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ABSTRACT 

 

The main objective of this study is to analyze determinates of e-banking service adoption 

among commercial banks in Ethiopia from the customers perspective. In the case of four 

selected banks from Debre berhan town. The selected are (Ethiopian commercial bank, 

Dashen bank, united bank and Abay bank).  The variables are chosen based on findings from 

the previous literatures. In order to achieve the objective of this study and answer the 

research questions. The researcher use descriptive and explanatory research design. A 

sample of 398 customers having account from selected banks and used interview question for 

selected branch manager. This study was to examine to what extent the independent variable 

(from demographic factor (age and educational level) from technological factor (Perceived 

usefulness and ease of use), trust, awareness and subjective norm) have an effect on 

dependent variable (customer e-banking adoption). Therefore, the study used liner regression 

equation and Pearson Correlation Analysis by using SPSS version 25 software. A researcher 

used the technology acceptance model (TAM) and diffusion of innovation theory to develop 

research framework. From the linear regression result the researcher identify that 

educational level, perceive ease of use. Perceive usefulness, trust and awareness have positive 

and significant effect on customer e-banking adoption. However, age and subjective norm 

have negative and significant effect on customer e-banking adoption and also the interview 

result also support the independent factors that significantly determine customer e- banking 

adoption. These results suggest that banks in Ethiopia should create trust and awareness to 

their customers with regard to the ease of use and usefulness of e-banking service. In 

addition, the study presents the recommendations and suggestion for further research to 

address the barriers to electronic banking adoption faced by customers of Ethiopia's 

Commotional Bank. 

Key Words: Commercial Bank of Ethiopia, E-banking, Adoption. 
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CHAPTER ONE 

1. INTRODUCTION 

1.1. Background of the Study 

The advent of internet has brought about great capabilities together with radical changes in 

the way that businesses are conducted. Banks, belonging to an information-intensive 

industry that is significantly influenced by information technology, have been particularly 

affected by the internet explosion, since they have been provided with an additional 

channel to both promote and deliver their services. (Ilias S and Maria, 2014) 

In recent times, many banking customers are developing an unwillingness to visit 

traditional branches and are becoming less loyal to a specific bank and savvier in their 

demand for convenient services (Luo, Li, Zhang and Shim, 2010, p. 222; Coelho and 

Easing wood, 2003, p. 23). The success of a bank in the current environment rests on its 

ability to provide innovative products and services that seek to address the evolving needs 

of customers and to further explore ways of maintaining a competitive advantage that 

clearly differentiates them from their competitors (Coetzee, van Zyl and Tait, 2013, p. 2). 

To achieve this, banks have capitalized on the recent developments in Information 

Technology (IT) brought about by the convergence of the Internet, wireless technology 

and mobile devices to provide revolutionary delivery channels to their customers through 

the system of electronic banking (e-banking) (Maduku & Mpinganjira, 2012, p. 172; Luo 

et al., 2010, p. 222). 

According to Mohammad O. Al-Smadi (2012) noted that the successful implementation of 

information systems is dependent on the extent to which such a system is used and 

eventually adapted by the potential users. Information system implementation is in doubt 

if users are unmotivated to use such type of technology and thus it will not bring full 

benefits to the organization. In order to bring full benefits, the organization should 

motivate customers regarding information system implementation. Similar to this, the 

bank should motivate the customers to use electronic banking services. Besides, banks 

must make key improvements that address the customers' worry. Therefore, it is necessary 

to identify the key factors influencing the adoption of electronic banking among the 

banking customers. 
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In developed countries, internet banking is widely used, and it is fast gaining popularity in 

poorer countries. Despite the fact that Ethiopia has just begun to embrace Internet banking 

services, cash remains the most widely used medium of exchange. Furthermore, due to a 

variety of variables, Internet banking system adoption and usage are still in their infancy. 

In the face of rapid expansion of Internet banking systems in both the developed and 

developing worlds, Ethiopia's financial sector cannot afford to be an outlier in terms of e-

banking adoption and use.  

According to NBE 2018/2019 annual report, the number of commercial banks operating in 

Ethiopia has reached 18 banks, 16 were private and 2 state-owned. In 2018/19, banks 

opened 807 new branches thereby raising the total number of branches to 5564 from 4757 

a year earlier. As a result, one bank branch serves about 17 thousand people. About 34.6 

percent of bank branches were located in Addis Ababa (NBE annual report, 2018/2019). 

Furthermore, currently the total population of Ethiopia was estimated above 112 Million, 

and also 80.5 percent are living in rural areas where financial institutions have not yet 

reached to majority of those people 

E-banking system is a new financial evolution in Ethiopia, but it‟s an important issue, 

because it has a great impact on the whole banking system, at the same time it‟s difficult 

and need a lot of efforts to be adopted and accepted by the banking industry, so it needs a 

lot of efforts to succeed. In order to survive, Ethiopian banking industry need to move 

away from traditional bases of retail bank competition to a new technology-based form of 

competition by focusing on cost reduction, customer retention, awareness, credibility, 

security, ease of use, and wider scope of products and services (Ayana G.2012). 

Based on the above facts the researcher is highly motivated to see the determinants of E-

banking adoption in Ethiopian banking industry the case of four banks in Debre birhan 

Town. 

Therefore, the aim of this study is analyze the determinants of customers‟ E-banking 

adoption in the Ethiopian banking industry. 

1.2. Statement of the problem 

Information and communication technologies are playing a very important role in the 

advancement of banking by introducing electronic banking which include Automated 

Teller Machine (ATM), mobile and Internet (online) banking, electronic funds transfer, 
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direct bill payments and credit card (Gikandi and Bloor, 2010) to ease the banking 

activities. Among these e-banking facilities, the Automated Teller Machine (ATM) is the 

first well known and widely adopted system that was introduced to facilitate the access of 

the user to his/her banking activities (Nyangosi et al. 2009; Claessens et al., 2002). 

Unlike new technological innovation, which often appears to occur as a single event or 

jump, the adoption or diffusion of any technology into practice appears as a continuous 

and rather slow process (Hall and Khan, 2003, P:1). Because it combines fast changing 

technologies and new marketing requirements for each company, the understanding of this 

process can take some time, and may be seen from a number of different perspectives. 

However, there are a number of accepted theoretical frameworks that have been used by 

researchers to investigate the adoption and diffusion of information technology and new 

technologies by the business community.  

The occurrence of electronic banking has prompted many banks to rethink their IT 

strategies in order to stay competitive. Customers today are demanding much more from 

banking services. They want new levels of convenience and flexibility (Birch and Young, 

1997; Lagoutte, 1996). 

Gardachew (2010) indicated that electronic banking has been widely used in developed 

nations and is rapidly expanding in developing countries, in Ethiopia cash is still the most 

dominant medium of exchange, and electronic payment systems are at an emergent stage.  

 According to Gadise and Tekabe (2017) studies agreed on the importance of customer 

acceptance and fully utilizing internet banking services, the success of internet banking is 

determined not only by banks or government support, but also by customers' acceptance of 

it(Hosein2009). They also highlighted the crucial role of the comprehensive understanding 

of the factors that influence customers in adopting and using internet banking (Guriting 

and Ndubisi ,2006; Mols 1999)  

Other similar researches Atinkut (2018) conducted by Yoseph and Meseret (2017) and 

Aclog (2018) with the focus on factors affecting for the adoption of E-banking the 

variables are perceived benefit, ease of use, perceived risk, role of supporting institutions 

and internal capability of the bank were significantly associated with e-banking adoption, 

lack of government support and lack of computation from foreign banks, from 

demographical factors, gender, age and education level, and finally lack of awareness and 
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lack of trust on the system , intention to use and convenience have been identified as the 

factors or determinants in the adoption of e-banking  

 According to Zeray (2017), research suggestion subjective norm of customer use as one 

variable to study e-banking adoption with customer perspectives and also the other 

variables are chosen based on findings from the previous literatures and that is more 

related with the title So, this paper was take into account the factors that affect the 

customers in the adoption of e-banking from demographic factors (age and educational 

level), from technological factor (Perceived usefulness and ease of use), trust, awareness 

and subjective norm. Even these factors identified by the research attempts may prevail at 

a different scenario in line with space and time. The factors that have been identified to 

influence the adoption of e-banking in the capital, Addis Ababa, could be quite different 

from Debre Berhan or Bahir Dar. Or even there could be other factors not captured by the 

prior papers. 

Therefore, the fundamental problem motivating the researcher to undertake this study is 

the need to analyze the main determinants and/or factors that might have an effect on the 

customer adoption of e-banking in Debre berhan. 

To this end, the following research questions and hypothesis have been formulated by the 

researcher to achieve the objective of the study. 

1.3. Objective of the study 

General Objective 

The objective of this research is to analyze the determinants of customers‟ e-banking 

adoption into the Ethiopian banking industry (case of Commercial Bank of Ethiopia, 

United Bank, Dashen Bank and Abay Banks) in Ethiopia banking industry. 

Specific objectives  

 To analyze the effect of age on the adoption of e-banking among commercial 

banks customer in Ethiopia.  

 To analyze the effect of educational level on the adoption of e-banking among 

commercial banks customer in Ethiopia. 

 To examine the effect of perceive usefulness on adoption of e-banking among 

commercial banks customer in Ethiopia.  
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 To analyze the effect of ease of use on the adoption of e-banking among 

commercial banks customer in Ethiopia. 

 To analyze the effect of subjective norm on the adoption of e-banking among 

commercial banks customer in Ethiopia. 

 To examine the effect of awareness on the adoption of e-banking among 

commercial banks customer in Ethiopia. 

 To examine the effect of trust on the adoption of e-banking among commercial 

banks customer in Ethiopia.  

1.4. Research Questions 

Main research Question 

What are the main determinants of e-banking adoption in to the banking industry in 

Ethiopia? 

Sub research question 

 How does age affect the customer‟s adoption of e-banking in to the banking 

industry in Ethiopia? 

 How does educational level affect the customer‟s adoption of e-banking in to the 

banking industry in Ethiopia? 

  How do perceive usefulness affect the customer‟s adoption of e-banking in to the 

banking industry in Ethiopia? 

 How does ease of use affect the customer‟s adoption of e-banking in to the banking 

industry in Ethiopia? 

 How do subjective norm affect the customer‟s adoption of e-banking in to the 

banking industry in Ethiopia? 

 How does awareness affect the customer‟s adoption of e-banking in to the banking 

industry in Ethiopia? 

  How does trust affect the customer‟s adoption of e-banking in to the banking 

industry in Ethiopia? 
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1.5. Research Hypothesis 

H1: Age is significant determinants of the customers‟ adoption of e-banking in to the 

banking industry in Ethiopia? 

H2: Educational level is significant determinants of the customers‟ adoption of e-banking 

in to the banking industry in Ethiopia? 

H3: Perceive usefulness is significant determinants of the customers‟ adoption of e-

banking in to the banking industry in Ethiopia? 

H4: Ease of use is significant determinants of the customers‟ adoption of e-banking in to 

the banking industry in Ethiopia? 

H5: Subjective norm are significant determinants of the customers adoption of e-banking 

in to the banking industry in Ethiopia? 

H6:  Trust is significant determinants of the customer‟s adoption of e-banking in to the 

banking industry in Ethiopia. 

H7: Awareness is significant determinants of the customer‟s adoption of e-banking in to 

the banking industry in Ethiopia. 

1.6. Significance of the study  

The major contribution of this study is:-  

 Help to investigate potential value to financial institutions, particularly Manager of 

bank to examine determinants‟ that hinder the adoption of Electronic banking. 

 Intend to assist the organization in identifying the most essential factors that 

influence client adoption of electronic banking services.  

 Help the Understanding factors persuading the adoption of electronic banking 

services will help banks to improve their service performance.  

 Help the company to reformulate a better strategy to attract their customers to 

adopt and retain the use electronic banking services. 

 Significantly contributed to further researches that will be conducted in Ethiopia in 

relation to the banking industry. 
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1.7. Scope of the study 

The study has covered how to analyze the determinants of customers‟ e. banking adoption 

in Ethiopian banking industry with the selected four banks namely commercial bank of 

Ethiopia, United bank, Abay bank, and Dashen bank. The respondents selected only from 

their branches that are located only in Deber berhan. The reason for this is that Ethiopia is 

too broad for the researcher to travel all over the country. From the total population four 

banks are selected based on the reason that the researcher has got willing and cooperative 

individuals who can assist in providing the relevant information on electronic banking 

services. The focus of the study would be also delimited to the data that is obtained from 

the rates using questionnaires and interviews. From selected bank customer and branch 

manager in the Debre Berhan Town. It excludes other financial institutions to explore the 

intent of the study.  

There are various factors that affect E-banking adoption. However, I would look into the 

following factors. Trust, awareness, and subjective norm on the system are the factors 

under consideration, which include technological aspects (perceived utility and perceived 

ease of use), demographic factors (age and educational level). 

1.8. Limitation of the Study 

In conducting the research, certain limitations may arise such as the sampling procedure 

and sampling size. The first limitation of the study relates to the sampling procedure i.e., 

purposive sampling, which limits the generalizability of the research findings. The second 

limitation relates to the sample size for primary data sources; the number of participants 

included in the sample may not be good representative of the population.  

1.9. Organization of the study 

The research is organized into five chapters:  

Chapter one:  This chapter deals with the background of the study, problem statement, 

research question, objectives of the study, hypothesis, significant of the study, scope of the 

study and limitation of the study.  

 Chapter two:   This chapter deals with the literatures review it include theoretical review, 

empirical review and conceptual framework. 

 Chapter three:  This chapter deals with the research methodology it includes research 

philosophy, research design, sampling procedure, sampling technique and data analysis.  
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Chapter four:  This chapter deals with the results and discussion.  

Chapter five: This chapter focuses on main findings, conclusions, recommendations and 

suggestion for future research. 

1.10 .Definition of basic terms  

1. E-marketing: E-marketing is a process of planning and executing the conception, 

distribution, promotion, and pricing of products and services in a computerized, networked 

environment, such as the Internet and the World Wide Web, to facilitate exchanges and 

satisfy customer demands. 

2. Adoption of E-banking: E-banking adoption in this study is defined that, it is a 

decision to make full use of an innovation at the best course of action available through 

electronic delivery channels which are internet banking, mobile banking, ATM, POS, and 

agent banking like CBE birr .  

3. E-banking: Electronic devices to carry out banking transactions such as cash 

withdrawal through cash dispensers or transfer of funds at point of sale without cash or 

cheque. E-banking in this study incorporates internet banking, mobile banking, ATM, POS 

and agent banking.  

4. Automated teller machine /ATM/: An electronic telecommunications device that 

enables the customers of a financial institution to perform financial transactions without 

the need for a human cashier, clerk, or bank teller.  

5. Point of sale/POS/: Electronic device used to process card payments at the point at 

which a customer makes a payment to the merchant in exchange for goods and services. 

The POS device is a hardware (fixed or mobile) device that runs software to facilitate the 

transaction.  

6. Mobile banking: The use of a mobile phone to access banking services and execute 

financial transactions. This covers both transactional and non-transactional services, such 

as viewing financial information on a bank customer‟s mobile phone, fund transfer, pin 

change and supply other bank related information to customers.  

7. Agent banking: Providing of limited scale banking and financial service to the 

undeserved population through engaged agents under a valid agency agreement rather than 
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a teller or cashier and they conduct of banking business on behalf of a financial institution 

using various service delivery channels.  

8. Internet banking: An electronic payment system that enables customers to conduct 

financial transactions on a secure website operated by a Financial Service Providers, such 

as CBE.  
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CHAPTER TWO 

2. REVIEW OF RELATED LITERATURE 

2.1. Theoretical Review  

2.1.1. Definitions and Concepts 

 E-marketing Internet marketing can be defined in different ways depending where we 

are standing. For example, web developers and technology integrators would define 

internet marketing as making web sites that are robust and scale with traffic. To 

advertisers it is about internet advertising and the impact of internet advertising on web 

traffic and brand building and to Customer Relationship Management Interest groups it is 

about Personalization. Marketers define internet marketing as the process of building and 

maintaining customer relationships through online activities to facilitate the exchange of 

ideas, products and services that satisfy the goals of both buyers and sellers (Rashad Y.1, 

et al, .2012). 

E-banking can define as a variety of platforms such as internet banking or (online 

banking), TV-based banking, mobile phone banking, and PC (personal computer) banking 

(or offline banking) whereby customers access these services using an intelligent 

electronic device, like PC, personal digital assistant (PDA), automated teller machine 

(ATM), point of sale (POS), kiosk, or touch tone telephone (Allahabad, 2006). 

Adoption is the acceptance and continued use of a product, service or idea. Consumers go 

through a process of knowledge, persuasion, decision, implementation and confirmation 

before they are ready to adopt a product or services Rogers and Shoemaker (1971).  

2.1.2. History of banking industry  

 World Banking History 

There are several theories about where the word "bank" came from. One theory is that it 

comes from the French word "Banque" or the Italian word "banco," both of which mean 

"bench" in English. This is based on the experiences of Greek and Roman businessmen. 

They used to sit in the middle of the market on a bench, taking deposits from the public 

and paying them out of the deposit. The term "benchers" was used to describe them. 

Banking at the time was primarily involved with currency exchange services.  

Merchants, goldsmiths, and money lenders can all be considered forerunners of today's 

bankers. These individuals begin their banking careers by taking deposits from depositors 
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and paying them out as needed. They used to provide written evidence for the deposit they 

accepted. 

They notice that the money they have put is stored for a long time without being removed. 

Others, meantime, were looking for money to help them with their trading activities. As a 

result, these parties begin to lend with interest. 

Ethiopian Banking History 

According to Garedachew (2010), present undeniably the largest state-owned bank, 

Commercial Bank of Ethiopia, introduced ATM service for local users in 2001 with its 

fleet of eight ATMs located in Addis Ababa. Moreover, CBE has had Visa membership 

since November 14, 2005. However, due to lack of appropriate infrastructure it failed to 

reap the fruit of its membership. Despite, being the pioneer in introducing ATM based 

payment system and acquired Visa membership, CBE lagged behind Dashen Bank, which 

worked aggressively to maintain its lead in electronic payment systems. 

Dashen bank, a forerunner in introducing e-banking in Ethiopia, has installed ATMs at 

convenient locations for its own cardholders. The Dashen Bank ATM is available 24 hours 

a day, seven days a week and 365 days a year providing service to Dashen Debit 

Cardholders and International Visa Cardholders coming to the country. At the end of June 

2009, Dashen bank has installed more than 40 ATMs in its area branches, university 

compounds, shopping malls, restaurants and hotels. 

Available services on Dashen Bank ATMs are: Cash withdrawal, Balance Inquiry, Mini 

statement, Fund transfer between accounts attached to a single card and PIN (Personal 

Identification Number) change currently, the bank gives debit service only for Visa cards. 

Dashen bank clients can withdraw up to 3,000 birr in cash and can buy goods and services 

of up to 5,000 birr per day. Expanding its leadership, Dashen Bank has begun accepting 

MasterCard in addition to Visa credit cards it began serving over two years ago. Dashen 

won the membership license from MasterCard in 2008. 

Harnessing its leadership with advanced banking technology, Dashen Bank signed an 

agreement with iVery, a South African electronic payment technology company, for the 

introduction of mobile commerce in April 21, 2009. According to the agreement, iVeri 

Payment Technologies has licensed its Gateway and MiCard e-payment processing 

solution to Dashen Bank. This would make Dashen Bank the first bank in Ethiopia to 

acquire e-commerce and mobile merchant transactions. Although Dashen‟s new 
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technology is one step ahead in that it allows transfer of funds from one‟s account to 

others, the younger United Bank was the first to introduce telephone and Internet banking 

systems - including text messages (SMS) - by the end of 2008. 

Wegagen Bank has signed an agreement with Technology Associates (TA), a Kenyan 

based IT firm, for the development of the solutions for the payment system and installation 

of a network of ATMs on December 30, 2008. 

The memorandum of understanding signed by three private commercial banks to launch 

an Automated Teller Machine (ATM) and Point of Sale terminal (POS) network, in 

February 2009 is welcoming strategy to improve electronic card payment system in 

Ethiopia. Three private commercial banks - Awash International Bank S.C., Nib 

International Bank S.C and United Bank S.C. – have agreed in principle to establish ATM 

network called Fettan ATM network. If everything goes as planned, Fettan ATM will 

install over 140 ATM machines and over 340 POSs across Ethiopia. There will be one 

ATM at every branch of the consortium banks, all domestic airports serviced by 

commercial service, shopping complexes and merchants. The agreement is the first 

significant cooperation between competing banks in Ethiopia, which others should be 

encouraged to follow as there is no single bank in Ethiopia that can afford to provide 

extensive geographical coverage and access (Binyam Tamene, 2009). 

The first ever electronic banking gateway was signed between Ethiopian Commodity 

Exchange (ECX) and Dashen Bank and CBE. The electronic banking system being 

developed with both banks is designed to give a secure electronic data sharing gateway 

between clients, banks and ECX, facilitating a smooth transaction (Abiy Demilew, 2008) 

As the CBE continues to move at a snail's pace in its turnkey solution for Card Based 

Payment System, Dashen Bank remains so far the sole player in the field of electronic 

banking since 2006. The agreements signed by other private banks to introduce e-banking 

are welcoming. 

2.1.3. Common types of E-banking Technologies 

PC banking: it is form of E-banking using proprietary software distributed and installed 

by the bank on customers‟ computer (PC) to access their bank. This can be completed 

through online banking where banking transactions are directed inside a closed network or 

through Internet banking (Natasha et al., 2014). It is also sometimes called home banking 

when the customers are accessing the bank through dedicated links from their home. 
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Telephone banking: Customers access their bank via telephone. In this case customers 

will call to their bank call centers to receive payment or fund transfer services. The 

customers must have their own access pass codes to commit these transactions. In early 

times, Telephone banking was popular in western countries before mobile and internet 

banking become common. Today such kinds of services are commonly offered to loyal 

customers who run huge investments.  

ATM banking: it is the process of cash withdrawal, deposit and transfer services using 

Automatic Teller Machines placed on any convenience places for customers like in malls, 

hotels and highways (Fenuga, 2010). ATMs are the oldest and the most widely used forms 

of E-banking technologies across the world starting from the early 1970s (Fikru, 2011). 

Initially they were used to replace the basic banking transactions of cash withdraw. 

Nowadays, ATMs provide many more services including cash withdrawals, fund transfers, 

inquiries about account balances, and requests for account statements, direct deposits and 

foreign currency exchanges.  

POS (Point of Sale terminal): it is an electronic channel to manage selling process by 

providing an interface for a sales person most commonly in hotels, shops, gasoil stations 

or any other merchants who have links with the banks (Shittu, 2010). POS terminals are 

used to accept payment cards like ATMs, In case of transactions using POS machines; 

there is no need of carrying the actual cash notes. Hence, POS terminals are much 

preferable than ATM to create cashless society and increase deposit mobilization.  

Mobile banking: it is an alternative channel using mobile phones to perform banking 

transactions like checking balance, fund transfer, paying bills, air top up and other 

services. According Shittu (2010), it is used for performing balance checks, account 

transactions, payments, credit applications and other banking transactions through a 

mobile device such as a mobile phone or Personal Digital Assistant (PDA) mobile banking 

is much convenient way to address E-banking for large number of users. Besides that, 

while it is fully self-service and convenient to use, it doesn‟t associate additional costs like 

internet banking. Moreover, most SMS notifications are free of charges. 

Internet banking: Internet Banking 24/7 ACCESS, ANYWHERE! Through CBE's 

Internet Banking, many transactions can be carried out from the comfort of your home or 

office. The online services include: Viewing account balances and transactions. Making 

fund transfers between a customer‟s own current accounts and savings accounts. Effecting 
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payments to third parties are bill payments to predefined CBE customers within Ethiopia. 

View downloading current and saving account statements and Requesting for Stop 

Payments on cheque etc. Apply Letter of Credit and more. Banking Made Easy 24/7 

ACCESS, ANYWHERE! Using CBE's Internet Banking facility, customers will benefit 

from our Personal and Corporate Internet Banking services that are available, 24 hours a 

day, 7 days a week, from any location. Personal Banking has Individual Level Access. 

Internet Banking Services to Individual Customers, Corporate Banking Multi Level 

Access. 

Ethiopian Automated Transfer system (EATS) 

 Ethiopian Automated Transfer system (EATS) is a payment processing system which is 

controlled by national bank of Ethiopia (NBE) 

The EATS application is used to make fund transfer from one bank or participant to other 

bank or participants and also receive incoming fund transfers from other bank or 

participants. It incorporates both high value payment (HV) i.e., EATS SWIFT and low 

value payment (Bulk Instruction (BI) i.e., EATS CLEARING &SEPA) processing. 

Under the scope of the EATS THE following functionalities are available: 

 High Value Payment (EATS SWIFT), 

 Cheque clearing transactions (EATS CLEARING), 

 Bulk credit transactions (EATS SEPA), and 

 Bulk debit transactions EATS SEPA). 

There are different participant to the EATS participants include licensed Banks, NBE, 

Ministry of Finance (MOFED)and Ethiopian Revenue and Customs Authority (ERCA), 

Apart from its regulatory role, NBE is also participant in EATS. Each participant is bound 

by the rules of EATS and will interact through the defined Participant Interfaces. (CBE 

EATS User Guide Document 2015) 

2.1.4. Determinant factors to adopt E-banking system 

Many researchers have been used different frame works in the study of adopting new 

technological innovation. Among frameworks that have been developed based on the past 

studies includes, the Technology-organization-Environment framework (TOE) 

(Tornatzky& Fleischer 1990), which identifies three basic factors for the adoption of 
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technological innovation, i.e, technological factors, organizational and environmental 

factors. Technology Acceptance Model (TAM) (Davis, 1989), which posit the two sets of 

beliefs, i.e., perceived ease of use (PEOU) and perceived usefulness (PU) to determine 

individual's acceptance of a technology. PEOU refers to the degree to which an individual 

believes that using a particular system would be free of physical and mental effort, PU on 

the other hand is related to users' perception of the degree to which using a system will be 

beneficial (Alsabbagh & Molla ,2004). 

2.1.4.1. Demographic factors and adoption of E- banking  

According to Ainkut (2018), Demographic factors have a great impact on consumer 

attitudes and behavior towards new technology acceptance such as e-banking. Age, 

gender, educational level, income and occupation are among the most influential 

demographic variables affecting e-banking usage the empirical studies related to these 

important demographic factors from the perspective of e-banking usages are discussed;  

Gender- Alagheband (2006), to identify factors affecting the adoption of e-banking 

services indicated that men represent the segment with the highest use of e-banking. 

Similarly, Alafeef et al. (2011), on their study regarding the influence of demographic 

factors on e-banking adoption discovered that gender has strong effects on the adoption 

level of e-banking applications in which males have greater e-banking usage experience as 

compared to females. Azouzi (2009) also discovered that gender is a crucial variable 

impacting the customers, attitude towards the adoption of e-banking. Similarly, Muzividzi 

et al. (2013) on their study shown that e-banking is popular with men than women. This 

may be because men have the courage to take  

Educational Level The impact of education on bank customers‟ e-banking usages practice 

is discussed below by reviewing various previous studies. For example; a study conducted 

by Abenet (2010) in Ethiopia found that e-banking usage practice is greater among those 

peoples who are in a better educational level as compared to others, so educational level 

has positive impact on e-banking adoption. This finding is in line with Edwin et al. (2014) 

who found that consumers' level of education and ICT knowledge impacts their 

acceptance of e-banking services. A number of the respondents were ICT literate and used 

it in their everyday transactions, which shows a fair amount of ICT knowledge.  
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2.1.4.2. Customers Trust on the system and adoption of E- banking  

 According to Atinkut (2018), the online shopping and online banking, potential 

uncertainties come from multiple sources such as vulnerability of Internet, Internet 

communication platforms and the technical capability of the vendors. In Internet banking 

environment, consumers attach more importance to trust than branch banking 

(Ratnasingham, 1998). This may be due to the absence of the physical contact between the 

service employee and consumer in the service delivery process. Fears of hackers and 

privacy invasion compound the uncertainty surrounding online services (Hoffman, D.L., 

Novak, T.P. and Peralta, M.A. (1999); Yoon, 2002). Hence, the uncertainty and risk are 

inherent in the online banking environment. Research has shown that risk and trust are 

inseparable components in decision-making (Morrison and Firmstone, 2000). Previous 

studies suggest that trust is an antecedent of perceived risk (Manzano, J.A., Navarre, C.L., 

Mafe, C.R. and Blas, S.S. 2009), Kesharwani and Bisht, 2012). In environments such as 

Internet banking, trust is the most effective strategic method to reduce uncertainty and risk 

(Gefen, 2000; Hart and Saunders, 1997).  

2.1.4.3. Customers Awareness on the system and adoption of E- banking 

The level of information customers have on mobile banking is one of the major factors 

impacting the adoption and usage of online banking according to the author in (Sathye 

1999). The research further states that the adoption rate of an innovation could be 

determined by level of awareness of the customers. The use of mobile banking services is 

new to many customers and the banks need to create enough awareness to capture the 

attention of the customers. Adoption is the acceptance and continued use of a product, 

service or idea. According to (Sathye 1999), customers go through “a process of 

knowledge, persuasion, decision and confirmation” before they are ready to adopt a 

product or service. The adoption or rejection of an innovation begins when “the customers 

becomes aware of the product”. Hence for adoption of mobile banking, it is necessary that 

the banks offering this service make the customers aware about the availability of such a 

product and explain how it adds value relative to other products of its own or that of the 

competitors Customers must become aware of the new brand or technology. An important 

characteristic for any adoption of innovation service or product is creating awareness 

among the customers about the service or product (Sathye 1999). 
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Awareness creation speeds the sales of products and evidences from different participants, 

lay credence to this. The level of awareness (Palvia 2009) is an important factor in 

encouragement of consumers to adopt related self service facilities. 

The amount of information customers have about online banking has been identified the 

major factor impacting the adoption. According to (Sathye 1999) while the use of online 

banking service is fairly new experience to many people, low awareness of online banking 

is major factor in causing people not to adopt online banking. In an empirical study of 

Australian customer found that customers were unaware about the possibilities, 

advantages or disadvantages involved in online banking. 

2.1.4.4. Subjective Norm and adoption of E- banking 

Subjective norm refers to belief that an important person or group of people will approve 

and support a particular behavior. Subjective norm determined by the perceived social 

pressure from others for an individual to behave in a certain manner and their motivation 

to comply with those people‟s views. 

2.1.4.5. Technological Factors and adoption of E- banking 

It appears that there is a lack of consensus on what factors belong to this context. For 

example, one study (Salwani 2009) includes technology competence covering existing 

technology infrastructure and skills to utilize the technology in this context, while other 

studies (Ellias 2009 & Chang 2007) consider some relevant characteristics of technology. 

To avoid overlapping between technology and organizational contexts, researcher chooses 

two basic factors related to technology competence, which have relevant to the 

organizational factors, i.e. perceived benefits and perceived risks are considered in this 

study from the technological factors. 

1. Perceived benefits: - Perceived benefits of E-banking cover both direct and indirect 

benefits for the banking industry as well as for the consumers. Direct benefits include the 

savings on operational cost, improved organizational functionality, productivity gain, 

improved efficiency and increased profitability. Indirect benefits include the opportunity 

or intangible benefits such as improved customers‟ satisfaction through improved services, 

improved banking experience and fulfillment of their changing needs and lifestyle (Lu et 

al. 2005; Kuan&Chau 2001 &Iacovou 1995) 

2. Perceived risks: - One of the important risks faced by banking institutions in offering E-

banking services is the customer resistance to use the services which significantly hinder 
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the growth of E-banking (Zhao et al. 2008 & Laforet 2005). Issues related to security have 

always been a concern when dealing with technologies related to online transactions such 

as E-banking (Chang 2007 & Rogers 2003). Therefore, the perception of the risks 

regarding E-banking is expected to influence its adoption and further growth. 

2.1.5. The Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM) is proposed by Davis (1989) to explain the 

acceptance, usage and adoption of information technology. When developing this model, 

Davis referred to the theory developed by Ajzen and Fishbein (1980) regarding the 

understanding of attitudes and the predicting of social behavior (theory of reasoned action 

- TRA). Davis (1989) used this theory about reasoned action (TRA) to show that beliefs 

influence attitudes which lead to intentions, and therefore generate behaviors.  

Based on that, according to Davis‟s point of view, IT adoption is affected by prior use-

related beliefs. When constructing his model, Davis depended on the following two beliefs 

to develop his model: - 

1- Perceived beliefs/usefulness (PU) which is: “The degree to which a person believes 

that using a particular system would enhance his or her job performance" (Davis, 1989; P: 

320) 

2- Perceived ease of use (PEOU) which refer to: "The degree to which a person believes 

that using a particular system would be free of effort" (Davis, 1989; P: 320). Although 

perceived usefulness and ease of use represent the main components of TAM, there is two 

other constructs in the model which are: 

3- Attitude towards the use of IT. 

4- Behavioral intention to use.  

These four components will lead to the dependent variable of the model which is actual 

usage of IT, as illustrated in the following figure 
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Figure 2.1 Technology Acceptance Model  

Sources: - Adopted from Technology Acceptance Model (Davis et al., 1989)  

2.1.6. Rogers’ diffusion of innovation theory 

According to Rogers‟ (2003) diffusion of innovation theory is a social process whereby 

new innovations, ideas or practices are communicated through certain communication 

channels to a Particular social group through time and as a result the innovation is 

adopted/ rejected by individuals or organizations. The main four concepts of the theory are 

the innovation itself, the Communication channel time and the social system. The 

innovation characteristics that determine the rate of diffusion of adoption are its relative 

advantage, compatibility, complexity, trial ability, and observe ability. New innovations 

are everywhere, aimed at replaced the old or introduced as new in society, while some are 

accepted and diffused in society, others are rejected altogether and some are adopted and 

later replaced or rejected before being fully diffused in society. 

According to Rogers (2003, p.11), an innovation is an idea, a practice or object perceived 

as new by an individual. Furthermore, one of the reasons for a higher rate of adoption of 

an innovation is Positive perception, in terms of ease of use and usefulness of the 

innovation, towards the innovation by potential adopters. Compatibility refers to the 

degree to which an innovation fit Into the existing value and experience of a potential 

adopter, its compatibility to a particular social group (Rogers 2003); if an innovation is not 

compatible with the existing values of a potential adopter, then the innovation will not be 

adopted as rapidly as an innovation that is compatible, or it will completely fail to be 

adopted. Complexity refers to the degree to which an innovation is perceived as difficult to 
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use and understand (Rogers 2003). According to Rogers (2003), trialability of an 

innovation allows the user to test the innovation in the unique circumstances of the user‟s 

situation. Observability is the level of the result of an innovation or the innovation itself to 

be visible to a potential adopter (Rogers 2003). Re-invention occurs after the innovation is 

adopted and the adopter‟s use the innovation for a different purpose than what it was 

designed for (Rogers 2003, p. 17). These mentioned above points are the most important 

in explaining in the rate of the adoption. 

2.1.7. Adoption of e- banking  

A study conducted by Rogers and Shoemaker (1971), consumers go through “a process of 

knowledge, persuasion, decision, implementation and confirmation” before they are ready 

to adopt a product or service. So the stages through which a technological innovation 

passes are:  

1. Knowledge  

2. Persuasion  

3. Decision  

4. Implementation  

5. Confirmation  

A potential adopter passes through certain stages before decision is made on whether to 

adopt or reject an innovation. Rogers has been one of the number of researchers who has 

focused upon the adoption process, which he defines as the “the process through which an 

individual or other decision-maker unit passes from first knowledge of an innovation, to 

forming an attitude toward the innovation to a decision or rejection to implementation of 

the new idea, and to confirmation of this decision” (Frambach, 1993).  

The innovation adoption process defined by Rogers is the process through which an 

individual or other decision-making unit passes from knowledge of an innovation, to 

forming an attitude towards the innovation, to a decision to adopt or reject, to 

implementation of the new idea, and to confirmation of this decision. There are five stages 

in innovation decision process. These are:  

1. Knowledge: Socio-economic characteristics, Personality variables and communication 

behavior all relate to innovativeness. Innovativeness is the degree to which an individual 
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or other adoption unit is relatively early in adopting new ideas compared to other members 

of a system (Rogers, 1995). According to Rogers early adopters have more formal 

education than later adopters and are more likely to be (socio-economic characteristics).  

2. Persuasion: The potential adopter‟s attitude towards the innovation is formed in this 

stage. By anticipating and predicting future use satisfaction and risk of adoption, the 

potential adopter develops positive or negative attitudes to the innovation, which play 

important role of modifying the final decision. Perceived attitudes of an innovation as its 

relative advantage, compatibility and complexity are especially important here (Rogers, 

1995).  

3. Decision: The decision stage occurs when an individual engages in activities that lead 

to adoption or rejection of the innovation. In this stage the adopter starts to actively seek 

out information about the innovation that assists the decision making.  

4. Implementation stage: In this stage, mental information processing and decision 

making come to an end, but the behavioral change begins.  

5. Confirmation stage: After the adoption of innovations, the adopter keeps evaluating 

the results of his / her decision. If the level of satisfaction is significant enough, the use of 

innovation will continue; however, it is also possible that the rejection occurs after 

adoption.  

 

  Figure 2.2.Diffusion of Innovation Theory       

 Source:  Reprinted from Sharma and Mishra (2014)  
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2.1.8. Theory of Planned Behavior (TPB) 

 Theory of Planned Behavior (TPB) was proposed by Ajzen (1985) as an extension of 

TRA (Fishbein and Ajzen, 1975) for situations where people do not have complete control 

over their behavior. Basically, TPB adds a determinant to the behavioral intention and the 

attitude towards behavior constructs which is the perceived behavioral control. This 

construct reflects how people perceive the internal and external limitations to their 

behavior. On more formal terms, it refers to how easy or difficult people believe it would 

be to perform certain behaviors (Ajzen, 1985). 

In TPB, behavior itself is a function of both the behavioral intention and the perceived 

behavioral control. Behavioral intention, in turn, is influenced by the attitude towards 

behavior, the subjective norm and the perceived behavioral control. The determinants of 

intention (attitude, subjective norm, and perceived behavioral control) are established by 

the structure of the underlying (attitudinal, normative and control) beliefs.  

Strengths of theory of planned behavior  

The theory of planned behavior can cover people's non-volitional behavior which cannot 

be explained by the theory of reasoned action. An individual's behavioral intention cannot 

be the exclusive determinant of behavior where an individual's control over the behavior is 

incomplete. By adding "perceived behavioral control," the theory of planned behavior can 

explain the relationship between behavioral intention and actual behavior. Several studies 

found that the TPB would help better predict health-related behavioral intention than the 

theory of reasoned action Ajzen, I. (1989) The TPB has improved the predictability of 

intention in various health-related fields such as condom use, leisure, exercise, diet, etc. In 

addition, the theory of planned behavior as well as the theory of reasoned action can 

explain the individual's social behavior by considering "social norm" as an important 

variable. 

 Limitations of theory of planned behavior  

Some scholars claim that the theory of planned behavior is based on cognitive processing, 

and they have criticized the theory on those grounds. More recently, some scholars 

criticize the theory because it ignores one's needs prior to engaging in a certain action, 

needs that would affect behavior regardless of expressed attitudes. For example, one might 

have a very positive attitude towards beefsteak and yet not order a beefsteak because he is 
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not hungry. Or, one might have a very negative attitude towards drinking and little 

intention to drink and yet engage in drinking as he's seeking group membership. 

Also, one's emotions at the interviewing or decision-making time are ignored despite 

being relevant to the model as emotions can influence beliefs and other constructs of the 

model. Still, poor predictability for health-related behavior in previous health research 

seems to be attributed to poor application of the model, associated methods and measures. 

Most of the research is correlation, and more evidence based on experimental studies is 

welcome although experiments, by nature, lack external validity because they prioritize 

internal validity Sniehotta, F.F. (2009). Theory of planned behavior also give high 

emphasis to human behavior, norms and beliefs and used to investigate customers 

behavior, beliefs and norms about the adoption of E- banking in Ethiopian banking 

industry. 

2.1.9. Benefit of adopting E-banking system 

Business organizations are trying to uncover the new technologies coming from the E-

commerce applications which has a lower transaction cost resulted to eliminate association 

in distributing channels (Salman & Kashif 2010). The cost can be reduced to zero in some 

services like information and manufactured goods information. Transaction of low cost 

and easiness provides to adopt the new trend of technology to trade information among 

different groups and business parties. Information and Communication technology 

adoption transformed business to go from local and global. However, it has been said that 

E-banking is vital in the banking sector of developing countries (Polatoglu and Ekin 

2001). The online payment system is quite new in banking institutions and dispersion of 

these innovations can result in more competent online banking systems which resulted in 

lots of changes in the technologies of the banking sector.  

2.1.9.1. Benefits of E-banking for banks 

E-banking can bring about various benefits for banks and their customers as well. It is 

obvious that cost savings, efficiency, gaining new segments of customers, improvement of 

the bank‟s reputation and better customer services and satisfaction are primary benefits to 

banks (Jayewardene& Foley, 2000). In addition, Jayewardene& Foley (2000) noted that 

setting up a specialized E-banking infrastructure costs about US $1 to $2 million, which is 

much lower than setting up a banking branch. In addition, the authors conclude that costs 

for running a traditional bank account for 50% to 60% of its revenues. 
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According to Robinson (2000), relevant costs for conducting a banking transaction via 

online are much lower than via a brick-and-mortar branch. Moreover, Sheshunoff (2000) 

contends that one of the most important factors influencing the adoption of E-banking by 

banks is the need to build up strong barriers to customer exiting. Under the view of the 

author, once customers become familiar with the utilization of full-service E-banking, it is 

unlikely that they will change to another financial institution. Such an argument can be 

supported by the consumer behavior theory that switching costs are often very high in 

terms of time and efforts by consumers. Finally, the author emphasizes that the 

implementation of E-banking can bring about many competitive advantages for banks in 

today‟s highly competitive banking market (Meseret K.2017). 

A research on E-banking has been carried out in Denmark by Mols (1998). The author 

argues that E-banking can play an important role in enhancing cross-selling and price 

differentiation. Banking can make favorable conditions for banks to provide customers 

numerous services 24 hours a day and 7 days a week. e-banking can improve customer 

satisfaction with the bank due to the fact that it makes customers less price sensitive, and 

improve their intention to repurchase, and more loyalty to the bank via providing more 

positive words of mouth about the bank than other bank customers. 

2.1.9.2. Benefit of e-banking for Customers 

It should be noted that E-banking is not only brings about benefits to banks but also to 

their customers. Thanks to the emergence of the Internet, banking transactions are no 

longer limited to time and geography. It is very easy for consumers throughout the world 

to access to their bank accounts 24 hours per day and seven days a week. Customers can 

enjoy a variety of services, especially services which are not provided by traditional bank 

branches (Pham, 2010). It is argued that one of the greatest benefits that e-banking brings 

about is that it is not expensive or even free for customers to utilize E-banking 

products/services (Meseret K .2017). 

However, some people believe that prices appear to be one factor that is impedimental to 

the diffusion of E-banking (Sathye, 1999). The price debates often revolve around 

geographical differences and disparities between costs of Internet connections and 

telephone call pricing. It has also been believed that E-banks have been changing to 

respond to customers increasingly changing demands (Pham, 2010). There has been a 

tendency that customers don‟t want to travel to or from a bank branch to conduct some 
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banking transactions. In other words, they want to utilize E-banking to save time and 

money. E-banking can bring about convenience and accessibility, which will have positive 

effects on customer satisfaction and loyalty (Pham, 2010). 

It is totally possible for customers to manage their banking transactions whenever they 

want and to enjoy improved privacy in their interactions with the bank. In addition, 

customers can enjoy more benefits at lower cost levels by utilizing E-banking (Moil‟, 

1998). It is contended by Turban (2008), that E-banking is really beneficial to customers 

in terms of cost savings, no limit on time and space, quick response to customer 

complaints, and better services/products. Such benefits are believed to elevate customer 

satisfaction.  

2.1.9.3. Benefits to the Economy  

 E-banking provide opportunity to banking sector to enlarge their customer base, it has a 

consequence to increase the volume of credit creation which in turn results in better 

economic condition. The positive impacts of electronic banking are immense for economic 

development of a nation. Some of the economic benefits of e-banking are Reduction of the 

cost for printing cash notes and its related distribution, Enhancement of Aggregate 

Deposit, Banking the un-banked and Increasing the potential for hard currency generation.  

2.2. Empirical Review literature related to E. banking Adoption 

A study conducted by Octovian and Daniela (2006) mentioned that Romanian customers 

were not adopting internet banking services because of unawareness and sufficient 

information about internet banking. In a parallel the study by Octovian and Daniela 

(2006), Omar et al. (2011), it was discovered that most of the bank customers are still not 

aware of internet banking services, although customers would possibly adopt internet 

banking due to their willingness to accept change and innovation, and to appreciate ease of 

navigation on banks website with resulting time savings.  

Gao and Owolabi (2008) in Nigeria include as the level of awareness or attention, the 

accessibility to computers and the Internet, convenience, privacy, costs, and the 

availability of knowledge and are significant influence of e- banking services. According 

to the study made by (Al-Somali et al. 2008) adoption of internet banking services is 

facilitated by the bank‟s reputation in terms of size, awareness and trust. Awareness of 

Service and its benefits in form of the amount of information a customer has about Internet 

banking and its benefit may have a critical impact on the adoption of Internet banking. On 
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the other hand (Al-Somali et al. 2008) noted that low awareness of Internet banking is a 

critical factor in causing customers not to adopt internet banking.  

A study conducted by Nasri (2011), investigated the determinants of accepting Internet 

banking (IB) for the customers of Tunisia. The purpose of this paper was to determine 

those factors that influence the adoption of Internet banking services in Tunisia. A total of 

253 respondents in Tunisia were sampled for responding: 95 were internet bank users, 158 

were internet bank non users. Factor analysis and regression technique is employed to 

study the relationship. The results showed that use of Internet banking in Tunisia is 

influenced most strongly by perceived convenience, perceived risk, security and prior 

internet knowledge. Only information on online banking did not affect intention to use 

Internet banking services in Tunisia. The results also proposed that demographic factors 

impact significantly Internet banking behavior. Finally, these papers recommends for the 

banks to implement new security policies, provide encryption and strong authentication, 

and provide free demonstration computer courses about using Internet banking to bank 

customers. 

Paul (2013) shows that the young generation is more likely with computer and internet 

banking. So they are more interested in using the e-banking system particularly in ATM & 

online transaction rather than old & traditional banking. Again, find that a large no of 

customers especially the old generation having no computer knowledge are till now prefer 

the traditional banking but along with some moderate changes and quick service delivery. 

Devadevan V (2013) conducted a survey on 65 respondents, and found that 84.6% of the 

same had tested the mobile banking facility while the rest were unaware of the same. 

Laforet S, Xiaoyan Li, (2005) points out a low level of awareness in China as far as 

mobile banking was concerned. In view of the same, Laukkanen T, Kiviniemi V (2010) 

tested the impact of information and guidance offered by the bank. They found that the 

information and guidance offered by a bank has the most significant effect on perceived 

functional usability of mobile banking and also significantly increases the positive image 

associated with the innovation. The results also suggested that information and guidance 

significantly increase the perceived value added provided by mobile banking and decrease 

the perceived risks related to the innovation. However, information and guidance have no 

significant impact of psychological barriers like tradition. 
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According to the  Abu-Assi1, Al-Dmour1 , Zubi M.F and Al-Zu‟bi1 (2014) findings, 

Among the factors affecting internet banking adoption, ease of use value had a correlation 

coefficient of .587 and this implies that the consumer perceptions of value plays a key role 

in affecting the internet banking adoption. This implies that banks should enhance their 

website ease of use and they may be required to invest in building the website 

infrastructure to ensure that the services will be user friendly in its design, functions and 

usage in order to influence the decision of clients towards the adoption of those services. 

Moreover, since the clients evaluate the product in terms of its easiness; then this may be 

applied by banks to evaluate the website performance for their provided banking services 

and utilize this approach for gaining competitive advantage over the traditional ways of 

conducting banking transactions. This points out that the sample is aware of the 

significance of perceived ease of use and this was supported by the literature (Liao, Shao, 

Wang, & Chen, 1999). Hence it should be realized that perceived ease of use is an 

important factor, which means that clients need easier internet banking. Among the factors 

affecting internet banking adoption, ease of use value had a correlation coefficient of .587 

and this implies that the consumer perceptions of value plays a key role in affecting the 

internet banking adoption. So, according to the findings, banks should enhance their 

website ease of use and they may be required to invest in building the website 

infrastructure to ensure that the services will be user friendly in its design, functions and 

usage in order to influence the decision of clients towards the adoption of those services. 

Moreover, since the clients evaluate the product in terms of its easiness; then this may be 

applied by banks to evaluate the website performance for their provided banking services 

and utilize this approach for gaining competitive advantage over the traditional ways of 

conducting banking transactions.  

According to Abebe (2016) study also identified security risk, customer familiarity with 

the service, technical, managerial and implementation skills of E-banking, maintenance 

capability up on failure, promotion, public awareness, ICT infrastructures and low internet 

access as major challenges in adoption of E-banking service in DB. Among the variables 

that measures challenges in adoption of E banking, perceived risk and environmental 

factors have significant influence where as that of organizational factors were found less 

influential) 

According to Aclog (2018) Prior service awareness creation might be provided for 

customers about the all over e-banking service and security issues of using e-banking 
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channels. This is good for the customer and for controlling bank costs.  According to 

Meseret (2018) Perceived ease of use has positive and significant effect on adoption of e-

banking services. The result of this finding is in line with previous studies, Amin et al. 

(2008) Pikkarainen et al. (2004), Poon (2008), Yitbarek et al. (2013) Service agreement 

with the customer for the ease of use. 

According to Bekema (2019) perceived ease of use is identify as it positively influences 

the intention of agent banking adoption (β=0.219, p=0.000). Simplicity of remembering 

agent banking PIN, USSD and login numbers, as well as easiness to navigate, understand 

and customize agent banking menu, alternative languages and also simplicity to make 

payment, money transfer and checking their balance have found as positive influence on 

customers to adopt agent banking. Agent banking platform application and menu provided 

for the service is easy and the processes to be followed for banking transaction facilitates 

the users to adopt agent banking. This simplicity was caused primarily by alternative 

languages the customer could prefer during and after his/her agent banking subscribing 

time. 

According to Teka (2020) cited It refers to an individual‟s “perception of social pressure 

to perform or not to perform the behavior in question (Ajzen, 1988, p. 132). There is 

extensive empirical evidence that supports the significant effect of subjective norms on the 

intention to use e-banking services (Khanifar et al., 2012; Al-Smadi, 2012; Yitbarek & 

Zeleke, 2013). 
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2.3. Conceptual Framework 

Independent variables                                                                          Dependent variable 

 

 

 

   

  

 

 

 

 

  

 

 

 

 

 

 

 

 

Figure 2.3 Conceptual Framework 

Source: Adapted from Tornatzky and Fleischer (1999) 
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CHAPTER THREE 

3. RESEARCH DESIGN AND METHODOLOGY 

3.1. Research Design and Approaches 

According to Creswell (2009), a research design is a plan on how to conduct a research. 

This research use descriptive and explanatory research design. To describe some aspect of 

customer‟s attitude about e- banking in Ethiopian banking industry the researcher used 

descriptive research i.e. the status of e- banking. It can help understand a topic and lead to 

causal analysis. The desire to know "why," to explain, is the purpose of explanatory 

research. It is a continuation of descriptive research and builds on exploratory and 

descriptive research and goes on to identify the reasons for something that occurs. The 

researcher goes beyond merely describing the characteristics, to analyze and explain why 

or how a customer does not adopt e- banking in Ethiopia. Thus, explanatory or analytical 

research aims to understand phenomena by discovering and measuring causal relations of 

independent variables like demographic factor, technological factors, awareness, trust, and 

subjective norm on the system with adoption of e- banking.  

3.2. Data Sources  

Both primary and secondary sources were used to get data regarding the determinants of e-

baking adoption in the Ethiopian banking industry. The respondents were selected from 

four banks. Primary data from customers has captured through Likert scale questionnaire 

and from Branch Managers has captured through interview to get detail information about 

the issue under study. The secondary sources obtained from, annual report and websites of 

the Company‟s; journals, documents, and brochures. 

3.3. Target Population  

The study was interested particularly on the Analyses of the determinants of customers‟ e-

banking adoption in the Ethiopian banking industry. Accordingly, the target populations of 

the study are Government owned bank (Ethiopia commercial bank) and private bank 

(Abay bank, Dashen bank and united bank) customer and selected branch manager in 

Deber berhan Town. 

4.4. Sample size and Sampling procedure 

The total number of Commercial Banks which have been functioned in the year 2021 is 16 

private banks and 2 state-owned banks. The population for this study was Individual 
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customers. The respondents are sampled from 2 branch of Government owned bank 

(Ethiopia commercial bank) and from 6 private banks branch (Abay bank, Dashen bank 

and united bank). 

The sample banks are Commercial bank of Ethiopia, Dashen Bank, United bank, and 

Abay bank would be selected. These banks are purposely selected for the reason that the 

researcher has got willing and cooperative individuals who can assist in providing the 

relevant information on electronic banking services. The study used convenient sampling 

techniques to select the respondents. The selected branches of bank would be considered 

as a stratum each of respondents would be informed about the purpose of the study. To get 

further and detail information, branch manager was interviewed by setting semi-structured 

question. 

 The sample size will be determined by using Yemane‟s sample size formula (1973). 

   
 

        
 

Where, N is the population size, n is sample size and e is the level of precision. Let this 

formula be used for our population, in which N =103481(customers) with ±5% precision. 

Assuming 95% confidence level and p =0.5, we get the sample size  

  
      

                
=398 

 Based on the above formula, three hundred ninety-eight (398) individual customers are 

included in the sample as respondents for the questionnaire.  

The proportional allocation method is originally proposed by Bowley (1926). In this 

method, the sampling fraction  /  is the same in all selected bank. This allocation was 

used to obtain a sample that can estimate size of the sample with greater speed and a 

higher degree of accuracy. The allocation of a given sample of size n to different selected 

bank was done in proportion to their sizes. I.e. in the 

    
  

 
     i=stratum 

Where n represents sample size, Ni represents population size of each selected bank and N 

represents the population size. In our study,  

N = 103481; n= 398.  
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Based on the above assumption the sample from each bank should be;  

1. Commercial bank of Ethiopia             
  

 
           

  N1      
     

      
     = 222   customer 

2, Dashen bank S.C 

N2      

 
     

      
      = 81 customer 

3, United bank S.C 

N3      
     

      
      =48     customer 

 4, Abay bank S.C 

N4      
     

      
       =47    customer 

3.5. Data gathering tools  

Data gathering tools are devices which assist researcher in collecting essential information 

to measure the researcher variables (demographic factor (age, gender and educational 

level), technological factor (Perceived usefulness and ease of use), trust, awareness and 

subjective norm) on data collection. Data was collected by designing close ended 

questionnaires and semi structured interview. The questionnaires have two sections. The 

first Section was demographic characteristics of the respondents and the second section 

consists about the variables under studied. Five alternatives of response (strongly disagree, 

disagree, neutral, agree or strongly agree) was provided for each item so that the 

respondents circling your choices from the options under the alternative that expresses 

their feeling, attitude or believe. In order to get enough and accurate data the questions 

was raised in line with the research questions of the study. The interview was semi 

structured to get open and detail information from branch managers. 

3.6. Data Collection Procedures  

An attractive and neat questionnaire with appropriate introduction and instructions was 

prepared. The questionnaire was developed in English version. Then the researcher was 

conducted a pilot test of research instrument by distributing three questioners to the target 

population to enhance the clearness of the questions for the study finally questionnaires 
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was changed in to Amharic Language and distributed to the respondents. The drop and 

pick methods will be used in order to administer the questionnaires and the respondents 

was requiring two-week period in order to respond. In order to increase the response rate, 

follow up with mobile phone. The data for the study was collected at one point in time. 

Interviews with the branch managers were conducted during working hours. 

3.7. Data Analysis Methods 

Analyses were done by quantitative and qualitative data. To undertake this research, the 

specific methods of data collection were survey. The data collected from the branch 

manager and customer.  The data that collected from customer through questionnaire was 

analyzed mainly by the help of SPSS version 25. After the collected data is rearranged, 

edited and calculated in order to become complete, it would be analyzed using descriptive 

statistics and linear regression analysis. The descriptive statics (mean, frequency, 

percentage and standard deviation) was used to analyze the general trend of the data. And 

also, the multiple linear regressions are employing to know the effect and relationship 

between independent and dependent variables and to analyze the determinant of e-banking 

adoption. Accordingly, the following model was used.  

EBAi = α0 +β1A + β2EL+ β3PU+ β4PEU + β5SN+ β6TR+ β7AW +Pεi…… Eq 1  

Where: EBA is E-banking adoption, A is age, ED is educational level, PU is perceived 

usefulness, EU is ease of use, TR is trust, AW is  awareness, subjective norm β1, β2… β8 

is a coefficient and εi is an error term at time i.  

In addition to this, Pearson Correlation Analysis was used to determine the relationship 

between the independent and dependent variables by the help of SPSS version 25. 

3.8. Validity and Reliability    

The concept of validity answers to this question that to what extent measuring instrument 

gauges the desired option. Data accuracy cannot be reliable without knowledge of the 

validity of measuring instruments. There are several methods such as face validity method 

for validation. The face validity test is done by showing the instrument to experts and 

actual subjects and analyzing their responses qualitatively (Gaur A. & Gaur S. 2009). Face 

validity of the instrument were tested by showing it to selected managerial and non-

managerial staffs of the company in Debre berhan Town.  
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Reliability is one of technical features of measuring instruments. This shows that 

measuring instruments to what extent obtains the identical results in the same situation. To 

determine the reliability of the test, Cronbach's alpha is used.  

3.9. Ethical Considerations  

During data collection, respondents were informed as to why the data would be collected. 

They are informed about the objectives and methods of the study. The privacy of 

respondent was kept safe. Moreover, respondents expected to provide their response 

voluntarily. Finally, any work of scholar was acknowledging a bibliography part. 
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CHAPTER FOUR 

4.  RESULT AND DISCUTION 

4.1. Introduction 

This chapter covers the analysis and interpretation of the various data collected through 

the use of questionnaires as per objectives of the study. The crucial emphasis of the 

research was to study the determinants of ((demographic factor (age, educational level), 

subjective norm, technological factor (perceive ease of use, perceive usefulness), trust and 

awareness)) on the customers electronic banking adoption. Primary data was collected 

from the customers and branch manager of the selected banks by using questionnaire and 

interview and also secondary data was collected through reviewing books, journals 

articles, and the organizations manual. 

The collected data were described and analyzed using statistical tools: Descriptive and 

inferential statistics including multiple linear regressions was applied with the help of 

SPSS version 25. The total of 398 research questionnaires distributed to four purposely 

selected commercial bank customers. Commercial bank of Ethiopia (222 questioners), 

Dashen bank (81 questioner), United bank (48 questionnaires), Abay bank 

(47questionnaires), out of the total 398 questionnaire 340 valid and usable questionnaire 

were obtained to enable a meaningful analysis of the data with 85.5% return rate that is 

assumed to be suitable for further analysis. However, some of the questionnaires returned 

were rejected for not being completed properly.  

   4.2. Reliability Test 

According to Table 4.1.result the reliability of this research data collected by questionnaire 

was 0.858. This result is accepted based on internal consistency Cronbach‟s alpha is 

greater than acceptable percentage 0.7. According to George & Mallery (2003), the value 

of alpha should be greater than 0.7 in order to accept the instrument. The researcher pre 

tested the questionnaires and found the following reliability test result. 

 

 

Table: 4.1 Reliability Test 
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Source: survey result, 2021 

4.3. Demographic Analysis  

The demographic information of respondent gathered for the studies were gender, age, 

educational background, working experience, monthly gross salary and potential user of 

Electronic banking service. This analysis was important to see the ability and knowhow of 

customer about determinants and electronic banking adoption to fill the questionnaire.  

Table: 4.2 Summary of Demographic factor 

Demographic 

factor 

Category Frequency Percentage 

Gender Male 175 51.5 

Female 165 48.5 

Total 340 100.0 

Age Below 20 3 0.9 

20-35 252 74.1 

35-45 79 23.2 

 

Variables Cronbach's Alpha No of Items 

Demographic factor 0.755 3 

Subjective norm 0.885 4 

Perceive ease of use 0.700 5 

Perceive usefulness 0.711 7 

Trust 0.710 4 

Awareness 0.712 4 

E-banking Adoption 0.82 3 

Over all reliability 0.858 30 
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45-55 6 1.8 

Above 55 - - 

Total 340 100.0 

Educational level Grade 12 and below 52 15.3 

First degree holder 254 74.7 

Master degree 34 10 

Above master‟s degree - - 

Total 340 100.0 

Monthly income Less than birr 3000 99 29.1 

Birr3000-5999 119 35 

Birr6000-8999 84 24.7 

Above birr 9000 38 11.2 

Total 340 100.0 

Use of  

Electronic 

banking service    

Yes 304 89.4 

No 36 10.6 

Total 340 100.0 

 Source: survey result 2021 

As shown in the above table, Out of 340 respondents 175(51.5%) are male while 165 

(48.5%) are females. The Majority of the respondent‟s age is between (20-35) representing 

to 74.1% of the total respondents. Second largest age groups which constitute 23.2% of the 

respondents are 35-45 years of age. The rest covers 1.8% of the population which accounts 

45-55. From this result we can observe that the majority of respondents are young 

customer. 

The educational background of the respondents‟, shows that the larger numbers of 

employees have first degree representing 74.7% of total respondents. The second 

educational background group is under 12 classes which covers 15.3% of the respondents. 
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The remaining 10% of respondents have second degree. From this result we can observe 

that the majority of the respondents are first degree holder‟s customer. Since most of the 

respondents are degree holders, they would have the ability to fill the questionnaire by 

having know-how about determinants of electronics banking and adoption. 

The above table indicates that the majority of the respondents are earning 3000-5999 birr 

per month which accounts for 35% of the respondents. The second largest respondents of 

the study are between less than birr3000 income groups which is 29.1% of the 

respondents. The third largest respondents are earning 6000-8999 birr per month which 

covers 24.7%. The fourth largest salary group is above 9,000 birrs representing 11.2%.  

As shown in the above table majority of the respondents are use of electronic banking 

service which accounts for 89.4%of the respondents. The remaining 10.6% of respondents 

are not Use of Electronic banking service. 

4.4. Determinants on the customer’s E-banking adoption in Ethiopian 

In this section, the collected data obtained from respondent of four selected banks 

regarding determinants of the e-banking adoption in the Ethiopian banking industry.  The 

collected data was entered and reported using SPSS version 25.  Frequency and percentage 

used to express the respondent level of agreement with regard to questions asked in each 

of the variables. According to Zaidaton and Bagheri(2009) the mean score below 3.39 is 

considered as low the mean score value from 3.40 to 3.79 is considered as moderate and 

the mean score value above 3.8 is considered as high The mean and standard deviations 

value of e-banking adoption factor with respect to respondents‟ category is analyzed and 

presented.. 

The subsequent tables (table 4.4- 4.9) summarize the frequency, percentage, mean and 

standard deviations of respondents with their level of agreement with regard to questions 

asked in each of the determinant factor. 

4.4.1. Descriptive analysis of demographic factor (Age) 

Table: 4.3 Descriptive analysis of Age  

Factor SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 
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Young customers of the bank 

use e- banking services than 

old Customers.  

6 

1.8% 

17 

5% 

20 

5.9% 

148 

43.5

% 

149 

43.8

% 

4.23 0.898 

Average      4.23 0.898 

Where, SD (1)- strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

As the above table indicated 43.5% of the respondent agree and also 43.8% of respondent 

strongly agree in which mean of 4.23 and standard deviation of 0.898 that means majority 

of the respondents agree by the statement of the Young customers of the bank use e- 

banking services than old Customers. And the mean score value of age is 4.23 it is 

considered as high. 

4.4.2. Descriptive analysis of demographic factor (Educational level) 

 Table: 4.4 Descriptive analysis of Educational level  

Factors 

 

  

SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 

High rates of illiteracy affect 

the use of E-banking. 

8 

2.4% 

19 

5.6% 

25 

7.4% 

137 

40.3% 

151 

44.4% 

4.19 0.959 

Customer‟s level of 

education directly affects the 

adoption of e- banking. 

3 

0.9% 

5 

1.5% 

17 

5% 

188 

55.3% 

127 

37.4% 

4.27 0.701 

Average      4.23 0.83 

Where, SD (1)- strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Survey result 2021 

As the above table indicated 40.3% of the respondent agree and 44.4% respondents 

strongly agree with mean of 4.19 and standard deviation 0.959 High rates of illiteracy 

affect the easy practice of E-banking. 55.3% of the respondent agree and 37.4% strongly 
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agree with mean of 4.27 and 0.701 standard deviation Customer‟s level of education 

directly affects the adoption of e- banking. And the mean score value of educational level 

is 4.23 it above 3.8 considered as high this shows respondents have positive response .  

4.4.3 .Descriptive analysis of Technological factor (Perceive Ease of Use) 

Table 4.5 Descriptive analysis of Perceive Ease of Use 

Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 

E -banking system makes it 

easier to do banking activities 

6 

1.8% 

14 

4.1% 

19 

5.6% 

161 

47.4% 

140 

41.2% 

4.22 0.863 

In the case of mobile banking, 

customers can simply use 

banking service by using their 

cell phone 

6 

1.8% 

8 

2.4% 

17 

5% 

152 

44.7% 

157 

46.2% 

4.31 0.818 

Using mobile banking is easy to 

do banking activities from 

anywhere. 

9 

2.6% 

17 

5% 

24 

7.1% 

141 

41.5% 

149 

43.8 

4.19 0.956 

It is easy to use ATM machine 

to accomplish banking tasks. 

9 

2.6% 

16 

4.7% 

30 

8.8% 

174 

51.2% 

111 

32.6% 

4.06 0.916 

Using POS machine is easy to 

make various payments.  

2 

0.6% 

1 

0.3% 

21 

6.2% 

159 

46.8% 

157 

46.2 

4.38 0.669 

Average      4.232 0.84 

Where, SD (1)- strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Source: Survey result 2021 

As the above table indicates the majority of the respondent agrees by statement of E -

banking system makes it easier to do banking activities (Mean 4.22 and Std. Dev. 0.863). 

In the case of mobile banking, customers can simply use banking service by using their 

cell phone (Mean 4.31 and Std. Dev. 0.818). Respondents agree and strongly agree with 
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question of Using mobile banking is easy to do banking activities from anywhere (mean 

4.19 and Std. Dev. 0.956). It is easy to use ATM machine to accomplish banking tasks 

(Mean 4.06 and Sed. Dev. 0.916).and also higher percentage of the respondents are agree 

Using POS machine is easy to make various payments (Mean 4.38 and Std. Dev. 0.669). 

And the mean score value of perceive ease of use  is 4.232 it is above 3.8 considered as 

high this shows respondents have positive response for the statement of perceive ease of 

use . 

4.4.4. Descriptive analysis of Technological factor (Perceive usefulness) 

Table 4.6; Descriptive analysis of Perceive usefulness  

Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 

Using E- banking enhances the 

efficiency of my banking 

activities. 

3 

0.9% 

4 

1.2% 

17 

5% 

188 

55.3% 

128 

37.6% 

4.28 0.691 

Banks that provides the e-

banking service increased the 

degree of customer satisfaction. 

6 

1.8% 

13 

3.8% 

19 

5.6% 

161 

47.4% 

141 

41.5% 

4.23 0.855 

E- Banking makes it ease of use 

for customers to do banking 

activities. 

6 

1.8% 

14 

4.1% 

19 

5.6% 

161 

47.4% 

140 

41.2% 

4.22 0.863 

Using E- banking enables me to 

accomplish my banking 

activities more quickly.  

2 

1.6% 

1 

0.3% 

21 

6.2% 

157 

46.2% 

159 

46.8% 

4.38 0.670 

Using E-banking is eliminating 

the constraints of time and space 

when conducting banking 

transactions 

 2 

0.6% 

1 

0.3% 

20 

5.9% 

158 

46.5% 

159 

46.8 

4.39 0.666 

E-banking such as, Internet 

banking, Mobile banking, ATM 

and POS are convenient, in 

3 

0.9% 

4 

1.2% 

17 

5% 

190 

55.9% 

126 

37.1% 

4.27 0.689 
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terms of 7 days and 24 hours 

In general, I believe that E- 

banking is useful. 

6 

1.8% 

13 

3.8% 

19 

5.6% 

163 

47.9% 

139 

40.9% 

4.22 0.054 

Average      4.28 0.641 

Where, SD (1) - strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Source: survey 2021 

As the above table shows that most respondents 188(55.3%) agree and strongly agree 

128(37.6%) Using E- banking enhances the efficiency of my banking activities (Mean 

4.28 and 0.691 Std. Dev.). majority of respondents 161(47.4%) agree and 141(41.5%) 

strongly agree with Mean 4.23 and Std. Dev. 0.855 Banks that provides the e-banking 

service increased the degree of customer satisfaction. 161(47.4%) of respondents agree 

and 140(41.2%) respondents strongly agree by the question of E- banking makes it ease of 

use for customers to do banking activities with mean of 4.22 and Std. Dev. 0.863. Using 

E- banking enables me to accomplish my banking activities more quickly (Mean 4.38 and 

Std. Dev. 0.670). majority of the respondents agree and strongly agree by the question of 

Using E-banking such as, Internet banking, Mobile banking, ATM and POS services are 

eliminating the constraints of time and space when conducting banking transactions with 

the mean of 4.39 and Std. Dev. 0.666. 158(46.5%) and 159(46.8%) respondents agree and 

strongly agree by respectively perceive E-banking such as, Internet banking, Mobile 

banking, ATM and POS are convenient, in terms of 7 days and 24 hours with the mean of 

4.27 and sd.dev.0.689. 163(47.9%) respondents agree by the question of In general, I 

believe that E- banking is useful (Mean 4.22and Std. dev. 0.054). however, 13 (3.8%) 

respondents Disagree. the mean score value of perceive usefulness is 4.28 it is above 3.8 

considered as high this shows respondents have positive response for the statement of  

perceive usefulness. 

4.4.5. Descriptive analysis of subjective norm 

Table: 4.7 descriptive analysis of subjective norm  
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Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mea

n 

Std. 

Dev. 

If I adopt E- banking, it would give 

a higher status among social group. 

9 

2.6% 

21 

6.2% 

23 

6.8% 

140 

41.2

% 

147 

43.2

% 

4.16 0.981 

If I adopt E- banking, I would be 

more prestigious among my peers 

than those who have not adopted it 

6 

1.8% 

 

17 

5% 

19 

5.6% 

149 

43.8

% 

149 

43.8

% 

4.23 0.896 

My decision to use e-banking is 

influenced by other service users. 

8 

2.4% 

19 

5.6% 

24 

7.1% 

137 

40.3

% 

155 

44.7

% 

4.19 0.958 

My decision to use e-banking is 

influenced by advertising media 

7 

2.1% 

16 

4.7% 

32 

9.4% 

172 

50.6

% 

113 

33.2

% 

4.08 0.892 

Average      4.16 0.931 

Where, SD (1) - strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Source: survey result 2021 

As it is shown on the above table 41.2% of the respondents agree and 43.2% of the 

respondent strongly agrees with mean of 4.16 and standard deviation 0.981. If I adopt E- 

banking, it would give a higher status among social group. 43.8% of the respondents agree 

and 43.8% strongly agree If I adopt E- banking, I would be more prestigious among my 

peers than those who have not adopted it. 40.3% of the respondents agree and 44.7% 

strongly agree with the mean of 4.19 and 0.958 standard deviation my decision to use e-

banking is influenced by other service users. 50.6% respondents agree and 

33.2%respondents strongly agree with mean of 4.08 and standard deviation 0.892 my 

decision to use e-banking is influenced by advertising media. Based on the survey result 



44 
  

majority of the customer subjective norm is found to be one of the possible factor that 

hinder adoption of e- banking in the country. 

4.4.6. Descriptive analysis of Trust  

Table 4.8 Descriptive analysis of Trust  

Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 

Customers have high degree of 

trust on the bank and are 

satisfied with security of 

electronic banking service 

provided by the Bank. 

4 

1.2% 

18 

5.3% 

17 

5% 

192 

56.5% 

109 

32.1% 

4.13 0.821 

Lack of trust is considered as 

barriers for the adoption of E-

banking system in Ethiopia. 

8 

2.4% 

21 

6.2% 

24 

7.1% 

174 

51.2% 

113 

33.2% 

4.07 0.927 

My trust in internet-banking 

services is not as strong as 

compared to trust in offline 

services provided by the bank? 

7 

2.1% 

19 

5.6% 

27 

7.9% 

166 

48.8% 

121 

35.6% 

4.10 0.914 

Absence of trust by customers 

to new technology provided by 

banks. 

16 

4.7% 

24 

7.1% 

39 

11.5% 

159 

46.8% 

102 

30% 

3.90 1.05 

Average      4.05 0.928 

Where, SD (1) - strongly Disagree, D (2) -Disagree, N (3) - Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

 Source: Survey result 2021 

As the above table shows 56.5% of the respondents agree Customers have high degree of 

trust on the bank and are satisfied with security of electronic banking service provided by 

the Banks With the mean of 4.13 and Std. Dev. 0.821. Most of the respondents 

174(51.2%) and 113(33.2%) agree and strongly agree respectively. Lack of trust is 



45 
  

considered as barriers for the adoption of E-banking system in Ethiopia (Mean 4.07 and 

Std. Dev. 0.927). 166(48.8%) and 121(35.6%) respondents agree and strongly agree 

respectively by the question of my trust in internet-banking services is not as strong as 

compared to trust in offline services provided by the bank (Mean 4.10 and Std. 

Dev.0.914). 159(46.8%) and 102 (30%) respondents agree and strongly agree respectively 

have Absence of trust by customers to new technology provided by banks with the mean 

of 3.77 and Std. Dev. 1.093.  

4.4.7. Descriptive analysis of Awareness   

Table 4.9: Descriptive analysis of Awareness  

Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA Mean Std. 

Dev. 

I don‟t have enough 

information about electronic 

banking services. 

5 

1.5% 

59 

17.4% 

16 

4.7% 

192 

56.5% 

68 

20% 

3.78 1.01 

I have not received enough 

information about the benefits 

of e-banking 

7 

2.1% 

59 

17.4% 

11 

3.2% 

190 

55.9% 

73 

21.5% 

3.77 1.03 

Lack of awareness is 

considered as barriers for the 

adoption of E-banking system 

in D/berhan 

8 

2.4% 

 

31 

9.1% 

22 

6.5% 

184 

54.1% 

95 

27.9% 

3.96 0.96 

Customers of the bank are not 

familiar with services 

provided through Internet 

banking. 

18 

5.3% 

56 

16.5% 

39 

11.5% 

165 

48.5% 

62 

18.2% 

3.58 1.122 

Average      3.77 1.03 

Where, SD (1)- strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Source: survey result, 2021 
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In the above table shows 192(56.5%) respondents agree on the statement of I don‟t have 

enough information about electronic banking services. with mean of 3.76 and Std. Dev. 

1.01. however, 56 (17.4%) of the respondent disagree. Similarly, majority of the 

respondent agree on the statement of I have not received enough information about the 

benefits of e-banking (Mean 3.77 and Std. Deviation 1.03).184 (54.1%) respondents agree. 

Lack of awareness is considered as barriers for the adoption of E-banking (Mean 3.96 and 

Std. Dev. 0.96). 165 (48.5%) Customers of the bank are not familiar with services 

provided through Internet banking with the mean of 3.58 and Std. Deviation 1.122. The 

study result show that majority of respondents agree awareness is affect e. banking 

adoption in Ethiopia.  

4.4.8. Descriptive analysis of Adoption  

Table: 4.10 Descriptive analysis of Adoption  

Factors SD 

1 

D 

2 

N 

3 

A 

4 

SA 

5 

Mean Std. 

Dev. 

Deciding to use e-banking system 

is a wise idea.  

3 

0.9% 

5 

1.5% 

17 

5% 

188 

55.3% 

127 

37.4% 

4.27 0.701 

I will recommend others to use E- 

banking  

6 

1.8% 

14 

4.1% 

19 

5.6% 

161 

47.4% 

140 

41.2% 

4.22 0.863 

I will use e- banking on a regular 

basis in the future  

2 

0.6% 

1 

0.3% 

21 

6.2% 

157 

46.2% 

159 

46.8% 

4.38 0.670 

Average      4.29 0.745 

Where, SD (1) - strongly Disagree, D (2) -Disagree, N (3)- Neutral, A (4) - Agree and 

SA (5)- Strongly agree  

Source: survey result, 2021 

As indicated in the above table 188(55.3%) and 127(37.4%) of respondents agree and 

strongly agree respectively by the Deciding to use e-banking system is a wise idea by the 

mean of 4.27 and Std. Dev. 0.701. 161(47.4%) and 140(41.2%) respondents agree and 

strongly agree by the question of I will recommend others to use E- banking by the mean 
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of 4.22 and Std. Deviation 0.863. similarly, majority of the respondents agree they will use 

e- banking on a regular basis in the future by the mean of 4.38 and Std. Dev. 0.670. This 

survey show that majority of the respondent agree that deciding to use e-banking is a wise 

idea, to take promise for the future to recommend other and to use on regular base. 

4.5. The relation between determinants and e-banking adoption 

4.5.1. Correlation  

Correlation describes the strength of an association between two variables (dependent and 

independent variable) and it is completely symmetrical, the correlation between 

independent and dependent is the same as the correlation between dependent and 

independent variables. The degree of association is measured by a correlation coefficient, 

denoted by R. It is sometimes called Pearson‟s correlation coefficient after its originator 

and is a measure of linear association. 

The correlation coefficient is measured on a scale that varies from + 1 through 0 to – 1. 

Complete correlation between two variables is expressed by either + 1 or -1. When one 

variable increases as the other increases the correlation is positive; when one decreases as 

the other increases it is negative. Complete absence of correlation is represented by 0.   

For this study expression rule given by Bartz (1999) was used. Bartz (1999) described the 

strength of association among variables as mentioned in following table. 

Table:  4.11   Interpretation of R  

Interpretation of R Description 

0.8 or high Very high 

0.6 to 0.8 Strong 

0.4 to 0.6 Moderate 

0.2 to 0.4 Low  

0.2 or lower Very low 

                Source: (Bartz 1999) 
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Table: 4.12 Correlation Analyses. 

 AG Edl SN PEOU PU TR AW AD 

AG Pearson Correlation 1 .692
**

 -.033 .196
**

 .391
**

 .123
*
 .251

**
 .424

**
 

Sig. (2-tailed)  .000 .543 .000 .000 .023 .000 .000 

N 340 340 340 340 340 340 340 340 

Edl Pearson Correlation .692
**

 1 -.017 .353
**

 .656
**

 .269
**

 .374
**

 .754
**

 

Sig. (2-tailed) .000  .757 .000 .000 .000 .000 .000 

N 340 340 340 340 340 340 340 340 

SN Pearson Correlation -.033 -.017 1 -.006 .133
*
 -.003 .030 .029 

Sig. (2-tailed) .543 .757  .907 .014 .950 .576 .592 

N 340 340 340 340 340 340 340 340 

PEOU Pearson Correlation .196
**

 .353
**

 -.006 1 .441
**

 .073 .227
**

 .488
**

 

Sig. (2-tailed) .000 .000 .907  .000 .177 .000 .000 

N 340 340 340 340 340 340 340 340 

PU Pearson Correlation .391
**

 .656
**

 .133
*
 .441

**
 1 .302

**
 .368

**
 .867

**
 

Sig. (2-tailed) .000 .000 .014 .000  .000 .000 .000 

N 340 340 340 340 340 340 340 340 

TR Pearson Correlation .123
*
 .269

**
 -.003 .073 .302

**
 1 .179

**
 .366

**
 

Sig. (2-tailed) .023 .000 .950 .177 .000  .001 .000 

N 340 340 340 340 340 340 340 340 

AW Pearson Correlation .251
**

 .374
**

 .030 .227
**

 .368
**

 .179
**

 1 .441
**

 

Sig. (2-tailed) .000 .000 .576 .000 .000 .001  .000 

N 340 340 340 340 340 340 340 340 

AD Pearson Correlation .424
**

 .754
**

 .029 .488
**

 .867
**

 .366
**

 .441
**

 1 
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According to the above correlation matrix independent variable PU (Perceive usefulness) 

(r=0.867, P<0.01) has very high and positive relationship with dependent variable or AD 

 (E- Banking adoption), Educational level or EL (r=0.754, P<0.01) has strong and positive 

relationship with dependent variable. Age or AG (r=0.424, p<0.01), perceive ease of use 

or PEOU (r=0.488, p<0.01), Awareness or AW (r=0.441, P<0.01) have moderate positive 

relationship with electronics banking adoption. Trust or TR (r=0.366, p< 0.01) has low 

positive relationship and Subjective norm or SN (r=0.02, p>0.01) has very low 

relationship with electronics banking adoption.     

 4.5.2. Normality Test 

The term "normality" refers to a symmetrical, bell-shaped curve with the largest frequency 

of scores in the middle and smaller frequencies at the extremes. A histogram was used to 

check for normality by having a normality curve drawn on the histogram. If the histogram 

is well covered by the normality it I implies the data is normal (Kandananond, 2012)  

 

 

 

 

 

 

 

Sig. (2-tailed) .000 .000 .592 .000 .000 .000 .000  

N 340 340 340 340 340 340 340 340 

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

*. Correlation is significant at the 0.05 level (2-tailed).  
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Figure 4.1 Normality Test 

Source: survey result, 2021 

4.5.3 Linearity Test 

Linearity is the property of a mathematical relationship (function) that can be graphically 

represented as a straight line. Linearity is closely related to proportionality. 

 
 

 Figure:  4.2 P. Plot graph 

Source: Survey result 
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Source: Survey result, 2021 

Figure 4.3: Scatterplot 

4.5.4. Collinearity 

Multicollinearity (also known as collinearity) is a situation in which one predictor variable 

in a multiple regression model may be accurately predicted linearly from the others. In this 

case, uncertain changes in the model or data may cause the coefficient estimates of the 

multiple regressions to fluctuate unpredictably. Multicollinearity has no effect on the 

predictive capability of a model. That is, a multivariate regression model with collinear 

predictors can show how well the complete bundle of predictors predicts the end variable, 

but it may not be able to tell which predictors are redundant with respect to others. 

Multicollinearity is a state in which the independent variables have a lot of inter-

correlations or inter-associations. As a result, it's a sort of data disturbance, and if it's 

there, statistical inferences drawn from the data may be suspect. Multi-collinearity refers 

to situations where there is a high correlation between independent variables in the model, 

which results in a high coefficient of determination. Variance inflation factor (VIF) was 

used to test whether the presence of multicollinearity is statistically significant 

(Kandananond, 2012) 
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Table:  4.13  Collinearity statistics 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Const

ant) 

-1.204 .167 
 

-7.199 .000 
  

AG -.071 .022 -.099 -3.255 .001 .510 1.962 

Edl .325 .035 .351 9.239 .000 .328 3.048 

SN -.037 .018 -.047 -2.106 .036 .958 1.044 

PEOU .120 .029 .101 4.125 .000 .785 1.275 

PU .810 .044 .580 18.242 .000 .469 2.133 

TR .081 .022 .086 3.720 .000 .884 1.132 

AW .072 .020 .084 3.528 .000 .827 1.210 

a. Dependent Variable: AD 

 

 Source: survey result, 2021 

A Tolerance of less than 0.20 or 0.10 and/or a VIF of 5 or 10 and above indicate 

a multicollinearity problem. However, as shown the above researcher result a tolerance is 

greater than 0.2 and variance inflation factor (VIF) is also less than 5 it indicates there is 

no Multicolinarity problem. 

4.6. Regression  

 A regression analysis yields an equation that expresses the relationship. R-squared is a 

statistical measure of how close the data are to the fitted regression line. It is also known 

as the coefficient of determination, or the coefficient of multiple determinations for 

multiple regressions. ... 100% indicates that the model explains all the variability of the 

response data around its mean. A statistical technique used to show how one dependent 

variable, such as e. banking adoption, is affected by other variables, which are independent 

variable (age, educational level, subjective norm, perceive ease of use, perceive 

usefulness, trust and awareness). Regression analysis measures how correlated the 

dependent and independent variables are. By using the correlation, an analyst can make an 

educated estimate about future events. Regression equation is y = a0 + b1 X, where y is 

the dependent variable, a0 is constant, b1 is slope of the regression line, X is independent 

variable. Below are the results of the several tests conducted with the help of regression 

analysis.  
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4.6.1. The effect of independent variable on customer E. banking adoption 

Regression analysis is the average amount of change in the dependent variable due to a 

unit change in independent variable holding other explanatory variables constant.  

To know the effect of individual variables on electronics banking adoption multiple 

regressions using the following model was run: 

The model for this regression is:  EBA = α0 +β1A + β2EL+ β3PU+ β4PEOU + β5TR+ 

β6AW+ β7SN +Pεi  

Where: EBA is E-banking adoption, A is age, ED is educational level, PU is perceived 

usefulness, PEOU is perceive ease of use, TR is  trust, AW is awareness, subjective norm 

β1, β2… β8 is a coefficient and εi is an error term at time i.  

Table: 4.14. Summary of linear regression result 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .918
a
 .843 .839 .257 

a. Predictors: (Constant),  awareness, educational level, subjective 

norm, perceive ease of use, age,  trust, perceive usefulness 

Source: survey result, 2021 

As indicated in the model summery table the linear combination of the independent 

variable was significantly related to the dependent variable, R=0.918, R square= 0.843 

adjusted R square=0.839 , F=254.029 (p=0.000). R value tells that the overall independent 

variable (age, educational level, subjective norm, perceive ease of use, perceive 

usefulness, trust and awareness) have strong relationship with dependent variable. 

 R-square value 0.843 indicates that 84.3 % of variation on dependent variable (e-banking 

adoption) is explained by the above independent variable (age, educational level, 

subjective norm, perceive ease of use, perceive usefulness, trust and awareness). And 

other factors that are not included in the model may explain the remaining (15.7%) 

variation in e-banking adoption.  

Table: 4.15.  Summary of ANOVA 
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 ANOVA
a
 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 118.002 7 16.857 254.029 .000
b
 

Residual 22.032 332 .066   

Total 140.034 339    

a. Dependent Variable: AD 

b. Predictors: (Constant), AW, Edl, SN, PEOU, AG, TR, PU 

The above ANOVA table shows the statistical significance of the regression model that 

was run. Here, p is less than 0.05, and indicates that, overall, the regression model 

statistically significantly predicts the outcome variable (i.e., it is a good fit for the data). 

Table 4.15 Coefficient of regressions model 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -1.204 .167  -7.199 .000 

AG -.071 .022 -.099 -3.255 .001 

Edl .325 .035 .351 9.239 .000 

SN -.037 .018 -.047 -2.106 .036 

PEOU .120 .029 .101 4.125 .000 

PU .810 .044 .580 18.242 .000 

TR .081 .022 .086 3.720 .000 

AW  .072 .020 .084 3.528 .000 

a. Dependent Variable: AD 
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Source: survey result, 2021 

As shown in the above table regression coefficients explain the average amount of change 

in the dependent variable due to a unit change in the independent variable holding other 

explanatory variables constant. Multiple linear regression analysis was used by the 

researchers in order to test simultaneous contributions and predictive effect of independent 

variables to e-banking adoption. Accordingly, based on the above table the following 

model was developed to examine the determinants of E-banking adoption 

E banking Adoption = -1.204 -0.099Age + 0.351EL -0.047SN+ 0.101PEOU + 0.580PU+ 

0.086TR+0.084AW +εi  

As it can be seen from the coefficient table educational level (beta value 0.351, p <0.05), 

perceive ease of use (beta value 0.101, p<0.05), perceive usefulness (beta value 0.580, 

p<0.05), trust (beta value 0.086, p<0.05) and awareness (beta value 0.084, p<0.05) have 

positive and significant effect on customer e-banking adoption. On the other hand, Age 

(beta value -.0.099, p<0.05) and subjective norm (beta value -0.047, p<0.05) have 

negative and significant effect on customer e-banking adoption.  

4.7. Hypothesis Testing 

H1: Age is significant determinants of the customers‟ adoption of e-banking in to the 

banking industry in Ethiopia? 

As indicated in the above model summary out put the first independent variable age show 

that negative significant effect on the e. banking adoption as a result of significant level or 

P value (0.403)  is less than 0.05. These results support the hypothesis (H1). 

H2: Educational level is significant determinants of the customers‟ adoption of e-banking 

in to the banking industry in Ethiopia?  

As indicated in the above model summary output educational level has positive significant 

effect on the e. banking adoption as a result of significant level or P value (0.000) is less 

than 0.05. These results support the hypothesis (H2). 

H3: perceive usefulness is significant determinants of the customers‟ adoption of e-

banking in to the banking industry in Ethiopia? 
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As indicated in the above model summary perceive usefulness has positive significant 

effect on the e. banking adoption as a result of significant level or P value (0.000) is less 

than 0.05. These results support the hypothesis (H3). 

H4: ease of use is a significant determinant of the customers‟ adoption of e-banking in to 

the banking industry in Ethiopia? 

As shown in the above model summary ease of use has positive significant effect on the e. 

banking adoption as a result of significant level or P value (0.000) is less than 0.05. These 

results support the hypothesis (H4). 

H5: subjective norm are significant determinants of the customers adoption of e-banking 

in to the banking industry in Ethiopia? 

As indicated in the above model summary output subjective norm has negative significant 

effect on the e. banking adoption as a result of significant level or P value (0.0.036) is less 

than 0.05. These results support the hypothesis (H5). 

H6:  trust is significant determinants of the customer‟s adoption of e-banking in to the 

banking industry in Ethiopia. 

As indicated in the above model summary output trust has positive significant effect on 

the e. banking adoption as a result of significant level or P value (0.000) is less than 0.05. 

These results support the hypothesis (H6). 

H7: awareness is significant determinants of the customer‟s adoption of e-banking in to 

the banking industry in Ethiopia. 

As shown in the above model summary awareness has positive significant effect on the e. 

banking adoption as a result of significant level or P value (0.000) is less than 0.05. These 

results support the hypothesis (H7). 

4.8. Results Obtained from Interview  

The interview is conducted from four respondents. Respondent” A” who is working as a 

division head in CBE. Respondent” B” who is working as a division head in Dashen bank. 

Respondent” C” who is working as a division head in united bank. Respondent” D” Who 

is working as a division head in Abay bank. The respondents are working for more than 

four years as a branch manager. The result of the interview could be summarized as 

follows:  
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 What type of Electronic banking service do you provide? ATM, Internet banking, 

mobile banking POS or others? Which one is more adopted by customers? 

All respondents mentioned are similar ATM, Internet banking, mobile banking, POS, are 

provided for customers and majority of the E- banking customer use ATM and mobile 

banking. 

 As your opinion what are the barriers to adopting e-banking? (In customer 

perspective) as regard to Age, Educational level, Subjective norm, Perceive ease of 

use, Perceive usefulness, Trust and Awareness?    

Respondent “A” and “D” mentioned that Age , Educational level, Subjective norm , 

Perceive ease of use , Perceive usefulness , Trust  and Awareness all are considered as 

barriers on customer e-banking adoption. They have influence on e-banking adoption by 

different scale.  

Respondent “B” mentioned that except age all variables have influence on customer e- 

banking adoption. Because they have knowledge and awareness they can adopt e-banking 

doesn‟t vary with age. Customers belonging to different age group have the same 

perception in adopting these electronic banking services. But, from listed factors education 

and awareness are the main factors to adopt e banking.  

Respondent “C” mentioned that all listed variables have influence on e-banking adoption 

but Perceive ease of use, Perceive usefulness, Trust and Awareness are the main factor to 

adopt e-banking 

 What kind of help or assistance do you offer to your customers for them adopting 

e-banking services? Brochures, Training, Online banking demo Others (e.g., 

employee assistance, personal service over the telephone, e-mailed instructions, 

website „help capabilities) 

All respondents mentioned that Brochures, Training, employee assistance, personal 

service how to use electronic banking and how to use website all are offer to your 

customers to adopting e-banking services. 

 What kind of feedback do you receive from your customers on E-Banking service?  
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 Respondent “A” stated that some customers claim that bank workers are over worked 

they are unable to devote proper time to customers who require additional information 

about E-Banking services.  

The remaining respondent said that, the majority of customers express their dissatisfaction 

with banks' failure to provide technical assistance online that can aid customers, as well as 

a lack of ongoing training for E-Banking consumers to raise customer knowledge and 

some of ATM machine s is not continually functional. 

4.9. Discussion of Findings  

In this study depends on regression result age has negative effect with (p value 0.001) on 

customer e-banking adoption. However As presented by Atnkut (2018) customer age has 

positive effect on customer e-banking adoption and Young customers of the bank use e- 

banking services than old Customers.  

Educational level has positive and significant effect with (p value 0.000). In consistent 

studies, As presented by Abenet (2010): Nasri (2011):Atnkut (2018) in Ethiopia found that 

e-banking usage practice is greater among those peoples who are in a better educational 

level as compared to others. Similarly Edwin et al. (2014) who found that consumers' level 

of education and ICT knowledge impacts their acceptance of e-banking services. The 

results also proposed that demographic factors impact significantly Internet banking 

behavior. 

In this survey result subjective norm has negative and significant effect with (beta value -

0.325and p value 0.000) on customer e-banking adoption. But other researcher findings 

mentioned that they have positive effect on e-banking adoption, Teka (2020) subjective 

norm is positively and significantly influence users‟ intention to use e-banking service 

channels   (Ajzen, 1988, p. 132). There is extensive empirical evidence that supports the 

significant effect of subjective norms on the intention to use e-banking services (Khanifar 

et al., 2012; Al-Smadi, 2012; Yitbarek & Zeleke, 2013). It implies that many users are 

adopted e-banking due to the existence of social pressure from their friends, families, 

colleagues and other service user community. 

In this study from technological factor PEOU and PU have direct and positive impact 

PEOU with (beta value 0.120and p value 0.000) and PU with (beta value 0.810and p value 

0.000) were important to increasing the customer adoption rate. In consistent studies, 

Faisal Q. (2012) studies the two key beliefs of Technology Acceptance Model (TAM) i.e. 
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perceived ease of use (PEOU) and perceived usefulness (PU) are important in the adoption 

of information system. Hence, in the customers‟ adoption of internet banking, most 

important factors which are extracted from the literature and analyzed with the help of 

survey should reflect „ease of use and „usefulness‟. In this regard, banks need to take 

effective measures by taking into consideration customers‟ concerns regarding these 

factors researchers used the TAM framework to examine the significance of PU and 

PEOU on customer adoption of e-banking and supported previous findings (Ytbarek 2013, 

: Meseret 2017 : Magotra (2016) :  Atnkut  et al., 2018 :Jacqueline D 2020 ) researcher 

found that PEOU had a direct positive impact or predicted customer adoption of e-

banking. However, As presented by  Kalkidan (2016) study result Perceived ease of use 

has emerged as having an insignificant negative influence on mobile banking usage it 

contradicts the idea that a system perceived to be easier to use will facilitate more system 

use and is more likely to be accepted by users. 

The result of this study shows that Trust has positive and significant effect with (beta 

value 0.081and p value 0.000) on customer e- banking adoption. This finding was 

supported by Atnkut (2018) Customers trust in e-Banking service, reliability of different e-

banking services such as funds transfer, pay bill and application of loan have been found 

to be positively affecting adoption of e- banking services. However, differ with Kalkidan 

G (2016) survey result between perceived trust and mobile banking has negative 

association. 

In this study Awareness has direct and positive relationship with (beta value 0.072 and p 

value 000) from customer e-banking adoption. This finding consistent with the finding of 

Octovian and Daniela (2006) Gao and Owolabi (2008), Al-Somali et al. (2008) Laforet S, 

and Laukkanen T, (2010), Devadevan  V. (2013), Atnkut  (2018): Aclog (2018)  noted that  

low awareness of Internet banking is a critical factor in causing customers not to adopt 

internet banking. In other expression, awareness and customer e-banking adoption have 

direct and positive relationship. 
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CHAPTER FIVE 

5. SUMMARY OF FINDINGS, CONCLUSION AND 

RECOMMENDATION 

5.1. Introduction 

This chapter covers major finding, conclusion, recommendation and Suggestions for 

Future Research based on analysis and interpretation of the various data collected through 

the use of questionnaires and interview as per objectives of the study. 

5.2. Summary of Finding 

The objective of this research is to analyze the determinants of customers‟ e-banking 

adoption into the Ethiopian banking industry. In four purposely selected banks 

(commercial bank of Ethiopia, Dashen bank, united bank and Abay bank) the researcher 

used the related literatures review, questionnaires and interviews. Depend on the research 

objective the researcher present the following findings.  

This study shows that most of the respondents are young and also most of respondents are 

degree holder. That means they would have knowledge and knowhow to understand the 

importance and ease of use of e-banking. 

 The study result showed that perceive usefulness has very high relationship with e-

banking adoption, educational level has strong relationship with e-banking adoption, 

perceive ease of use, awareness and age have moderate relationship with e-banking 

adoption, trust has low relationship and subjective norm has very low relationship. They 

have positive and significantly determined customer e-banking adoption. But, age and 

Subjective norm have negative effect on e-banking adoption. The Growth of customer 

educational level, perceive easy to use, perceive usefulness, awareness and trust are by 

different scale positively and directly change customer e-banking adoption. That enhances 

the efficiency of banking activities and Banks that provides the e-banking service 

increased the degree of customer satisfaction. Customers Perceive ease of use, E -banking 

adoption it makes easier for customer to do banking activities and by using mobile 

banking easily do banking activities from anywhere.  

  This survey  identified advantages of e-banking adoption, such as saving consumers' time 

and money, increasing bank productivity, improving customer service, expanding market 
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coverage, simplifying banking activity for employees, reducing bank hall queues, and  

enhancing access to bank services by both existing and new clients. 

5.3. Conclusion 

 The aim of the study to examine the determinant factors on the customers‟ adoption of e- 

banking. As objective of the study the researcher has been able to identify the factors that 

determines the adoption of internet banking and has been able to provide empirical 

implications both for management of banks and the government help to improve the 

customers adoption of internet banking in Ethiopia.  

The finding of this study was related with some of past empirical investigations. The 

descriptive result of this research shows that customers have a better understanding about 

electronic banking than they had previously. However, Electronic banking has not widely 

used in Ethiopian banking industry compared to developed nations due to a variety of 

factors.  

In this study depend on the linear regression result the researcher conclude that Age, 

educational level, subjective norm, Perceive ease of use. Perceive usefulness, trust and 

awareness have significant effect to determine customers‟ e-banking adoption, and the 

interview result also support the above listed significant factors that determine customer e- 

banking adoption. In general, the study's findings point to elements that influence the 

adoption of e-banking in the Ethiopian banking industry.  

5.4. Recommendation  

 In order to improve customers Electronic banking adoption banks should minimizing the 

barrier that face the adoption of e-banking; - By the following measures:- 

Banks that offer internet banking should start from public awareness efforts to reach out to 

potential customers, by concerns of all age group customers, trust of customers, subjective 

norm, ease of use, together with relative advantages of using electronic banking. 

Ease of use internet banking is important for all customers, so banks should strive to make 

their online banking as simple and easy to use as possible so that customers do not regard 

it as confusing or difficult to use. And this information can be used by web page designers 

to create a better user-friendly online banking system interface and websites with clear 

instructions for users. 
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Banks should develop the public perception of E-banking services by highlighting benefits 

such as time savings, cost savings, and convenience through various types of media 

advertising. 

Banks should develop awareness for customers by using brochures, training, broadcasts 

media advertisement or other method until the customer have enough information about 

electronic  banking services and until customers  trial period. 

As marketers the useful starting point is improve strategies for raising internet banking 

adoption, and to develop sufficient trust by helping potential customers which will lead to 

increase their willingness to frequently use online banking provided services and to build a 

long-term relationship.  

5.5. Suggestions for Future Research 

 This study serve as a bench mark for future researcher on e-banking adoption in 

customers‟ perspective related to banks customer segmentation.  

 And since this research is done on small scale population sample, limited data 

collection tools, it suggested that next research may proceed with large scale 

research approach. . 

 

 

 

 

 

 

 

 

 

 

 



63 
  

REFERENCE 

Abebe, Z. (2016). Opportunities and challenges in the adoption of e-banking services. The 

case of Dashen bank s.c, (published MSc. Thesis), Addis Ababa University, Addis 

Abeba, Ethiopia.  

Abenet, Y. (2010). Key factors that determine adoption of internet banking in Ethiopia, 

(published MSc. Thesis), Addis Ababa University, Addis Ababa, Ethiopia.  

Abiy, D.  (2008). capital, weekly newspaper March, 17, 2008 

Abu-Assi, H., Al-Dmour, H., and Al-Zu‟bi, Z. (2014). Determinants of internet banking 

adoption in Jordan. 

 Ajzen, I. (1988). Attitudes, personality and behavior.  Dorsey Press. 

Aklog, T. (2018). Factors affecting for the adoption of E-banking: The case of 

Commercial Bank of Ethiopia, (published MSc. Thesis), Gondar university, 

Gondar city, Ethiopia. 

Alafeef, M, Singh, D.  and Ahmad, K. (2011). Influence of demographic factors on the 

adoption level of mobile banking applications in Jordan, Journal of Convergence 

Information Technology (JCIT) 6: 107-113. 

Alagheband, P. (2006). Adoption of electronic banking services by Iranian customers. 

Al-Smadi, O. (2012). Factors affecting adoption of electronic banking: An analysis of the 

perspectives of banks‟ customers, International Journal of Business. 

Al-Somali, SA. Gholami, R. and Clegg, B. (2008).Internet Banking Acceptance in the 

Context of Developing Countries: An Extension of the Technology Acceptance 

Model. (Aston Business School research) 

Amanyehun, R. (2011). Mobile Commerce First from Dashen, Viewed 21 March 

2016.from: http//:www.addisfortune.com/archive.  

Atnkut, A. (2018). Factors affecting adoption of e- banking in Ethiopian banking industry 

(in case of five selected banks) (published MSc. Thesis),Addis Ababa university. 

Addis Ababa, Ethiopia. 



64 
  

Ayana, G. (2012). Adoption of Electronic banking system in Ethiopian Banking industry: 

Barriers and drivers. (published MSc. Thesis),Addis Ababa university. Addis 

Ababa, Ethiopia. 

Azouzi, D. (2009). The adoption of electronic banking in Tunisia: An exploratory study. 

Journal of Internet Banking and Commerce 14: 1-11 banking: an extension of the 

technology acceptance model.  

Bekema, A. (2019). Determinants of Mobile and Agent Banking Service Adoption: Addis 

Ababa University. (published MSc. Thesis),Addis Ababa university. Addis Ababa, 

Ethiopia. 

Beza Muche T. (2020). Factors affecting bank customers‟ usage of electronic banking in 

Ethiopia: Application of structural equation modeling (SEM), Cogent Economics 

& Finance, 8:1, 1762285, DOI: 10.1080/23322039.2020.1762285. 

Birch, D. and Young, M. A. (1997). “Financial Services and the Internet: What Does 

cyberspace Mean for the Financial Services Industry” Internet Research Vol. 

7,No.2, pp.120-128  

Bowley, A. L. (1926). “Measurement of the precision attained in sampling.” Proc. 

Internat. Statist. Inst., XII, lere livre, 6–62, Journal Business & Industrial 

Marketing, 21(1): 59-69. 

Chang, (2007) and Rogers, (2003). An empirical investigation of students' behavioral 

intentions to use the online, Journal of Interactive Learning Research, 18 (1) 

(2007) . 

Claessens, J. Dem, V. De Cock, D. Preneel, B. and Vandewalle, J. (2002). On the security 

of today‟s online electronic banking systems, Computers & Security 

Vol.21:3:257-269 

Coelho, F. and Easing wood, C. (2003). Multiple channel structures in financial services: a 

framework, Journal of Financial Services Marketing, 8 (1), pp. 22-34. 

Coetzee, J., van Zyl, H. and Tait, M. (2013). Perceptions of service quality by clients and 

contact-personnel in the South African retail banking sector, Southern African 

Business Review, Vol. 17, No. 1, pp. 1-22. 



65 
  

Creswell, JW. (2009). Editorial: Mapping the field of mixed methods research, Journals of 

Mixed Methods Research, Vol.3, No.95, pp.95-109. 

Davis, F. (1989). Perceived usefulness, perceived ease of use and user acceptance of 

information technologies. Journal of Engineering, Psychology, Computer Science. 

MIS Q. MIS Quarterly, 13, 3, 319-340 

Devadevan, V. (2013). Mobile Banking in India –Issues and Challenges. International 

Journal of Emerging Technology and Advanced Engineering 3: 516-520 Expert 

Systems with Applications, Vol. 36, No. 9, pp.11605–11616. 

Edwin, M. A., Ailemen, I. O., Okpara, A., & Mike, O. A. (2014). Impediments to e-

banking services marketing in developing economies – A case study of Nigerian 

banks. European Journal of Business and Social Sciences, 3(3), 228–248. 

https://www.acade mia.edu/7676221/. 

Fenuga, O. (2010). The effect of electronic payment on customer service delivery, 

International Journal of Economic Development Research & Investment. 

Fikru, W. (2011). Assessment of customers' attitudes and satisfaction levels with 

technology-based self-service. (published MSc. Thesis),Addis Ababa university. 

Addis Ababa, Ethiopia. 

Fishbein, M. and Ajzen, I. (1975). Belief, attitude, intention, and behavior: An 

introduction to theory and research. Reading, MA: Addison-Wesley. 

Frambach, R.T. (1993). “An integrated model of organizational adoption and diffusion of 

innovations. European Journal of Marketing”. 

Gadise, G. and Tekabe, S. (2017). Determinants of E-Banking Services Adoption among 

Commercial Banks in Ethiopia: Analysis of Banks' Customers Perspectives. 

International Journal of Scientific & Engineering Research Volume 8, Issue 6, 

June-2017 ISSN 2229-5518. 

Gao P, Owolabi, O. (2008). Consumer adoption of internet banking in Nigeria," 

International Journal of Electronic Finance, Inder science Enterprises Ltd, vol. 

2(3), pages 284-299, Consumer adoption of internet banking in Nigeria.  

Gardachew,W. (2010). Electronic banking in Ethiopia: practices, opportunities and 

Challenges‟, Journal of internet Banking and commerce, 15(2):2-9. 

https://www.acade/


66 
  

 Gaur, A. (2009). Professor, Rutgers Business School. Verified email at business 

rutgers.edu, Corporate Governance: An International Review 17 (4), 411-425, 

2009. 

Gikandi and Bloor (2010). Adoption and effectiveness of e-banking in Kenya. Electronic 

commerce research and applications 9 (4), 277-282 

Gu, J.C., Lee, S.C. and Suh, Y.H. (2009). „Determinants of behavioral intention to mobile 

banking‟. 

Hall and Khan (2003). National Bureau of Economic Research Working Paper Series, 

1986 BH Hall, B Khan. National bureau of economic research, 2003. 741. 

https://nbebank.com/wp-content/uploads/pdf/annualbulletin/report.(2018-2019).Annual 

report  

Iakovou, L. (1995). Electronic data interchange and small organizations: Adoption and 

Impact of Technology, MIS Quarterly, 19(4): 465-485. 

Ilias, S. and Maria, K. (2014). Investigating the Determinants of Internet Banking 

Adoption in Greece,  Procedia Economics and Finance: Volume 9, 2014, Pages 

501-510 Information and Management, Vol. 41, No. 6, pp.719–729, International 

Journal of Business and Management, 9(12),169-

196.http://dx.doi.org/10.5539/ijbm.v9n12p169. 

Jacqueline, D. (2021). Factors Affecting Electronic Banking Adoption in Barbados, 

Walden Dissertations and Doctoral Studies, Walden University. 

Jayawardhena, C. and Foley, P. (2000). Changes in the banking sector: the case of internet 

banking in the UK. Internet Research: Electronic Networking Applications and 

Policy, Vol. 10 No. 1, pp. 19-30. 

Kalkidan, G. (2016). Factors affecting adoption of e- banking in Ethiopian banking 

industry (in case of five selected banks). (published MSc. Thesis),Addis Ababa 

university. Addis Ababa, Ethiopia. 

Kandananond, K. (2012). A comparison of various forecasting methods for autocorrelated 

time series, Journal of Engineering Business Management, 4(1), 1–6. 

https://doi.org/10.5772/51088. 

https://nbebank.com/wp-content/uploads/pdf/annualbulletin/report.(2018-2019).Annual


67 
  

Khanifar, H., Niya, J. M., Jandaghi, G. R., Molavi, Z., and Emami, M. (2012). Factors 

influencing the intendancy of e-banking: An integration of TAM & TPB with e-

service quality, Elixir International Journal of Finance and Management, 46, 

8072–8079.  

Laforet, S. (2005). “Consumers' attitudes towards online and mobile banking in China “, 

International Journal of Bank Marketing, 23(5):362-380. 

Lagoutte, V. (1996). “The Direct Banking challenge”, Unpublished Honors Thesis, 

Middlesex University. Lexington, MA, Lexington book. 

Laukkanen, T. (2010) `Internet banking vs. Mobile banking innovators and adopters‟, 

Journal of financial service marketing, 13(6):788-797. 

Liao, S., Shao, Y.P, Wang, H. & Chen, A. (1999). The adoption of virtual banking: an 

empirical study. International Journal of Information Management, 19(1), 63 – 

74. 

Lu, H. P., Hsu, C. L., and Hsu, H. Y. (2005). An empirical study of the effect of perceived 

risk upon intention to use online applications, Journal of Information Management 

and Computer Security, 13(2), 106-120. 

Luo, X., Li, H., Zhang, J. and Shim, J.P. (2010). Examining multi-dimensional trust and 

multi-faceted risk in initial acceptance of emerging technologies: an empirical 

study of mobile banking services, Decision Support Systems, 49, (2), pp. 222-234. 

Margareth, M. (2019). Determinants of E-Marketing Adoption by Small and Medium 

Enterprises in African Countries: A Literature Review Marketing Studies Journal 

(Print ISSN: 1095-6298; Online ISSN: 1528-2678) Vol: 23 Issue: 3.  

Meseret, K. (2017). Factors Influencing Adoption of Electronic Banking: Addis Ababa 

University College of Business and Economics. (published MSc. Thesis),Addis 

Ababa university. Addis Ababa, Ethiopia. 

Mols and Niels. (1998).The Behavioral Consequences of PC banking, International 

Journal of Bank Marketing, 16, 5, pp. 195–201. 

Dr. Mohammad O. Al-Smadi. (2012). The factors Affecting the Adoption of E Banking in Nigeria 

Banking Industry. College of Economics and Administrative Sciences Al-Imam 

Muhammad Ibn Saud Islamic University Riyadh, Saudi Arabia 



68 
  

Muzividzi, D. Mbizi, R. and  Mukwazhe, T. (2013). an analysis of factors that influence 

internet banking adoption among intellectuals: Case of Chinhoyi University of 

technology, Zimbabwe. Interdisciplinary journal of contemporary research in 

business 4: 350-369. 

Nasri W. (2011). Factors influencing the adoption of internet banking in Tunisia,  

International Journal of Business and Management, Vol. 6, No. 8, p.143. 

Natasha, M., Faiza, S., Maryum, A., & Atta, R. (2014). The factors effecting e-banking 

usage in Pakistan, Journal of Management Information System and E-commerce, 

1(1), 57-94. 

NBE, annual report, 2018/2019.  

Octavian, D., & Daniela, P. (2006), The Adoption of Electronic Banking Services in 

Developing Countries-The Romanian Case, University of Iassy, Romania 

available at http://ssrn.com/abstract=905504 

Omar, A., Sultan, N., Khalid. Z. & Nazish, B. (2010). Customer Perception towards 

Online Banking Services: Empirical Evidence from Pakistan, available at 

http://www.arraydev.com/commerce/jibc/2011-08/KhalidZAMAN.pdf 

Paul, S. (2013). The Adoption Of Electronic Banking ( E-Banking ) In Odisha , India‟, 

2(5), pp. 258–262. 

Pham, L. (2010). `A conceptual framework for E-banking service   in Vietnam‟, The 

Business Studies Journal, 4(3):1-19.  

Polatoglu and Ekin.  (2001). A Study on Factors Influencing Consumer Adoption of 

Internet Banking in India, International Journal of Business and General 

Management Vol. 3, Issue 1. 

Poon, W. (2008). “ Users adoption of E-banking services: The Malaysian perspective”, 

International, Journal of Business and General Management. 

Rashad, Y. et al. (2012). The Evolution of Internet Marketing: Holistic Diagram of View 

and Water Resources, WIT Transactions on Engineering Sciences 2012; 

rashadyazdanifard@yahoo.com. 

http://www.arraydev.com/commerce/jibc/2011-08/KhalidZAMAN.pdf


69 
  

Riquelme, H.E. and Rios, R.E. (2010). “The moderating effect of gender in the adoption of 

mobile banking” 

Robinson, T. (2000). Internet banking, Information Week, 17(4):104 -106.  

Rogers, E. M. and Shoemaker, F. F. (1971), Communication of Innovation: A cross-

cultural approach (2nd Ed. Of Diffusion of innovations) New York: Free Press 

476 p. 

Rogers, E.M. (1995) Diffusion of Innovations, (4th ed.) The Free Press, New York.  

Rogers, M. (2003). Diffusion of Innovations, 5th edition, New York: Free Press.  

Salman, S. and Kashif, S. (2010). “Electronic banking and e-readiness adaption by 

commercial banks in Pakistan” Linnaeus University, school of computer science, 

physics and Mathematics. 

Salwani, et al. (2009). E-commerce usage and business performance in the Malaysian 

tourism sector: empirical analysis‟, Information Management & Computer 

Security. 17(2):166- 185. 

Sathye, M.  (1999). Adoption of Internet banking by Australian consumers: an empirical 

investigation, International Journal of Bank Marketing, 17(7), pp. 324-34.  

Sharma, R., and Mishra, R.(2014). A review of evolution of theories and models of 

technology adoption,  IMJ, 6(2), 17-29. 

Sheshunoff, A. (2000). Internet banking: an update from the frontlines, ABA Banking 

Journal, 92(1):51-55 

Shih, H.P. (2004) „Extended technology acceptance model of internet utilization 

behavior‟. 

Shittu, O. (2010). The impacts of electronic banking in Nigeria banking system. 

Sniehotta, F.F. (2009). "An experimental test of the Theory of Planned Behavior" Applied 

Psychology: Health and Well-Being, 1 (2): 257–270. 

Tornatzky, G. and Fleischer, M. (1990).The Process of Technology Innovation.  



70 
  

Turban, D. (2008). Electronic Commerce: a managerial perspective, 4th Edition, Prentice 

Hall. United Nations Conference on Trade and Development (UNCTAD) (2004), 

E- Commerce and Development Report, New York and Geneva: United Nations. 

Yemane, R. (2018). E-marketing for Tourism Business Development in Ethiopia: Its 

Practice, Challenges and Implications on Performance of Tour Operating Firms. 

Yitbarek,T. and Zeleke, S. (2013). Analysis Of Factors Influencing Customers „intention 

to The Adoption Of E-Banking Service Channels In Bahir Dar City; European 

Scientific Journal May 2013 edition vol.9, No.13 ISSN: 1857 – 7881 (Print) e - 

ISSN 1857- 7431. 

Yoseph, D. (2017). Factors Affecting Customer‟s Adoption of Internet Banking: In Case 

of Commercial Bank of Ethiopia. (published MSc. Thesis),Addis Ababa 

university. Addis Ababa, Ethiopia. 

Zeray, K. (2017). Factor affecting e-banking adoption of customers, An investigation in 

commercial bank of Ethiopia and four different private banks, (published MSc. 

Thesis),Addis Ababa university. Addis Ababa, Ethiopia. 

Zhao, A.L. (2008). Perceived risk and Chinese consumer‟s internet banking service 

adoption, International Journal of Bank Marketing‖, Vol. 7, No. 26. 

 

                                                

 

 

 

 

 

 

 

 



71 
  

                                            APPENDICES 

DEBRE BIRHAN UNIVERSITY 

COLLEGE OF BUSINESS AND ECONOMICS 

DEPARTMENT OF MARKETING MANAGEMENT 

Questionnaire 

Dear Respondent, 

I am a graduate student at Debre berhan University College of business and economics.             

 I am study on the determinants of customers’ E-banking adoption in the Ethiopian 

banking industry, in partial fulfillment of the requirement for the Master of Art (MA) in 

Marketing Management. 

I, therefore request for your kind assistance in completing the attached questionnaire to the 

best of your knowledge. The information you give will be treated with strict confidence 

and is solely will be used for academic purposes. A copy of the final report will be availed 

to you upon request. I would like to express my sincere appreciation for your time and 

prompt responses. 

Thank you. 

Wubanchi Assefa 

For further information please contact the student researcher. 

Telephone +251912734593 

Email wubanchiassefa@gmail.com. 

General Instructions  

 No need of writing your name.  

 Please circle the appropriate choice.  

 The questions that demand your opinion, please try to describe your responses on 

the space provided. 
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Part I: Demographic Details 

Please indicate the following   by   ticking (√) 

1. Gender: 

 

 

Part II:  determinants of the customer’s e-banking adoption in Ethiopian banking 

industry. 

Below are lists of statements pertaining to determinants affecting adoption of 

E-banking? Please indicate by circling your choices from the options that 

range from strongly agree to strongly disagree. 

 1 Strongly Disagree (SD) 2-Disagree (D) 3- Neutral (N) 4- Agree (A) 5- Strongly Agree 

(SA) 

 

 

 

 

 

 

Male     Female 

2. Age:  

Below 20  

20 to 35 years     35 to 45 years     

45 to 55 years     above 55 years    

3. Educational level:  

Grade 12 and below  Master‟s Degree    

Diploma holder          Above Master‟s Degree  

First degree holder     

4. Monthly Income:  

Less than Birr 3000    Birr 3000 to Br 5999   

Birr 6000 to Birr 8999   

Above Birr 9000       

5 Use of e-banking service    

       Yes               No     
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 CONSTRUCTS  SD D N A SA 

Demographic factor (AGE)      

DFA 

Young customers of the bank use e- banking services than old 

Customers 1 2 3 4 5 

Demographic factor (EDUCATIONAL LEVEL) 1 2 3 4 5 

DFE 1  High rates of illiteracy affect the easy practice of E-banking. 1 2 3 4 5 

DFE 2 

Customer‟s level of education directly affects the adoption of e- 

banking. 1 2 3 4 5 

Subjective norm       

SN 1 If I adopt E- banking, it would give a higher status among social group. 1 2 3 4 5 

SN 2 

If I adopt E- banking, I would be more prestigious among my peers than 

those who have not adopted it 1 2 3 4 5 

SN 3 My decision to use e-banking is influenced by other service users.      

SN 4 My decision to use e-banking is influenced by advertising media 1 2 3 4 5 

Technological factor (perceive ease of use)      

PEOU 1 E -banking system makes it easier to do banking activities 1 2 3 4 5 

PEOU 2 

In the case of mobile banking, customers can simply use 

banking service by using their cell phone 1 2 3 4 5 

PEOU 3 Using mobile banking is easy to do banking activities from anywhere. 1 2 3 4 5 

PEOU 4 It is easy to use ATM machine to accomplish banking tasks 1 2 3 4 5 

PEOU 5 Using POS machine is easy to make various payments. 1 2 3 4 5 

Technological factor (Perceive usefulness)      

PU 1 Using E- banking enhances the efficiency of my banking activities. 1 2 3 4 5 

PU 2 
Banks that provides the e-banking service increased the degree of 

1 2 3 4 5 
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customer satisfaction 

PU 3 E- banking makes it easier for customers to do banking activities 1 2 3 4 5 

PU 4 

Using E- banking enables me to accomplish my banking activities more 

quickly. 1 2 3 4 5 

PU 5 

Using E-banking  

is eliminating the constraints of time and space when conducting 

banking transactions 1 2 3 4 5 

PU 6 

E-banking such as, Internet banking, Mobile banking, ATM and POS are 

convenient, in terms of 7 days and 24 hours 1 2 3 4 5 

PU 7 In general, I believe that E- banking is useful 1 2 3 4 5 

TRUST       

TR 1  

Customers have high degree of trust on the bank and are satisfied 

With security of electronic banking service provided by the Bank. 1 2 3 4 5 

TR 2  

Lack of trust is considered as barriers for the adoption of E-banking 

system in Ethiopia 1 2 3 4 5 

TR 3  

My trust in internet-banking services is not as strong as compared to 

trust in offline services provided by the bank? 1 2 3 4 5 

TR4  Lack of trust by customers to new technology provided by banks 1 2 3 4 5 

Awareness      

AW 1   I don‟t have enough information about electronic banking services. 1 2 3 4 5 

AW 2    I have  not received enough information about the benefits of e-banking 1 2 3 4 5 

AW 3 

Lack of awareness is considered as barriers for the adoption of E-

banking system in D/berhan 1 2 3 4 5 

AW 4 

Customers of the bank are  familiar with services provided through 

Internet banking  1 2 3 4 5 
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Adoption      

AD 1 Deciding to use e-banking system is a wise idea. 1 2 3 4 5 

AD 2   I will recommend others to use E- banking 1 2 3 4 5 

AD 3 I will use e- banking on a regular basis in the future 1 2 3 4 5 

 

Any Suggestions that you would like to give on e- banking?---------------------------------

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------  

 

Interview 

Interview questionnaires designed for the branch managers of the four selected bank. 

A. Type of your organization: ……………… 

B. position, please Specify------------------------------------------------------------------ 

1. What type of Electronic banking service do you provide? ATM, Internet banking, Mobile 

banking and POS?  Which one is more adopted by customers? Please specify------------------

---------------------------------------------------------------------------------------- 

2. In your opinion what are the key factors that hinder your institution to adopt e-banking? 

(In customer perspective) as regard to   Age  , Educational level, Subjective norm , Perceive 

ease of use , Perceive usefulness , Trust  and Awareness ?    

3. What kind of help or assistance do you offer to your customers for them adopting e-

banking services? 

a) Brochures 

b) Training 

c) Online banking demo 

d) Others (e.g., employee assistance, personal service over the telephone, e-mailed 

instructions, website „help‟ capabilities) 

f) Nothing or any other specify any-------------------------------------- 

4, what kind of feedback do you receive from your customers on E-Banking service?  

5, if you have a comment ------------------------------------------------------------------------- 

 


