology,
Kumasi. This questionnaire is part of a research examining the factors influencing the adoption of
e-banking at Ecobank Ghana by focusing on customers in the Takoradi metropolis of Ghana.
Kindly select the right response from among alternative answers for each question by ticking in
the appropriate box. You are assured of the confidentiality of this exercise because it will be
solely used for academic purpose.

Thank you for your contribution

SECTION A: BACKGROUND OF RESPONDENT

Gender Tick

Male

Female

Age Tick

Less than 30 years

31-40 years

41-50 years

51-60 years

How long have you been a customer of the Bank? Tick

Less than 5 years

5-10 years

11-15 years

More than 15 years

Level of education Tick

No education

Basic

Secondary

Diploma

First Degree

62



Second Degree

Other (Specify)

SECTION B: FACTORS INFLUENCING THE ADOPTION OF E-BANKING
On a scale of 1-5, to what extent do you agree with the following on e-banking? (Key: 1-strongly

agree, 2- agree, 3-not sure, 4-disagree, 5-strongly disagree

Perceived ease of use 1 2 |3 |4 |5

| am adequately educated about e-banking

| understand the benefits of e-banking

| find it easy using e-banking products

| have become good at e-banking

Generally I like e-banking because it is easy to use

Perceived Usefulness 1 2 |3 |4 |5

| save time using e-banking products

| have benefited from using e-banking products

| save cost using e-banking products

| have greater control of my banking transactions

Security 1 12 |3 |4 |5

| am satisfied with the technology of e-banking products

The security of e-banking is satisfactory

Security is fully assured with e-banking

| have no worry at all about my data being stolen

Overall e-banking is safe

Accessibility 1 |2 |3 |4 |5

| am not able to access my account all the time

Infrastructure to support e-banking is adequate
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e-banking technology is reliable

There is adequate maintenance of e-banking delivery systems

Generally I find e-banking highly accessible

Socio-cultural issues 1 2 |3 |4 |5

| prefer e-banking to traditional banking

My culture does not support e-banking

Level of fraud makes e-banking unattractive

Weak law enforcement makes e-banking unattractive

SECTION C: FACTORS FOR ENHANCING THE ADOPTION OF E-BANKING
On a scale of 1-5, to what extent do you agree with the following as constituting factors for

enhancing the effective adoption of e-banking? (Key: 1-strongly agree, 2- agree, 3-not sure, 4-

disagree, 5-strongly disagree

Variables 1 2 |3 |4 |5

Consistency with e-banking products

Lower cost of transaction

Increased education

Improved user-friendly technology

Any other comment

Thank you for your cooperation.
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