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ABSTRACT 

Internet banking is a subset of electronic banking. It has been in operation since the 1960s, 

developing from a simplistic form to a sophisticated one. Internet banking is based on the 

Internet as a typical open network. 

The new situation in the banking industry has diversified business strategies, resulting in the 

trespass on business borders (from " virtual" or " brick-and-mortar" to "click-and-mortar" 

model). The situation has been changing rapidly. While more and more banks in other 

economies have offered a wider variety of e-banking services including Internet banking, 

Kenya seems to be lagging behind and not taking up this new technology promptly, thus the 

concern of this study. 

The main obj ective of this study was to analyze the extent of Internet banking adoption, 

major factors responsible for and barriers to Internet banking teclmology adoption. Perhaps, 

the luggi h development in Internet banking have hown a typical case to which the most 

modem competiti n force busine model applic . 

The major focu of literature review was on the major de el pment in retail banking ov ·r 

time, various aspects of Internet banking technology, conceptual fram work u ing a uni fi d 

theory of acceptance and usage of technology model and fina ll , dri er and baniers to 

Internet banking technology adoption . 

A survey of the 43 commercial bank::. \\'a ondu ted ' •ith 31 v. lid response . Data \ a 

collected using elf- administered mi- tru turcd qu~: ti nn ir~::-. nd . nal zed using both 

descriptive and inferential tati tic . 'I he proj t 1 und th t tt t the h. nkin ' sc tor 111 ken l , 

the d tcrminant of Intern t bankin hn 
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CHAPTER ONE: INTRODUCTION 

1.1 Background 

Internet Banking means communication with the Bank and/or performance of transactions 

through the international network, thus allowing the client to perform transactions in relation 

to the bank and to obtain other information in the scope shown at the website of the bank. 

"Internet Banking" can also be defined as "systems that enable bank customers to access 

accounts and general information on bank products and services through a PC or other 

intelligent device " or "any banking activity held on Internet (from promotion to sale)" 

(Mathias & Sahut, 1999). 

Adoption mean the proce s of accepting the initiation, implementation and use of a 

particular technological innovation, especially those that are regarded as new in an 

organization. 

Technological developments particularly in the area ofTelecommunication and Information 

Technology arc revolutionizing the way bu inc done. lectr nic c mmer c (e

commcrcc) is the activity in which consumers get information and purch 'C pr duct using 

Internet technology (Olson and Olson, 2000). E-commercc is now thought to hold the 

promise of a new commercial revolution by offering an ine pen ive and direct way to 

exchange information and to sell or buy products and ervices. Thi reYolution in th market 

place has set in motion a revolution in the bankmg ector for the provi ' 1011 of a pa ment 

system that is compatible with the demand of the ele tr ni marketplace. on 'equcntl , th' 

potential benefits of e-commerce have b 11 wid ly t utcd (e g efcn ct nl, 200 ). 

However, while recognizing th t Intern t tc 

nc ds to be acknowlcd ed th It it u 

cxpccwtion , in all d cl pin • 
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(Westland and Clark, 2000). Yet, for technologies to improve productivity, they must be 

accepted and used by employees in those organizations. 

Computerization in the Kenyan banking industry (Marketing Intelligence, 2003, p.81) got off 

to a slow start and only picked up momentum in the 2000's. The increasing volume of 

banking transactions was the inevitable motivator for the introduction of computers m 

Kenyan commercial banks. Then, by linking up technological developments m 
telecommunications and Information Technology, real-time on-line electronic funds transfer 

came into existence. A large part of the electronic funds transfer process takes place within 

the banking premises and thus may be invisible to the layperson. 

Today, as indicated in here, Kenyan commercial banks have the privilege of various delivery 

channels for their products and services. This includes the brick and mortar branch office 

networks, automated teller machines (A TM's), telebanking or mobile banking via the 

telecommunication channel and Internet banking. 

According to a global survey conducted by Booz-Allen and Hamill n ( 19 7), tl1' 

establishment of specialized Internet Banking require· only 1-2 million, " hich i low •r 
than branch-based banking setup. The traditional bank' running cost account for 50°"o to 

60% of its revenues, while the running costs of Internet Banking i 'timated at l5°1o to _0°-o 
of its revenues. Through the Internet, individual customers can internet with foreign banking 

and financial institutions from their home or an) \'here in th world. Thi' d 'Cr'a ·ing 

importance of phy ical presence of a bank bmnch will diminish the omp ttl! c ad\. nt. g' 
of local bank . 

Both ctup and t 
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Mail Service 0.73 53.30 

Telephone average 0.54 39.40 

A TM full service 0.27 19.70 

Internet banking 0.01 0.70 

Table 1 Relative Costs per Transaction for the US Banks 

Source: http://www.bah.com (Booz-Allen and Hamilton) 

Internet banking research has tended to focus on the perspective of personal account 

customers (Gerrard and Cunningham, 2003; Ongkasuwan and Tantichattanon, 2002; 

Polatoglu and Ekin, 2001; Suganthi et al., 2001 ). This research will explore the adoption of 

Internet Technology in provision of retail banking facilities, specifically using Unified 

Theory of Acceptance and Use of Technology also known as Venkatesh UTAUT model 

(Venkatesh et al, 2003) The concept of Internet adoption in banking environment forms the 

focal point of this research. 

For technologic to improve productivity, they mu ·t be accepted and u ·cd by employee in 

organizations. Explaining u er acceptance of new technology i · ften de ·cribcd a· on' or the 

mo t mature research areas in the contemporary information y tern (1 ) literatuP (e.g., llu 

et al, 1999). Research in this area has resulted in several theoretical mod I \ ith r ot in 

information systems, psychology, and soc10logy, that routine! explam o er 40 pe1 ·ent of th 

variance in individual intention to use technology (e.g., Da\ i' et al. 19 9· Ta lor and Todd 

1995b; Venkatcsh and Davi 2000). Researchers are confronted "1th a choice among a 
multitude of model and find that they mu t "pi k nd ·h :st:" c.: on tm t , , ·r ss th • mod ·Is, 
or choose a "favored model" and largely ignon.: th 

·r A '1 model pro id 

extent of u r ccept n 
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ntnbuti n from , It mall t: mod •Is. 
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banking, particularly in the context of developing countries in the dynamic African region. 

Information technology (IT) resources in much of Africa are somewhat less well developed 

than in the West, and the role of personal relationships is somewhat stronger. Other than the 

barriers identified from literature review, absence of the critical adoption factors will be 

viewed as the barriers to Internet banking technology adoption. This research, therefore, aims 

to identify how banks perceive barriers to usage of the Internet banking. 

There is therefore the need for well-formulated ICT strategies and communications policies 

to enable banks have a responsive infrastructure given the changing internal and external 

threats and opportunities facing these banking institutions. 

1.2 Overview of the Banking Sector 

The number of commercial banks in the sector declined to 46 in December 2005 from 48 in 

June 2005 following a merger between one bank and one building 'Ociety and one bank 

going under. Other non-bank financial institutions (NBFis) include motigagc finance 
companies, building societies and SA 

(Monthly economic review; Jan 2006 i ue). 

, which also provide basic banking set ices. 

According to the Central Bank of Kenya, during the year to December 2005, th balance 

sheet of the banking sector expanded with total assets mcrea ing by 1 0°/o to K ·h. 4 from 

Ksh. 514 billion in December 2004. The sector recorded an tmpro\ ed perfonnan e in _005 

with pre-tax profits increasing by 48% to stand at 20.1 billi n from Ksh 1 . billion in _004. 

According to an Annual Bank Sup rvi i n n:port (20 5) the K~.:n;. n t:lOI1 m r O\ r•d to 

expand with a GOP growth of 5.2% in 2 05 unng the 
yc. r, the c onomy enJoyed a ft onsish; nt \\ ith ll)\\' an 1 
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Communications Technology (ICT) in the banking industry has enhanced efficiency and 

improved customer service. 

This is reflected particularly in the increased use of ATM cards resulting from broadening of 
A TM network, including additional ATM machines and a wider network of merchants that 

accept payment through credit/debit cards. 

Several banks have also entered into the Internet Banking and established websites. Internet 
banking however is still at its infancy and more in terms of utilization is expected in this 
sector (Manjau 2005). 

1.3 Research Problem 

According to a journal article (Marketing Intelligence 2005) more than a third of account 

holders can access phone banking, Internet banking or both. The article explains that people 

arc however not comfortable with these new services- only a quarter and 11% of those with 
the phone and the Internet banking facilitie re pectively have u cd it. 

The Internet-user base in Kenya has peaked at over 500,000 by June 2005, which i · 

considered to be one of the highest in Africa. The telecommunications ector in Kenya is also 
considered to be one of the most vibrant with the go emment acti ely taking teps to 
liberalization in order to spur competition in the ector (CCK, 2005). In addition, the gr ' th 
of Internet users in Kenya is estimated at over 150°/o annuall (I\ S, 2005) . \ iti1 o er 46 
providers of banking services, it may seem that competiti n w1thm the bankmg mdustry may 
be intense. Internet banking 1s becoming an in r a ine.l ·vi ible te !mol )" , not only in oth r 
parts of the world, but a! o in Kenya . 

Mukulu (2005) in th n..:vi w o bankin 

he, vily in t chnolo •i 
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strategies. Many rural Kenyans have experienced a decline or total loss of banking services 

within a reasonable distance from where they live. 

The MI Banking Survey 2003 found out that fifteen percent (15%) of bank branches closed 

between 1989 and 2000. More branch closures are probably in the offmg as banks proceed 

with their rationalization strategies. Unfortunately, there is no plan in place to ensure that 

rural Kenyans maintain access to essential financial services. 

It is the researcher's feeling that if the government invests adequately in ICT, the rural 

population could still access banking services through Internet. 

The dynamism of the banking environment in the current times is posing a lot of challenges 

to all banks and non-bank fmancial institutions. Following the background of tllis study, it is 

only those banks that are able to adapt to the changing environment and adopt new ideas and 

ways of doing business that can be guaranteed of survival. Some of the forces of change that 

have greatly influenced the banking industry include inten e competition, globalization and 

technological advancement. Internet banking adoption may ju ' t ffer the much-need d b 
in the banking bu incss. 

Despite the world- wide attention to Internet banking there seem to be inadequate attention 

by developing countries on this new technology in term of adoption detern1inant-, te\ f 

stakeholders on the technology and the impact oftlu technology u e. 

Gtven the academic re ·earch it has been afforded, th following re ~,;, r h quesuons guided 
this tudy: 

• Wh t i the c ·t nt of lnt~.:rn t b nkin 

• in th htWlt 1) ·> 
• Wh t ar th b rri 
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A broad objective of the study was to investigate Internet banking technology adoption. It 
focused on Internet banking technology adoption, not only as a technology to increase 
efficiency and effectiveness of Banking products delivery, but also as a technology that is 
enabling new possibilities, unfeasible before, especially through the interactive nature of the 
Internet. 

Specific objectives of this research were therefore summarized as follows : 

1. To determine the extent of adoption oflnternet banking technology. 

2. To establish the critical factors that influence adoption of Internet banking 

3. To determine the barriers to Internet Banking Adoption 

1.5 Importance of The Research 

1. It would be significant to the banking industry, especially to decision makers involved in 
implementation of electronic services delivery strategies for their banks. 

Necessary improvements identified could be undertaken to enhance Internet banking usage in 
Kenya . Further, commercial banks that arc till he itant to go "Internet" can u e th findings 
of thi re carch to c larify is ucs of prevalence and to get a greater in ight int the ad ption of 
Internet banking in Kenya . 

2. Implementation of the much talk about e-governance in Kenya ' ould definite! get a lift 
from the findings of this study. The government can al o u e thi re -earch tl r c mparati e 
purpo es. Internet banking adoption and network m Ken a ould be ompared to ther 
economics to gauge the level of technological advancement. 

The study would also be of importance to government p li . m hr • sm e n understanding 
o the environment of Internet b, nking k hn 1 •; d pti n "ill tn, bit.: th~..:m om up wtth 

ppropriate policie th· t encoura • m rket r \\ th. 
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CHAPTER TWO: LITERATURE REVIEW 

2.1 Chapter Overview 

This chapter presents and discusses the literature relating to the adoption of Internet banking. 

The chapter begins by introducing the concept of Internet banking, reviewing the literature 

relating to the various approaches to understanding Internet banking technology. Tllis shall 

then be followed by research into technology adoption by focusing on Unified Theory of 

Acceptance and Use ofTechnology i.e. Venkatesh UTAUT model (Venkatesh V. et a\.2003) 

for understanding the concept of technology adoption. The literature review then focused on 

specific aspects of adoption relevant to this research in terms of how Internet banking 

technology has been conceptualized, the factors at play as well as research into the barriers to 

its adoption. 

2.1.1 Trend in Retail Banking 

In recent year there ha been con iderable intere t in the dev I pmcnt f clc tr ni money 

cheme . Electronic money has the potential to take o er from ca h a the primary m~;an ' r 
making small-value payments and could make uch tran action ea ·ier and cheap 3 r f r b th 

con umers and merchants. However, it also raises policy i ue for central bank· be au' of 

the pos ible implications for central bank ' revenue . thetr tmplementation of monetary 

policy and their payment sy tern oversight role. Having m.tdered thes i ', ue I 0 

central bank governors announced in 1996 that th y intend d t m mt r lose! th .. oluti n 

of electronic money chcme:. and, whil re::.p ting mpditi n nd mno tion to tak 

appropriate action ifn cc ry ( BK, 200- . 

blcctronic m ncy pr duct lu in whi h a 
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The trend has been from 1) automated teller machines (ATM); 2) telebanking which 
according to Leow (1999), has numerous benefits for both customers and banks. As far as the 
customers are concerned, it provides increased convenience, expanded access and significant 
time saving. On the other hand, from the banks' perspective, the costs of delivering 
telephone-based services are substantially lower than those of branch based services; 3) PC 
banking where customers can use their personal computers at home or at their office to access 
their accounts for transactions by subscribing to and dialing into the banks' Intranet 
proprietary software system by use of password; 4) Automated self-banking centers- another 
multimedia banking delivery channel which incorporates an information counter, ATM's, 
telebanking and banking booths and fmally 5)Internet banking. 

Developments in information collection, storage, processing, transmission and distribution 
technologies have influenced for a long time, and continue to influence all aspects of banking 
activity, and have become an integral part of product/service offering, delivery channels and 
internal management. Internet banking is one of the many remote distribution channels banks 
have been deploying for more than 20 year , to complement branch and call center t 
interact with their customer . Phone banking, electronic payment debit, credit and clc tr nic 
pur e cards to pay at retail outlets or POS, cash withdrawal machine and bunk ki •k 
machines making use of ATM, PC banking, Internet banking, mobile banking, 

PDA banking and interactive Dtgital TV banking are exampl ' of the multitude of chmmel' 
and technologies used. Of the different deli\'ery channel appli at10ns, Internet banking, a 
content-based ecure application ba ed on the op n inform ti n Internet inf'm tructur~, has 
the most imilarities with other I r\'ic . 

raditionally, the b, nk m de u e 
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In particular, banks offer Internet banking mainly to increase cost-effectiveness, increase 
customer reach, and retain market share. Estimates for banking transaction costs across 
delivery channels, e.g. physical branch, phone, ATM, PC-based dial-up. 

2.1.2 Definitional Approach To Understanding Internet banking 

In recent years, the banking sector has been an interesting case for service innovation as it 
moves toward using the Web for commercial purposes through Internet banking. Internet 
banking allows customers to have direct access to their fmancial information and to 
undertake financial transactions with no need to go to the bank. ACNielsen (2002) found that 
Internet banking is expanding in many Asian countries, including South Korea, Hong Kong, 
Singapore, China, and Taiwan. Kenyan banks have followed worldwide trends in 
implementing self-service technology via the Internet, although as a developing country, 
Kenya is slightly behind the more developed countries. 

From the banks' viewpoint, u e of fnternet banking i expected to lead t co t reductions and 
impr vcd compctitivene' . Thi ervice delivery channel i e n a p w rful bccau it can 
retain current Web-ba ed cu tamers who continue u ing banking ·ervice fr m any l uti n. 
Moreover, Internet banking provides opportunities for the bank to dev 1 p it· market by 
attracting a new customer base from exi ting Internet u er ( uganthi er a/. ~00 I ; 
Dannenberg and Kellner, 1998; Zmeldin, 1995). 

Internet Banking mean that banking services uch a ervi e introdu t10n, loan apphc. ti n, 
account balance inquiry, fund transfi r and o forth n.: pr vidcd b , b. nl-. thr ugh th ~ 
Internet ( heung, 200 I). According t K rlin r lntcrnd Bankmg IS ns 
follow : 
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Internet Banking is different from PC Home Banking. The obvious difference is that Internet 
Banking is browser-based, whereas PC Home Banking requires customers to install a 
software package assigned by the bank on their PC. 

Moreover, PC Home Banking allows customers to do their banking services only on PCs that 
have been installed the assigned software package, such as include Intuit, Inc.'s Quicken and 
Microsoft Corp.'s Money. 

Banking on the Internet is not the same as banking via online services. (Cronin M.J.,2003) 
Internet banking is different from online banking in the following ways: 

1. Consumers do not have to purchase any additional software (the web browser is 
sufficient) , store any data on their computers, back up any information or wait months 
for new versions and upgrades, since all transactions occur over a secure server over 
the Internet. 

2. onsumcrs can conduct banking anywhere a long a· they have computer· (not 
necessarily their own) and modem - whether it' at home, onicc or any place abroad. 
Banking via online services can be re ·trictive because the cu ·tomer ha · to in ·tall a 
software package that resides in his or her computer. Tht · hmit · banking tran ·a ·tions 
to only that computer and require making a call to accc" a ·epamte network and 
working with a separate software company and with a bank thL t rna limit thetr hours 
of operations. 

3. on umer can download their c oum infom1 ti n into thc.:ir C·nontc programs 
which mean that they do n t h v t ItO\ • th di t . ~c.: 1vi c.: pwvtth: r 

4. Internet banking allow bank t br lt\\'.ltc.: th.:\ dt)pU~. l r 
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access on the Internet nearly all services accessible at the branch or by phone. In addition to 
offering all "branch-based" services, teclmology allows banks to offer new added value 
services only available online such as personalized financial information menus, e-mail 
alerts, electronic commerce, real-time brokerage and third party services (management of 
electricity bills, tax payment or portals) which increase the benefits and interest of the 
service. 

Table2. Classification of Internet banking services 
Type of Product Examples 

Convenience Mobile banking, Mobile payment, SMS alerts, Secure e-mail 
3ra party Commerce payment (shopping), Tax payment on-line, Utilities bill 

& account management, e-Billing 

Other financial Life insurance contract, Traffic insurance contract 
Investment Deposit account opening & management, Domestic I foreign equity 

investment, Mutual funds I bonds investment, In urance investment ·-Credit Loan application, redit card application 
Basic banking Account opening I clo ·ing I management, me -tic I [I rei gn money -

transfer, tanding order , Direct debit, Debit card applicati n 
·--Source: C. enteno I Telematlcs and Informatic 21 (2004) 293 315 297 

onsidcring the low level of Internet adoption and computer literac m Ken) a, tht · ' tud 
cho ·e to concentrate on basic Internet banking ·er\'ice . ne major dtsmcentive to operating 
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of this service. This consideration has nonetheless had the effect of improving measures in 
other banking industries. Therefore the Kenyan banking fraternity, perhaps through Kenya 
Bankers ' Institute, ought to ensure in place are industry security standards that assist 
individual banks providing this service. 

Technology has now availed new modes of access to your finances. The three main modes 
are lnternet, telephone and text-phone banking. Of these three, Internet banking presents the 
greatest number of features, ease of use, remains highly reliable and is the height of 
convenience. If provided across the board by Kenyan banks, Internet banking would allow 
Kenyans abroad to: Check balances, view transactions, remit or make payments, transfer 
money between accounts abroad and Kenya, set up standing orders and direct debits. 

Online account holders would finally have the luxury of accessing and managing their 
finances from wherever they arc. However, online access as aforementioned calls for total 
security and complete reliability. Therefore the need for an array of firewalls, ecur' 
gateway and monitoring devices to keep hacker- out cannot be gain aid. With thes fcatur'' 
tn place, Kenyans abroad would be able to comfortably accc, , their financial information nntl 
cany out key management activitie ·. The Kenyan banking mdustry ought to ·ce tht: ·en · , in 
instituting measures that allow this service to benetit all. Kenya lub ha · rccognizt:d and 
rewarded in this survey banks at the vanguard of providing ·uch ·el'\ 1ce, to Kenyan, abroad. 

The survey, which was commissioned by London-ba ed Ken ·a lub, indicate' that Kenyans 
in Diaspora remit a total of $1 billion (Sh75billion) every ·car. ( itau, 2005) Lo al finoncwl 
in litutions arc mis. ing out on a billion dollar bu inc::. due to th~.: ir I~ iltn~.: to ·:Her for tiP 
needs of the Kenyan community abro, d. 1 r c r cti n tht.: tcmitt: n ~.: :n~.: It th: b post or money tr m fer ervice . 
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The survey found that the majority of Kenyans in Diaspora prefer to operate local bank 
. accounts in order to manage their domestic financial obligations rather than send money by 

post. It was further found that the banks have no standard rates or charges and that some 
banks are charging five to ten times as much for same services. 

The survey however noted that banks such as Commercial Bank of Africa and National ' ' 
Industrial Credit (NIC) Bank have launched products that target Kenyans living abroad. The 
ban.Ks are, for example, exploring ways of tapping into the long-term goals of Kenyans in 
Diaspora by offering them mortgage fmance services. 

2.2. Factors affecting Technology Adoption 

2.2.1 Performance Expectancy 

Performance expectancy is defined as the degree to which an individual believes that using 
the ystem will help him or her to attain gain in job performance. The five constructs from 
the different model that pertain to performance expectancy arc perceived u fulnc s, 
extnnsic motivation, job-fit, relative advantage, and outcome e pectation . ven a th '' 
con tructs evo lved in this literature, some authors have acknowledged their simi laritie ': 
usefulness and extrinsic motivation (Davis et al. 1989, 1992), usefulne ' and j b-fit 
(Thompson et al., 1991 ), usefulness and relative ad antage (Davi et nl., 1 9; Mo r and 
Benba at, 1991; Plouffe et al., 2001 ), usefulne s and outcome e pe tation ' ( mpeau and 
Higgins, 1995b; Davt et al., 1989), and job-fit and out orne • pe ·tnt ion , ( ompem.t and 
Higgin , 1995b). 
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definitions and measurement scales. The similarities among these constructs have been noted 
in prior research (Davis et al. , 1989; Moore and Benbasat, 1991; Plouffe et al., 2001; 
Thompson et al., 1991). 

The effort expectancy construct within each model is significant in both voluntary and 

mandatory usage contexts; however, each one is significant only during the first time period, 
becoming non- significant over periods of extended and sustained usage consistent with 
previous research (e.g., Agarwal and Prasad, 1997, 1998; Davis et al., 1989; Thompson et al., 
1991, 1994). Effort-oriented constructs are expected to be more salient in the early stages of a 
new behavior, when process issues represent hurdles to be overcome, and later become 
overshadowed by instrumentality concerns (Davis et al., 1989; Szajna, 1996; Ven.katesh, 
1999). 

Venkatesh and Morris (2000), drawing upon other research (e.g., Bern and Allen, 1974; 
Bozionelos, 1996), suggest that effort expectancy is more salient for women than for men. As 
noted earlier, the gender difference predicted here could be driven by cognition related to 
gender role (e.g., Lynott and Me andle , 2000; Motowidlo, 19 2; W ng et al., 5). 
lncrea ed age has been hown to be associated with difficulty in proce sing compl •x timuli 
and allocating attention to information on the job (Plude and Hoyer, 19 5), both f" hich 
may be necessary when using software systems. Prior research support, the notion that 
con truct related to effort expectancy will be stronger determinant of indi iduuls' intention 
for women (Ven.katesh and Morris, 2000; en.kate h et al., _000) and for older \ orkcr' 
(Morris and Venkatesh, 2000). 

2.2.3 'ocial Influence 
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· is mandated. Venkatesh and Davis (2000) suggested that such effects could be attributed to 

compliance in mandatory contexts that causes social influences to have a direct effect on 

intention; in contrast, social influence in voluntary contexts operates by influencing 

perceptions about the technology- the mechanisms at play here are internalization and 

identification. In mandatory settings, social influence appears to be important only in the 

early stages of individual experience with the technology, with its role eroding over time and 

eventually becoming nonsignificant with sustained usage, a pattern consistent with the 

observations ofVenkatesh and Davis (2000). 

The role of social influence in technology acceptance decisions is complex and subject to a 

wide range of contingent influences. Social influence has an impact on individual behavior 

through three mechanisms: compliance, internalization, and identification (see Venkatesh and 

Davis, 2000; Warshaw, 1980). While the latter two relate to altering an individual's belief 

tructure and/or causing an individual to respond to potential social status gains, the 

compliance mechanism causes an individual to simply alter his or her intention in re ponse to 

the soc ial pre. sure--i.e. the individual intend to comply with the c ia! int1uen c. Prior 

rc earch uggests that individual are more likely to c mply with other '' cxpc tation when 

tho e referent others have the ability to reward the desired behavior or puni 'h non-bchavi r 

(e.g., French and Raven, 1959; War haw, 1980). Thi view of compliance i con i ' tent with 

results in the technology acceptance literature indicating that reliance on ther ·' pinion' i 

significant only in mandatory settings (Hartwick and Barki, 1994) particulurl in th earl 

stages of experience, when an individual' opinion are relati\ el) tll-infonned ( gurwul and 

Prasad, 1997; Hartwick and Barki, 1994; Karahanna et al., 19 ; Ta lor and Todd, 1995a; 

1 homp on et al., 1994; Venkate h and Davi 2000). Thi n rm, ti\'t: pr' sur wtll an 'nuut' 
over time as increa ing expcrienc pr vi 

individual intention to u c the y t m. 

that m n t n t 

7 

mo in tnnn nt. l (t. tht:r th. n st 1. l) b1sis f01 



increased salience on social influences, with the effect declining with experience (Morris and 
Venkatesh, 2000). Therefore, we expect a complex interaction with these moderating 
variables simultaneously influencing the social influence-intention relationship. 

The influence of social influence on behavioral intention will be moderated by gender, age, 
volu"ntariness, and experience, such that the effect will be stronger for women, particularly 
older women, particularly in mandatory settings in the early stages of experience. 

2.2.4 Facilitating Conditions 

I) Top management Commitment 

The IT literature has clearly demonstrated that for IT projects to succeed top management 
support is critical (Horwitt, E., 1998). This also applies to Internet banking technology 
implementations. Implementing an Internet banking system is not a matter of changing 
software systems; rather it is a matter of repositioning the company and transfonning the 
bu inc s practices. Due to enormous impact on the competitiv advantage of the company, 
top management mu t consider the trategic implication of implementing Internet banking 
Y tern . Management must ask several que tion before embarking on the pr jcct. oe the 

Internet banking system strengthen the company's competiti e po ilion? 11 ' might iter d 
the company's competitive position? llo' does internet banking S) ·tem affect the 
orgamzational structure and the culture? What is the scope of the · · tem implementation
only in head office or the entire branch network? Are there an alternati' e that meet the 
company's needs better than an Internet banking y km? If it i multin tiona! ·orporation, 
the management should be concerned about wh ther it w uld bt: b~:tt~.:r to roll th' s stem ut 
globally or restrict it to certain re •ional unit ? 
th Internet banking 
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Implementing an Internet banking system involves reengineering the existing business 
processes to the best business process standard. Internet banking systems are built on best 
practices that are followed in the industry. One major benefit oflnternet banking comes from 
reengineering the company's existing way of doing business. The cost and benefits of 
aligning with an Internet banking model could be very high. This is especially true if the 
company plans to roll out the system of branch network. It is not very easy to get everyone to 
agree to the same process. Sometimes business processes are so unique that they need to be 
preserved, and appropriate steps need to be taken to customize those business processes. 
Research shows that even a best application package can meet only 70 percent of the 
organizational needs. What happens to the rest? An organization has to change its processes 
to conform to the Internet banking package, customize the software to suit its needs, or not be 
concerned about meeting the balance 30 percent. If the package cannot adapt to the 
organization, then organization has to adapt to the package and change its procedures . When 
an organization customizes the so ftware to suit its needs, the total cost of implementation 
rise . The more the customization, the greater the implementation costs. Companie hould 
keep their systems "as i " as much as po ible to reduce the c t of cu tomization and future 
maintenance and upgrade cxpen c . 

iii) Integration 

There is a strong trend toward a single website solution for an entire c mpan . Mo ·t 
companies feel that having a smgle vendor mean a "common, te\\" n e- ·ary to , f\ , their 
customers efficiently and the ea ·e of maintaining the y h:m m future nfortunntel , no 

ingle application can do everything a comp, ny n d . mp. nk ma ha\ie to u c other 
pecialized oftware products th t b t m et th i1 uniqut: nt:t:d 
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it is difficult to control what they own let alone control what they do not own. Banks need to 
trust their partners and must coordinate with each other in the network 

iv) ~electing the Right Employees 

Companies intending to implement an Internet banking system must be willing to dedicate 
some of their best employees to the project for a successful implementation. Often banks do 
not realize the impact of choosing the internal employees with the right skill set. The 
importance of this aspect cannot be overemphasized. Internal resources of a company should 
not only be experts in the company's processes but also be aware of the best business 
practices in the industry. Internal resources on the project should exhibit the ability to 
understand the overall needs of the company and should play an important role in guiding the 
project efforts in the right direction. Most of the consulting organizations do provide 
comprehensive guidelines for selecting internal resources for the project. Companies should 
take this exercise seriously and make the right choices. Lack of proper understanding of the 
project needs and the inability to provide leader hip and guidance to the project by the 
company' ' internal resource is a major rea on for the failure of m 't 1 project . 

2.3 Theoretical Framework for Internet Banking doption 

From a theoretical perspective, UTAUT model prO\ tdes a refined vte\\ of h " the 
determinant of intention and behavior evolve over llme. It 1 tmportant to empha ize that 
mo t of the key relationships in the model are moderated For e ample, ag • re ei\ e ' cry 
little attention in the technology acceptance re earch hterntur , ·et A T model indicnt • 
that it moderate all of the key relation hip:. in the m del. ~;ndcr, , ht h has r 'Ct d some 
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perceives information technology may disappear. This is a hopeful sign and suggests that oft
mentioned gender differences in the use of information technology may be transitory, at least 
as t4ey relate to a younger generation of workers raised and educated in the Digital Age. 

2.4 Description ofUTAUT Model 

The present research set out to test UTAUT model in a less developed (developing) Kenyan 
economy. It integrates the fragmented theory and research on individual acceptance of 
information technology into a unified theoretical model that captures the essential elements of 
eight previously established models. First, the model identified and discussed the eight 
specific models of the determinants of intention and usage of information technology. 
Second, these models were empirically compared using within-subjects, longitudinal data 
from four organizations. Third, conceptual and empirical similarities across the eight models 
were used to formulate the Unified Theory of Acceptance and Use ofTechnology (UTAUT). 
Fourth, the UTAUT wa empirically tested using the original data from the four organizations 
and then eros -validated u ing new data from an additi nal two organizati ns. The c test s 
provided tr ng empirical upport for UTA T, which po it three dire t determinant ' f 
intention to use (performance expectancy, effort expectancy, and ocial infiuenc ·) and tw 
direct determinants of usage behavior (intention and facilitating condition'). ignificant 
moderating influences of experience, voluntarines , gender, and age ' ere c nfinned as 
integral features of UTAUT. UTAUT was able to account for 70 percent of th 'ariance 
(adjusted R

2
) in u age intention--a substantial improvement over an of U1c original eight 

models and their extension . Further, UTA T wa su t.: sful in inte -rrating ke) elements 
from among the initial et of 32 main cffe ts, nd four m d~r. tor , s dekmlinants of 111tcnt10n 
and behavior coli ctivcly p ited by eight lt~:m k m dd 11110 , ml ld th; t 111 orpm. kd 
four main eft ct ·md four mo I 

2.5 ppli ati n of tn \ U'l to 1 1 

m t I , h un I \Iilli\ 1\l 

in • th 

h ll at a 



significant for men and younger workers. The effect of effort expectancy on intention is also 
mod_erated by gender and age such that it is more significant for women and older workers, 
and those effects decrease with experience. The effect of social influence on intention is 
contingent on all four moderators included here such that was found to be non significant 
when the data is analyzed without the inclusion of moderators. Finally, the effect of 
facilitating conditions on usage is only significant when examined in conjunction with the 
moderating effects of age and experience--i.e. they only matter for older workers in later 
stages of experience. 

Figure 1 UTAUT Model 
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can be eliminated, thus threatening content validity. Specifically, it has been found that . 
choosing the highest-loading items result in items from some of the models not being 

represented in some of the core constructs. Therefore, the measures for UT AUT should be 

viewed as preliminary and future research should be targeted at more fully developing and 

validating appropriate scales for each of the constructs with an emphasis on content validity, 

and then revalidating the model specified herein (or extending it accordingly) with the new 

measures. This research will employ standard measures of intention, but future research 

should examine alternative measures of intention and behavior in revalidating or extending 

the research presented here to other contexts. 

2.7 Barriers to Internet Banking adoption 

The frequently cited benefits from Internet banking do not seem to materialize in every case, 

as the value of Web technology cannot be realized if barriers are too high. Barriers to 

electronic commerce in general have been classified various ways. For example, hircu and 

Kauffman (2000) talk about organizational, re ource, knowledge, and u age barriers. Teo et 

a/. (1997 -1998) include organizational, technological, and environmental fact r . Many 

elements in these di cussions are related to the organization' ability to u · ~,; Internet 

technology fully, which is one issue the study will examine. A ·econd i · ue i about tru ·t in 

the Internet banking system and the banks that implement it. The fe, ·tudie · of Internet 

banking that examine barriers mention drawbacks such as se urity, pm ac , and tru t of Web 

system (Gerrard and Cunningham, 2003; Polatoglu and Ekin, 2001; Rotchanakrtumnuai et 

a!., 2003; Sathye, 1999). A third factor i that legal upport nn t be rmph.:mcnt 'd dfi ' icntl 

to a sist cu tamer tru:,t in Internet banking (Larp iri 1 a/.,_ Q_). 
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information technology infrastructure remain a critical barrier in some cases to the continuing 

growth of online ecrmnerce (Chircu and Kauffman, 2000: Gilbert et al., 1999). 

In addition, simple lack of experience can inhibit adoption; higher usage intensity of 

information technology in firm help them adapt more than is pos ible in less experienced 

firms (Noh and Fitzsimmons, 1999; Speece, 2000). Effective implementation of Web 

technology requires extensive adaptation of customer current business processes to enable 

them utilize the capability of new technology. New skills and new processes in an 

organization require employees to learn new things. New technology sometimes requires 

complex understanding and mental capability, and thus the technology may be difficult to 

manipulate due to limited capability of flrm employees (Chircu and Kauffman, 2000). 

Knowledge barriers may come from a lack of diffusion capability, which is developed over 

time by gaining related knowledge and expertise in several areas, and the lack of investment 

in training for internal employees 

Finally, techn logy rcadine of bank play a role in their attitude t ward tc hn logy. 

Parasuraman (2000) conceptualized technology rcadine a a c mbinati n f p itivc nnd 

negative feelings/attitudes toward technology, roughly, people' confiden that te lm logy 

helps improve their lives, or simply makes things more dtffi ult and le ther 

re earch has similarly indicated that cu tamers' attitude and behef' about techno log ar • 

correlated with intentions to u e it (e.g. Dabholkar, 19 . In Thail, nd re 'earch am ng 
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Moorman viewed trust as an expectation of ability to perform, reliability, and intentionality 

of a partner, and proposed that trust has to be viewed as a behavioral intention or behavior 

that reflects dependence on the other partner. In addition, Morgan and Hunt (1994, p. 23) 

defined trust as: 

... the perception of confidence in the exchange partner's reliability and integrity. 

Both definitions underline the importance of confidence and reliability in the conception of 

. trust. 

Customers frequently do not trust Internet technology for three reasons: security of the 

system, distrust of service providers, and worries about the reliability of Internet services 

(Lee and Turban, 2001; Min and Galle, 1999; Paul, 1996; Ratnasingham, 1998). Strong 

concern about security is one common factor related to unwillingness to use Internet channels 

for ~ommerce (Black et al., 2001; Greaves eta!., 1999; Jones eta!., 2000; Madu and Madu, 

2002). Security breaches can lead to numerous problems such a de truction of operating 

system , or disruption of information acce (Min and aile, 1999). Mo t cust mer arc not 

atisfied with the infrastructure of Web ecurity y tern (Black eta!., 200 l; attik ret a/., 

2000). In Internet banking, security is one of the mo t important future challengt:-, b caus • 

customers fear higher risk in using the Web for fmancial tran action (Alad\\ ani, _oo 1; Black 

eta/., 2001; Gerrard and Cunningham, 2003; Sathye, 1999). 

Reputation IS important, as distrust of the service provid r i a rel. ted fa tor (Jan enpaa eta/, 

1999). Reputation can be defined a:s the xt nt to ' ·hi h ustomcr. believe n -supplil!r or 

ervice provider i honest and concern d b ut it \ht m~.:r Don~: nd annon, 1997). 
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always believe privacy policies will keep customer information confident (Gerrard and 

Cunningham, 2003). 

Perceived risk can also cause customers to reject new technology-based service delivery. 

Perceived risk is related to reliability and system failure (Mols, 1998; Walker et al., 2002). 

Customers are also worried that technology-based service delivery systems will not work as 

expected, and lack confidence that problems can be solved quickly (Walker et al. , 2002). 

Westland (2002) found that transaction risk occurs when online markets fail to assure that 

service will be delivered with adequate quality. Frequently, slow response time after the 

Internet interaction leads to a delay of service delivery and causes customers to be unsure that 

the transaction was completed (Jun and Cai, 2001). 

2.7.3 Legal Support Issues 

Many customers are concerned about legal support for commercial usage of the Internet. 

Zugelder et a!. (2000) mentioned that cu tomer protecti n i the major legal i sue assoc iated 

w ith Internet marketing. Among other thing , cu tomcr pr tcction i " U an cover unfair und 

deceptive trade prac tice by supplier , unauthorized accc and u ag by thcr", u ·h a · 

hackers, or system failures. Customer protection i important for building onlin • cu ·tomcr 

confidence because there is no face-to-face contact, and there i a great p ibilit (a t lea ·tin 

customer perceptions) for having problems or making mi take via the \ eb. 

With a Jack of specific laws governing Internet banking, bank cu tomer· he ' ttate to u, e it 
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loss caused by the Internet banking service or customer use of the service (Attaran, 2000). 

Not surprisingly, customers might not be very enthusiastic about this sort of clause. 

Giannakoudi ( 1999) suggested that customer protection laws have to determine a ceiling on 

customer liability or render terms widely regarded as unfair to be unenforceable. 

Another problem of legal support for using the Internet in commercial transactions is the 

jurisdiction of the courts and dispute resolution procedures. Disputes can arise from many 

issues. For instance, the Web site is not a branch of the bank, which makes it a complicated 

task for courts to define the location of the bank and decide whether they have jurisdiction. In 

addition, online transaction records are not accepted by some customers owing to the 

difficulties in providing authentication of electronic transmissions. Many businesses are still 

wary of making extensive transactions over the Web because of the lack of supporting law 

about electronic documents as legal evidence (Farhoomand et a!., 2000). Frequently it is 

unclear whether electronic documents and records are acceptable as sufficient evidence of 

transactions (Giannakoudi , 1999; Larpsiri et al., 2002). 



CHAPTER THREE: RESEARCH METHODOLOGY 

3.1 Research Design 

Since this was an initial and exploratory study of the adoption of Internet banking in Kenya, 

the researcher considered the survey method to be a suitable research method for this 

investigation. Previous research has revealed that the survey method appropriate when 

investigating technology and e-commerce adoption (Venkatesh, et al. 2000; Venkatesh and 

Brown, 2001) which is the circumstance surrounding this study 

Thus a census survey of the Banking Industry was conducted. The study therefore adopted a 

cross-sectional design with the respondents being the IT senior/middle management staff in 

charge of Internet banking in the various banks. 

3.2 The population 

The study focu ed on a ll the 40 out of initial 43 c mmercial bank ' (Market Intdligcnc , 

2006) shown in appendice , 3 of them having declint:d to participate in th, tudy. Th, 

banking sector was selected largely becau e it ha alway ' taken a lead r I in impkmenting 

ICT solutions and is reported to spend huge amount on the e I T proj ct, ( umbati, -00 1; 

Ngemu, 2005). OECD suggested similar finding in re earch ( lm ' linn 'en, _QQ I), , hich 

indicates a trong correlation (with logarithmic hape) bet\\ ecn Internet penetration and 

Internet banking, and that countrie \Vith an Internet penctrntion ofbct\\ccn 0% and soo~o ar• 

likely to find themselve in the take-offphas for Tnt met b. nkin l ::.cf\'1 cs . 

The unit of analysis wa the bank pr 

tudy aimed at doing a 

limitation includin • 
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structured, having both open-ended and closed-ended questions. It was administered to the 

Managers at their offices as well as through their electronic mail. 

The questionnaire was divided into two parts. The objective of the flrst part was getting the 

demographic information on the banks that was deemed relevant for the study. The second 

· part of the questionnaire was used to examine the adoption factors and barriers to Internet 

banking. The 5-scale Likert type scale was adopted for the study. The tool was pre-tested 

with colleagues in IT Division of a commercial bank and found valid. 

Secondary data was collected from the websites of the various banks, banking journals, MIS 

journals and relevant texts as indicated in the bibliography. 

3.4 Data Analysis 

The data co ll ected was edited for accuracy, uniformi ty, con istency and completeness and 

arranged to enable coding and tabulation before final analysis ( oopcr and Emory, 1998). 

The data collected from this tudy wa mainly pre cntcd through the usc f ummarized 

percentages, proportions and tabulations in all the three ectio n ' of th que ·tionnairc. Mean 

scores and standard deviations were evaluated and ranked to give th re lativ • importance or 
the various variab les of this study. Specifically. section II ' a· ana l zed through th u · o f 

fac tor analysis. 

3.5 Factor Analy i 

Factor ana lysis is a y tcmatic, tati tical pro dur u ~:d to un ova r~l. tionships mongst 

. everal variables. This procedure en bl num t d. t( 1 v. ri. bks tt bt Ct)nth:nscd into 
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In this study, oblique rotation using Promax with Kaizer normalization was carried out 

because the proposed framework indicates that the underlying constructs and variables are 

inter-correlated. Factor rotation was used to re-orient the factor loadings so that the factors 

were more interpretable. Use of Oblique rotation allowed for correlations between factors 

· since many attitudinal dimensions were in fact correlated. For easier interpretation of the 

factors, only the pattern matrix was examined (Rummel, 1970). The factor extraction method 

adopted for this study was principal component analysis. 



CHAPTER FOUR: DATA ANALYSIS, PRESENTATION AND 

FINDINGS 

4.1. Introduction 

This section provides the data analysis and findings of the study. The data was analyzed using 

frequencies , means, standard deviations and factor analysis. It was presented in tables, pie 

charts and graphs. Part I was analyzed using proportions i.e. percentages, means and standard 

devi.ations. Part II was analyzed using factor analysis so as to reduce the variables to the 

underlying factors. 

4.1 Bank demographic information 

The variables considered in this section were mainly aimed at providing insight infonnation 

of the various commercial banks in the banking indu try. 

4.1.1. Re pon e rate 

Respondents from 3 banks declined participate in the tudy. From n t tnl of 40 bank-, 

questionnaires were returned within the peclfied penod . f the 'e, 0 que ' ti nnuirc, , en~ 

usable for the analysis, whilst 1 was incomplete ' hen returned. Tht ' ielded a re 'ponse rate 

of 78%, considered adequate for the purpo e of thi tudy. 

4.1.2 Owner hip of bank 

ut of the bank. who participat d in the ur 'cy 

partially public and privat own hip 

below:-

ere publi I • t' n~.:d whc:n.:. s 14% hm, 
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This implies that more banks in Kenya are publicly owned than private. 

4.2.3 Management of Banks 

Majority of the banks surveyed (89%) were indigenous 11 % have foreign management 

implying that major decisions are made in their home country office as shown below. 

Chart 2: Management of banks 

4.2.4 Usage of Internet Banking Technology 

In terms of adoption, 65% of the bank offer ba ·ic personal banking vcr th Internet whil ' 

35% are non- adopter as shown in chart 3 below. 65°/o i · a ·ignificant proportion, im1Jying 

that Internet banking is definitely gaining acceptance, e,·en if at a ·lo\ puce. 

. H.t• pond nt d nw' apht\ 
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6.7% of the respondents had held their positions in management for less than 1 year, 36.7% 

between 1 and 3 years while the majority 56.7% had experience of more than 3 years in their 

current positions as presented below: 

60 
so_,---------------~~--~ 

40 
30 1.,-----------ll------1 

20 
10 _,-----t 

o~~~~~~~~_.----~
 

>1year <3years 

Figure 4: Experience of respondents 

The implication of this finding is that people charged with I.T. responsibilities have handled 

their roles long enough to understand the importance ofintemet banking technology. 

4.3.2 Gender 

23% of the respondents were female manager ' while 77°/o were male. 
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Figure 5: Age distribution of respondents 

The finding that most banks engage young managers in this function of new technology 

adoption implies the importance they attach to such roles as the successful adoption of 

Internet banking technology. It could also imply that younger managers are more interested in 

knowledge creation and dissemination, or the older managers did not have time to participate 

in the study. 

4.4 Extent of u age of Internet banking technology in the Banks 

To establish the level of extent of adoption of Internet teclmology within th • bankin' ' l' tor, 

the respondent banks were requested to indicate on the que ·tionnair , th uriou · banking 

facilities offered over the Internet. In all the adopting re ·pondents, th r wa, a ·I 'ar 

indication that they were offering at least one of the ba ic banking tl1cilitie, over th • Intern t 

as shown in the table below. This points to a need for the e bank ' to fl. ·u' on Internet 

banking technology. 

4.4.1 Banking ervic Offer d 



Others: 

Credit card transactions 3.2% 

Information/Enquiries 3.2% 

Online FX Transactions 6.5% 

Online trade for Letters of Credit 6.5% 

Table 3: Banking services offered 

From the information provided in the table above, banks through their websites, use Internet 

for two purposes: Information presentation and Banking transactions 

i) Information presentation 

Information is provided in connection with one or two way communication. One way 

communication means that the banks use the Internet only as a presentation medium for its 

products and services. The simplest way they use two way communication is to allow users to 

send electronic mails to the server in order to ask for further infonnati nor mak uggcstion 

with respect to their products on the web ·itc. 

Interaction with customers requires quick information e ·chang . lnfonnution pro' tded b th 

user controls the information offered by the bank erver. If the cu tomer 1 • tdentified and 

authenticated, connecting to operative systems of the bank become· p) · ·ible. fhen, often 

very little information has to be provided by the cu to mer ince data to red 111 th • datubu , , 

of the financial institutiOn is used. 

Banks al o pre ent product inform tion to initi nt. t . It a mal ontta ·tmg is 

l nlttml 1 th.1t vic\\ Ill I or 

lh m I • h I ll I I )t Iilli\ Ol lntll nt t 
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The descriptive statistics focused on an analysis of the individual variables in order to get an 

indication of the magnitude of importance attached to the various variables provided in the 

list. The following sections provide results : 

When asked whether they would find Internet banking useful to their banks, 87% of the 

surveyed banks agreed or strongly agreed. Only 10% disagreed or strongly disagreed while 

the rest 3% were indifferent. 

)eterminants of intention to use internet banking(! would find internet useful to this 

bank) 

Cumulative 

FrElguen9'_ Percent Valid Percent Percent 

Valla ::>trongly disagree 1 3.2 3.2 3.2 

Disagree 2 6.5 6.5 9.7 

Indifferent 1 3.2 3.2 12.9 

Agree 6 19.4 19.4 32.3 

Strongly agree 21 67.7 67.7 100.0 

Total 31 100.0 100.0 

Table 4.1 Internet banking u cfulnc 

2.) Variable 2 focused on whether Internet banking enablt:d their bunk· to ·\:!r t! many 

customers quickly. 87% of respondents agreed or trongl agreed, 7% \\ere mddTerl:!nt , hi! 

only 6% disagreed or strongly disagreed. 

Determinants of intention to use internet banking(Using Internet banking enables 

this bank to serve many customer more quickly) 

lnd1ff r nt 

Agr 

'l.thlt ·~ 1111 



Valid 

Determinants of intention to use internet banklng(Uslng internet banking 

increase productivity In this bank) 

Cumulative 

Freg_uen~ Percent Valid Percent Percent 

u1sagree 'I 1:.!. !:1 1:.!.!:1 1:l.9 

Indifferent 1 3.2 3.2 16.1 

Agree 16 51.6 51.6 67.7 

Strongly agree 10 32.3 32.3 100.0 

Total 31 100.0 100.0 

Table 4.3 Internet banking and productivity 

4.) Variable 4 focused on whether full use of Internet banking would increase the banks ' 

chances of expanding customer base. 84% agreed or strongly agreed, 7% were indifferent 

while only 9% disagreed or strongly disagreed. 

Determinants of intention to use internet banking( If this bank uses Internet banking 

fully, it will increase Its chance of expanding customer base) 

Cumulative 

Frequency Percent Valid Percent Percent 

vaua :::>trongly a1sagree 1 3.2 j;.! J .2 

Disagree 2 6.5 6.5 9.7 

Indifferent 2 6.5 6.5 16.1 

Agree 10 32.3 32.3 48.4 

Strongly agree 16 51 .6 51 .6 100 0 

Total 31 100.0 100.0 

Table 4.4 Internet banking and cu tomer ba e 

5.) Variable 5 asked the respondent whether their intern ti n with Int~met bank.m \\ou ld be 

clear and understandable. 87% agreed of tr ngly rttd, l O~o \ trt mditl\.•r nt while onl 

3% di sagreed . 
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6.) Variable 6 focused on whether it would be easy for employees to become skillful at using 

Internet banking system. 90% agreed or strongly agreed, 4% were indifferent while only 6% 

either disagreed o strongly disagreed. 

Determinants of Intention to use Internet banklng(lt would be easy for me to 

become skillful at using Internet banking system) 

Cumulative 

Frequency Percent Valid Percent Percent 

vaua ;:,trong•y o1sagree I 3.2 .j .£ 3.2 

Disagree 1 3.2 3.2 6.5 

Indifferent 1 3.2 3.2 9.7 

Agree 13 41 .9 41 .9 51 .6 

Strongly agree 15 48.4 48.4 100.0 

Total 31 100.0 100.0 

Table 4.6 Internet banking and skills 

7.) Variable 7 checked whether employees would find Internet banking system easy to use. 

90% agreed or disagreed 3% were indifferent while 7% disagreed or strongly disagreed . 

a '1o 

Missing 

Total 

Determinants of Intention to use Internet banklng(l would find the Internet banking 

syatem eny to use.) 

F~uen~ Percent Vlliid Pertf!nt 

;:,trong y u1sagrae I 32 JJ 

Disagree 1 32 33 

Indifferent 1 32 33 

Agree 13 41 .9 43 3 

Strongly agree 14 45 2 46 7 

Total 30 968 1000 

System l 32 

31 1000 

Table 4. 7 Internet banking and ea e of u 

Cumulat•vo 
Petrtttnt 

JJ 

6.7 

10 0 

5 J 
100 0 

8.) Va riable 8 focused on whethcr lcarnin I pc lc;: lntctnc l l. nkin • . tcm \\l)U } i be nsy 

for the mploy . 90% 

0 term n nt of ntent n 1 



Table 4.8 Internet banking and learning curve 

9.) Variable 9 contended that using Internet banking was a good idea. 82% agreed or strongly 

agreed, 7% were indifferent while 11 % disagreed or strongly disagreed. 

VallO 

Missing 

Total 

Determinants of Intention to use Internet banking( Using the Internet banking system Is 

a good Idea) 

Cumulative 

Frequency Percent Valid Percent Percent 

;:,trong1y msagree I J .£ J .ti 3.6 

Disagree 2 6.5 7.1 10.7 

Indifferent 2 6.5 7.1 17.9 

Agree 8 25.8 28.6 46.4 

Strongly agree 15 48.4 53.6 100.0 

Total 28 90.3 100.0 

System 3 9.7 

31 100.0 

Table 4.9 Internet banking system, a good/bad idea 

1 0.) Variable 10 presupposes that Internet banking sy tem makes work more interesting. 73% 

agreed, 13 % were indifferent while 14% di agreed or ' trongly di agreed 

Dttormlnonta of Intention to Ult ln torntt banklng(Tht Internet bonking lylttm moktl 

work mort lnttrnllng) 

Frii<JUe~ Per<•nt ValdP-t 

••11o ;:>UUf'\I'Y U•>"'I(DD • 65 b 

Otsagree 2 65 .1 

Indifferent • 1211 133 

Agree 
12 387 •oo 

Slronglyegree 10 323 333 

Total 30 911.8 1000 

Mdsong System 
1 32 

Total 
31 1000 

Table 4.10 Internet banking and \\Ork 

II .) Variabl II pre upp 

20% were indiffcn:nt 

th l rkin 'ith lntc:m t l. n m 

Cumulat•~te 

P•ltPnt 
01 

13 
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Table 4.11 Internet banking and fun 

12.) Variable 12 presupposes that the managers like working with Internet banking. 69% 

agreed, 28% were indifferent while 3% disagreed or strongly disagreed 

vaua 

Missing 

Total 

Determinants of Intention to use Internet banking(llike working with the Internet 
banking system) 

Frequency Percent Valid Percent 

u1sagree 1 3.2 j,'l 

Indifferent 8 25.8 27.6 

Agree 11 35.5 37.9 

Strongly agree 9 29.0 31.0 

Total 29 93.5 100.0 

System 2 6.5 

31 100.0 

Table 4.12 Internet banking and attitude 

Cumulative 
Percent 

j,'l 

31.0 

69.0 

100.0 

13.) Variable 13 presupposes that people whose decisions influence their banks thought that 

they shou ld adopt Internet banking. 67% agreed, 23 %were indifferent while 10% disagreed. 

au a 

M1Ss1ng 

Total 

Dotormlnants of Intention to ute Internet bonklng(Poopte whoae dtclalona 

lnmfluenco this bank think that wo should adoptlnt rnot bonking) 

Fr!I_Cl_uenc;y_ Percent Valid Percent 

u1sagree .> fJl lUU 

Indifferent 7 22 6 233 

Agree 9 29.0 300 

Strongly agree 11 35.5 367 

Total 30 968 1000 

System 1 32 

31 1000 

Table 4.13 Internet banking and deci ion maker 

Cumulutlve 
Per~1t 

IUU 

333 
63 3 

1000 

14.) Variable 14 presupposed that pc pie \\h rmr n. 111 t thl ir l: nk:s thl u l1ll thrH the 

h uld adopt Intern t bankin ' · 0% n: d r \ c.:rc: in litkr nt '' hrh: 

7% di agr cd or stron •I · di 



Table 4.14 Internet banking and key stakeholders 

15.) Variable 15 presupposed that the senior management of the various banks had been 

supportive to the use of Internet banking. 64% agreed or strongly agreed, 10 % were 

indifferent while 16% disagreed or strongly disagreed 

vaua 

Determinants of Intention to use Internet banklng(The sen lour management of this 

bank has been helpful in the use of internet banking) 

Frequency Percent Valid Percent 

.:wong y 01sagree < 6.5 0.:> 

D1sagree 6 19.4 19.4 

lnd1fferent 3 9.7 9.7 

Agree 11 35.5 35.5 

Strongly agree 9 29.0 29.0 

Total 31 100.0 100.0 

Table 4.15 Internet banking and senior management 

Cumulative 
Percent 

b .b 

25.8 

35.5 

71 .0 

100.0 

16.) Variable 16 presupposed that generally, banks upported the adoption of Internet 

banking. 71% agreed or strongly agreed, 3 % were indiffl rent while 26% disagr ed or 

trongly disagreed. 

Determinants of Intention to use Internet banklng(ln general, the organization hea 

supported the adoption of Internet banking) 

Frequency Percent Valid Percent 

VitiiO ;:,uong1y 01sagree j !J.f !J.f 

D1sagree 5 16.1 16.1 

Indifferent 1 32 32 

Agree 12 38.7 387 

Strongly agree 10 32.3 3 .3 

Total 31 1000 100 0 

abl 4.16 Internet banking and or nir ti n I upp rt 

I 7.) Variable I 7 pre upp 

Internet tnnkin . <>7% 

0 t rm n nt 

Cumul l1ve 
Percent 

11 .7 

5.8 

290 
77 

100 0 

to .tdopt 



Table 4.17 Internet banking and financial resources 

18.) Variable 18 presupposed that banks had the technical resources necessary to adopt 

Internet banking. 97% agreed or strongly agreed, 3 % strongly disagreed. 

vaua 

Determinants of usage behaviour(This bank has the technical resource resource 

neccessary to adopt interent banking) 

Frequency Percent Valid Percenl 

::>trongty e11sagree 1 J .L J .£ 

Agree 18 58.1 58.1 

Slrongiy agree 12 38.7 38.7 

Total 31 100.0 100.0 

Table 4.18 Internet banking and technical resources 

Cumulative 
Percent 

.j .£ 

61 .3 

100.0 

19.) Variable 19 presupposed that staff had the necessary knowledge to use Internet banking. 

61% agreed or strongly agreed, 29 were indifferent whilelO% disagreed or strongly 

disagreed. 

Determinant. of ua ge behavlour(The ttaff have the knowledge ntcce aary to uae 

lnttmet banking) 

FreQuency Pe<cent 

V8h0 :>1ror g y al&agrBe 1 ~· 
DISagree 2 65 

lnd•fferent g 200 

Agree 11 35 5 . 
Strongly agree 8 25.8 

Total 31 1000 

Table 4.19 Internet banking and taff know! dg 

20.) Variable 20 pre:mppo ed that Internet b 

y tern in use. 19% agreed or 

trongly di ~, greed. 

Oeterm nantt ot u 
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21.) Variable 21 presupposed that a specific person was available for assistance with system 

difficulties. 84% agreed or strongly agreed, 6% were indifferent while 10% disagreed or 

strongly disagreed 

Determinants of usage behavlour(A specific person( or group)ls available for 

assistance with system difficulties) 

Cumulative 

Frequency Percent Valid Percent Percent 

vauo :::.trong1y a1sagree £ b.b b.5 5.5 

Disagree 1 3.2 3.2 9.7 

Indifferent 2 6.5 6.5 16.1 

Agree 18 58.1 58.1 74.2 

Strongly agree 8 25.8 25.8 100.0 

Total 31 100.0 100.0 

Table 4.21 Internet banking and system assistant 

22. ) Variable 22 presupposed that staff felt apprehensive about usmg Internet banking 

ystem. 12% agreed or strongly agreed, 10% were indifferent while 78% disagreed or 

strongly disagreed 

Determinant• of uaage behaviour(! fill t ppreht nalvt about ualng Internet banking) 

Cumulat•ve 

Frequency Percent Valid Percent Percent 

vaJIC ~•rong y o1sagree lU J~ . J JOI J 32 3 

Disagree 14 45 2 45 2 77. 

Indifferent 3 97 97 87.1 

Agree 2 65 65 93 5 

Strongly agree 2 65 5 100 0 

Total 31 1000 1000 

Table 4.22 Internet banking and u r appr b n ion 

23.) Variable 23 pre uppo:.cd th 
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Table 4.23 Internet banking and fear of loss 

24.) Variable 24 presupposed that staff hesitated to use the system for fear of making 

mistakes they could not correct. 6% strongly agreed, 10% were indifferent while 84% 

disagreed or strongly disagreed 

Determinants of usage behaviour(! hesitate to use the system for fear of making 

mistakes I cannot correct) 

Cumulative 

Frequency Percent Valid Percent Percent 

vano :>trong1y utsagree 1b 4tl.4 4tl.4 48.4 

Disagree 11 35.5 35.5 83.9 

Indifferent 3 9.7 9.7 93.5 

Strongly agree 2 6.5 6.5 100.0 

Total 31 100.0 100.0 

Table 4.24 Internet banking and fear of making mistakes 

25.) Variable 25 presupposed that staff felt that Internet banking system was intimidating to 

them . 13% agreed or trongly agreed while 87% di agreed or strongly di agreed 

Determinants of usage behavlour(lnternet banking Ia aomewhat Intimidating to mt) 

. 
Cumulative 

Frequency Percent Valid Percent Percent 

VaiiU ~trong1y o1sagree '1.'1. fl .U fl.U fl .U 

Disagree 5 16.1 161 87 1 

Agree 1 32 32 903 

Strongly agree 3 9.7 97 100.0 

Total 31 100 0 100.0 

Table 4.25 Internet banking and p rc i\' d intimidati n 

26.) Variable 26 pre:;upp d that the b nk int nu 

next 12 months . 41% grc 

or :;trongly di a •rc d. 

th\: lnt\:rnc.:tl. nkin • .s slc.:m in the.: 



Table 4.26 Internet banking and intention to adopt 

27.)_Yariable 27 presupposed that the staffpredicted they would use Internet banking system 

in the next 12 months. 48% agreed or strongly agreed, 33% were indifferent while 19% 

disagreed or strongly disagreed 

vaua 

Missing 
Total 

Determinants of usage behaviour(! predict we would use internet banking system In 

the next 12 months) 

Cumulative 

Frequency Percent Valid Percent Percent 

;:>1rong1y 01sagree L. b.o 1.4 7.4 

Disagree 3 9.7 11 .1 18.5 

Indifferent g 29.0 33.3 51.g 

Agree 7 22.6 25.9 77.8 

Strongly agree 6 19.4 22.2 100.0 

Total 27 87.1 100.0 

System 4 12.9 

31 100.0 

Table 4.27 Internet banking and prediction to adopt 

28.) Variable 28 pre uppo ed that the planned to ad pt Internet banking y l m in th 11 t 12 

months. 52% agreed or strongly agreed, 26% were indifferent " hilc 22% di ·agr cd or 

trongly disagreed 

Ml lng 

To I 

Determinants of usage behavlour(The bank plans to use the Internet banking In the 

next 12 months) 

D1sagree 

lnd,fferent 

Agree 

Strongly gree 

Total 

SY'tem 

'1, bl 4.28 lnt rn t h.lflklfl • w IJI 11 I 

4.4. ..on firm,, I un w I I 

1 Itt 

m lin hn 



determinants of intention to use technology, actual usage and barriers separately. That these 

thre~ components influence the adoption of Internet banking technology amongst banks in 

Kenya. The following analyses ensue: 

4.4.4 Determinants of intention to use Internet banking technology 

This study of technology adoption research was carried out to determine the important factors 

influencing adoption through the use of the mean and standard deviation. The results are 

illustrated in Table 5. I below: 

N 

Learning to operate internet banking system is easy fo 31 

me 

I would find internet useful to this bank 31 

My interaction with the internet banking system would be 31 

clear and understandable 

It would be easy for me to become killful at u ing31 

internet banking system 

I would find the internet banking system ea y to u c. 31 

31 

that we31 

I ahlt 

Mean 

4.4333 

4.4194 

4.3548 

4.290 

4.2667 

4.225 

4.2_5 

Std. 
Deviation 

0.1639 0.8976 

0.1899 1.0575 

0.1433 0.7978 

0.9379 

0.1717 0.956 

0.1 96 

. 
1.1007 
0.9 0 



Out _of the top 5 ranked means 4 variables points to the fact that effort expectancy was of high 

significance in deciding to adopt Internet banking technology followed closely by 

Performance expectancy thus confirming the UT AUT model. 

4.4.5 Confirmatory Factor Analysis for Determinants of Internet Banking 

Technology Adoption 

Table 5.2 Pattern matrix 

I 
I 



Pattern Matrix 

Com onent 

I I I 

to use Internet banklng(l ·.216 .881 .235 
would find Internet useful 
to this bank) 

Determinants of Intention 
to use Internet 
banklng(Uslng Internet 7.809E·02 .892 -4.71E·02 

banking enables this 
bank to serve many 
customers more quickly) 

Determinants of Intention 
to use internet 
banking(Using Internet •, 171 1.090 ·.180 

banking increase 
productivity In this bank) 

Determinants of Intention 
to use internet banking( if 
this bank uses Internet 
banking tully, it will .144 .874 ·.254 

Increase Its chance of 
expanding customer 
base) 

Determinants of Intention 
to use Internet banking(My 
interaction w1th the .729 .115 · .102 

Internet banking system 
would be clear and 
understandable) 

Determinants of 1ntentJon 
to use Internet banking( It 
would be easy for me to .681 8554E-02 277 

become skillful at using 
Internet benklng system) 

Determlnonta of Intention 
to.use Internet banking(! 
would flnd the Internet .705 8 839E-02 265 

bonking ayatem euy to 
use.) 

Determlnonta of lntentJOn 
to uae Internet 
bonklng(Leomlng to .571 211 271 

operote internet bonking 
ayatern 11 eosy for me) 

Oetermtnent.a of Intention 
to use internet 
bonking( Ualng the 

773 3&-16E.02 7 451 -02 

Internet bonkong ayatem 
II I good ideo) 

Determononta of ontentJOn 
to use Internet 
bonkong(The ontemet 976 -8•2E~ .. 65£.02 

bonking ayatem mokee 
work moro lntereebng) 

Determinent.a ot il"'tenhon 
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Factor 1 was significantly loaded with the following variables: 

Variable 5: Clarity and understandability of interaction with Internet banking system 

influences a bank's decision to adopt it, with a loading of0.729 

Variable 6: Ease of becoming skillful at using Internet banking system influences the 

decision to adopt the technology, with a loading of 0.681 

Variable 7: Perceived ease of use oflnternet banking system determines its adoption, with the 

highest overall loading of0.705 

Variable 8: Ease of learning to operate Internet banking system influences a bank's decision 

to adopt it with an average loading of0.571 

Thi~ factor was therefore named Effort Expectancy 

Factor 2 was significantly loaded with the following variable : 

Variable 1 argues that the perceived u efulne ' of Internet banking influences the dcei, i 11 to 

adopt the technology, with a loading of 0.881 

Variable 2: If a bank feels using Internet banking would enable them to ·erve many 

customers more quickly, they are likely to adopt it. Thi \'ariable recel\ ed a loudmg f0 .892 

Variable 4: The desire to increase chance of e. panding t:u. tomer base influen ·c , a bank's 

decision to adopt Internet banking te hnology. Thi got • Eng of 0., 74 

Variable 3: Expect d increa in pli lu tivi t • influ n , l. nk' dt: hdc n to. dopt lntr..:nh.:t 

banking technology. 'I hi v ri hie ' t h indk . lion tht: \1st: of 

lntc1net bankin • m y n t n ri l 

'[ hi fit 

I H tur 
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Variables 15 and 16 were not confirmed. 

This factor was therefore named Social Influence. It could therefore be concluded that social 

influence barely determined adoption of Internet banking technology in the Kenyan context. 

4.4.4 Determinants of usage of Internet banking technology 

N Mean Std. 
Deviation 

ifhis bank has the financial resource necessary to adop 31 4.3226 0.1421 0.7911 

internet banking 

This bank has the technical resource necessary to adopt 31 4.2903 0.1406 0.7829 

internet banking 

~ pecific per n (or group) is available for assistance 31 3.9355 0.1851 1.0307 

!wi th_ sys tem difficulties 

tfhe staff have the knowledge necessary to use internet 31 3.7419 0.1853 1.0318 

banking 

predict we would use internet banking systl!m in the 31 3.4444 0.2285 1.1 875 

next 12 months 

lfhe bank plans to u e the internet banking in the next 13 1 
- 13.4444- 0.2 47 1.2195 

12 months 

jrhis bank Intends to use the system in the next 12 131 13.3333 0.-26 
:-
1.17 7 -

!months 
nternet banking system is not compatible v.:ith other 31 2.2258 o ___ - - -

l .-572 

~ystems in use 

~t scares me to think that the bank could lo e a lot of 131 2.~258 0.2397 1.3344 

information using internet banking 

feel apprehensive about u ing internet banking ~I ,2,0968 0.204 I I 59 

hesitate to use the sy tern for [I ar of m, kin • mi t kes :3 1 1.806- 0.191 - -
1.077o 

I cannot correct 

Internet banking i omewhat intimi l tin t m ~~ 1.6452 0.229S 1.2793 --
abl 5.3: R. nk d d t rmin nt u 

Out of th top Ill l.tl 

I' Ul m I mt nta n t Ill 

Ill •. 



Factor 1 was significantly loaded with the following variables 

Variable 5 Availability of specific persons or group of people to offer assistance when needed 

influences a bank's decision to adopt Internet banking had the highest loading of 0.971 

Variable 8: Fear of making uncorrectable mistakes made banks hesitant to adopt Internet 

banking, with a loading of 0.962 

Variable 4: Compatibility of Internet banking technology with other systems in the bank 

influences a bank's decision to adopt Internet banking with a loading of0.873 

Variable!: Availability of financial resources influence a bank's decision to adopt Internet 

banking technology with a loading of 0.524 

Variable 2: Availability of necessary technical resources influences a bank's decision to 

adopt Internet banking technology with a loading of 0.526 

This factor was therefore named Facilitating conditions 

Factor 2 was significantly loaded with the following variable·: 

Variable 3: Availability of knowledgeable staff in Internet banking in ·ignificantl m11ucncl!, 

a bank's decision to adopt Internet bankmg technology\\ tth a loading of 0. 3 

Variable II: Prediction that a bank would u~e Internet banking y t~m in the ne. t 1 _ months 

had a loading of0.967. 

Variable I 2: Prediction that a b, nk pi n 

had? loading ofO. 7 

'I hi factor w t th r nm ltrtll/11tl 

4.5 Barrit n to Jut ·rn t I 

., hi 

II 1t 
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N Mean Std. 
Deviation 

Limited growth of the technology sector 30 3.3667 0.217 1.1885 

Bank jurisdiction is not defined in internet banking 29 3.3103 0.2487 1.3391 

There are no laws governing internet banking 29 3.2414 0.2562 1.3798 

I perceive risk in internet banking 30 3.2 0.1755 0.9613 

The bank in hesitant to lose in dispute resolution 29 3.1034 0.2006 1.0805 

Senior management commitment is lacking 30 2.9667 0.2647 1.4499 

Little communication with more advanced 30 2.9 0.2109 1.1552 

countries 

Reputation of services providers is wanting 30 2.9 0.1543 0.8449 

Employees have negative attitude towards change 30 2.8333 0.1862 1.0199 

Prevalent resource constraints 30 2.8333 0.2716 1.4875 

Poor I.T infrastructure 30 2.8 0.2893 1.5844 

Internet banking system is insecure 30 2.7333 0.1914 1.0483 

The bank does not accept liability incase of loss 29 2.6897 0.228 1.2278 

Internet service providers are not reliable 30 2.6333 0.1825 0.9994 

Lack of motivated workforce 30 2.6 0.2609 1.4288 - 1.5 62 
Distru t of ervices providers 29 0.2017 1.0862 

f-
difficult to win cu tomer confidence to u ·c 29 - 2.5 62 - O. t 91 - .-

Iti 1.0 I 

internet banking --
2.55 17 -

!Low rate of growth of total population 29 0.21 6 1.1 2 -

Lack of knowledge I.T Staff 29 2.2414 '0.279_ - 1.50 7-

The bank does not offer customer protection 30 12. 1667 o._o-=--r 1.1167-

-

Table 6: Barriers to Internet banking t cbnology adoption 

Limited growth of the technologi I :.c torr nkcd hi he t \\ ith , 111l. n ot _. 7. nd\!lin\!d 

ban~ juri diction v,:a ~ e ond with me n 

banking with 3.24 ollowe by 

variable confirm d thnt l1 k 

lntcmet bankin 

r mkin • '' 

n. 

th m n ll 



The descriptive statistics focused on an analysis of the individual variables in order to get an 

indication of the magnitude of importance attached to the various variables provided in the 

list. The following sections provide results : 

1.) When asked whether the low rate growth of total population was a possible hindrance to 

adoption of Internet banking, 27% of the surveyed banks agreed or strongly agreed. 17% 

were indifferent while the rest 56% disagreed or strongly disagreed. 

The following are possible hinderance to adoption of internet banking(Low rate of 

growth of total population) 

Cumulative 

Frequency Percent Va lid Percent Percent 

vaua ::>trongly 01sagree b 19.4 LU.f 207 

Disagree 10 32.3 34.5 55.2 

Indifferent 5 16.1 17.2 72.4 

Agree 7 22.6 24.1 96.6 

Strongly agree 1 3.2 3.4 100.0 

Total 29 93.5 100 0 

Missing System 2 6.5 

Total 31 100.0 

Table 7.1 Low rate of growth of total population 

2.) Variable 31 focused on the limited growth of the technological ·c ·tor. 70/0 
or th. 

respondents agreed or strongly agreed while 33% di ·agreed or ·trongly di ·agreed 

MISSing 

Total 

The following are possible hinderance to adopUon of Internet b nklng(Limlted growth 

of the technology sector) 

D1sagree 

Agree 

Strongly agree 

Total 

Sys m 

'I able 7 ... -Limit d •r 11\\ tho th h hn l 

n tl lmlll Ill 11 

900 
1000 



The following are possible hinderance to adoption of internet banklng(Little 

communication with more advanced countries) 

Cumulative 

Frequency Percent Valid Percent Percent 

vauo ;:,rrongry orsagree 4 12.9 13.3 13.3 

Disagree 9 29.0 30.0 43.3 

Indifferent 3 9.7 10.0 53.3 

Agree 14 45.2 46 .7 100.0 

Total 30 96.8 100.0 

Missing System 1 3.2 

Total 31 100.0 

Table 7.3 Little communication with more advanced countries 

4.) Variable 33 presupposed that adoption of Internet banking is hindered when employee 

have negative attitude towards change. 33% of the respondents agreed, 27% were indifferent 

whi le 40% disagreed or strongly disagreed. 

The following are possible hinderance to adoption of Internet banklng(Empoyees have 

negative attitude towards change) 

Cumulative 

Frequency_ Percent Valid Percent ~rcent 

varra ::>trongry arsagree .j ij.f lU.U 10.0 

Disagree 9 290 300 40 0 

lndrfferent 8 258 26 .7 66 .7 

Agree 10 32 .3 33.3 100.0 

Total 30 9 .8 100.0 

Mrssrng System 1 3.2 

Total 31 100.0 

Table 7.4 egative attitude toward change 

5.) Variable 34 presuppo~ed that , doption lntt:md b. nkin • i hind~n:d \\hen :.c!nior 

management commitm nt i Ia king. 4 % f th nt .1 Ill 1l r stron •I · aurc!t:d, 7% 

were indifferent while 53% di 



Table 7.5 Senior management commitment 

6.) Variable 35 presupposed that adoption of Internet. banking is hindered when there's a 

prevalent resource constraint. 40% of the respondents agreed or strongly agreed, 3% were 

indifferent while 57% disagreed or strongly disagreed 

V~IIO 

Missing 

Total 

The following are possible hinderance to adoption of Internet banklng(Prevalent 

resource constraints) 

Cumulative 

Frequency Percent Valid Percent Percent 

;:,trangly disagree b 1\!.4 20.0 20.0 

Disagree 11 35.5 36.7 56.7 

Indifferent 1 3.2 3.3 60.0 

Agree 6 19.4 20.0 80.0 

Strongly agree 6 19.4 20.0 100.0 

Total 30 96.8 100.0 

System 1 3.2 

31 100.0 

Table 7.6 Resource constraints 

7.) Variable 36 pre uppo ed that adoption of lnt met banking i' hindcrcd by poor IT 

infrastructure. 43% of the respondent' agreed or 'trongly agreed, 0/o wcre indifferent whit 

53% disagreed or strongly disagreed 

MISS ng 

Total 

The following are possible hinderance to adoption of Internet banklng(Poor I.T 

Infrastructure) 

Disagree 

lnd1tferent 

Agree 

Strongly agree 

Total 

Sys _m 

'I abl 7.7 1: 1 in r 1 tru tur 

v tri tll hurt 



The following are possible hinderance to adoption of Internet banklng(Lack of 

knowledge I.T Staff) 

Cumulative 

Frequency Percent Valid Percent Percent 

vaua o::>1rong1y a1sagree 12 Jtl.l 41.4 41 .4 

Disagree 10 32.3 34.5 75.9 

Agree 2 6.5 6.9 82.8 

Strongly agree 5 16.1 17.2 100.0 

Total 29 93.5 100.0 

Missing System 2 6.5 

Total 31 100.0 

Table 7.8 Knowledgeable I.T staff 

9.) Variable 38 presupposed that non-motivated workforce hinders adoption of Internet 

banking. 33% of the respondents agreed or strongly agreed, 7% were indifferent while 60% 

disagreed or strongly disagreed 

VSIIO 

MISSing 

Total 

The following are possible hinderance to adoption of Internet banklng(Lack of 

motivated workforce) 

Frequency Percent Valid Percent 

"lfong y a1sagree 8 i~.tl 'tb.l 

Disagree 10 32.3 33.3 

Indifferent 2 65 6.7 

Agree 6 19 4 200 

Strongly agree 4 12.9 133 

Total 30 96.8 100.0 

System 1 32 

31 100.0 

Table 7.9 Motivated workforce 

Cumulatlv 
Percent 

"107 
60.0 

7 
8 .7 

1000 

1 0.) Variable 39 presuppo ed that th fel!ling of in urit)• hinda a ioption of lnt rnl!t 

banking. 33% of the re pondent 

trongly di . greed 

indifl~:t nt ' •hilt .)0% disa •n: d or 



Table 7.10 Insecurity 

11.) Variable 40 presupposed that adoption of Internet banking was hindered by perceived 

risk. 47% of the respondents agreed or strongly agreed, 27% were indifferent while 26% 

disagreed or strongly disagreed 

VallO 

Missing 

Total 

The following are possible hinderance to adoption of Internet banking(! perceive risk 

In Internet banking) 

Cumulative 

Frequency Percent Valid Percent Percent 

::itrongly a1sagree 1 J.Z J.3 3.3 

Disagree 7 22.6 23.3 26.7 

Indifferent 8 25.8 26.7 53.3 

Agree 13 41.9 43.3 g6.7 

Strongly agree 1 3.2 3.3 100.0 

Total 30 96.8 100.0 

System 1 3.2 

31 100.0 

Table 7.11 Perceived risk 

12.) Variable 41 presuppo ed that adoption of Internet banking was hindered by mistrust with 

the service providers. 24% of the re ·pondents agreed, 31 °/o were indiff•r •nt whil, 45% 

disagreed or strongly disagreed 

The following are possible hinderance to adoption of internet banklng(Distrust of 

services providers) 

Disagree 

Indifferent 

Agree 7 
, 100.0 

Total 29 100 0 

Missing Sy tern 2 

Total 
31 1000 

Tahlt~ 7.1 p 

I . n lru 

nt "lui 



The following are possible hinderance to adoption of Internet banklng(Reputatlon of 

services providers is wanting) 

Cumulative 

Frequency Percent Valid Percent Percent 

vaua :>trong1y a1sagree 1 J.L 3.3 J.J 

Disagree 9 29.0 30.0 33.3 

Indifferent 12 38.7 40.0 73.3 

Agree 8 25.8 26.7 100.0 

Total 30 96.8 100.0 

Missing System 1 3.2 

Total 31 100.0 

Table 7.13 Reputation of service providers 

14.) Variable 43 presupposed that adoption of Internet banking was hindered if Internet 

service providers are not reliable. 27% of the respondents agreed, 20% were indifferent while 

53% disagreed or strongly disagreed 

The following are possible hinderance to adoption of internet banklng(lnternet service 

providers are not reliable) 

Cumulalive 

Frequency Percent Valid Percent Percent 

Vauo :::,trongiY o1sagree 3 !J.f 10.0 10 0 

Disagree 13 41 .9 43.3 533 

Indifferent 6 19 4 20 .0 73 .3 

Agree 8 25.8 26 .7 100 0 

Total 30 96.8 1000 

Missing System 1 32 

Total 31 100 0 

Table 7.14 Reliability 

15 .) Variable 44 presuppo:sed that adoption o Int rnd b. nkin! w. hind~;t~;d l~.: ':m~e banks 

do not offer cu tomer prot 111 llru i l r 

were indifferent while 67% di ' t '' ed r t n I • di ..... Jo.•'-·'"" 



The following are possible hinderance to adoption of internet banking(The bank does 

not offer customer protection) 

Cumulative 

Frequency Percent Valid Percent Percent 

vaua '>lrong1y 01sagree lU J:l .J 33.J J3.3 

Disagree 10 32.3 33.3 66 .7 

Indifferent 6 19.4 20 .0 86.7 

Agree 3 9.7 10.0 96.7 

Strongly agree 1 3.2 3.3 100.0 

Total 30 96.8 100.0 

Missing System 1 3.2 

Total 31 100.0 

Table 7.15 Customer protection 

16.) Variable 45 presupposed that adoption of Internet banking was hindered because it was 

difficult to win customers ' confidence to use it. 17% of the respondents agreed or strongly 

disagreed, 35% were indifferent while 48% disagreed or strongly disagreed 

Tho following are possible hinderance to adoption of Internet banklng(lt Is difficult to 

win customer confidence to use Internet banking) 

Cumul tlv 

Freg_uency Percent Valid Percent Percent 

vauo ::>trong!y a1sagree 

Disagree 

Indifferent 

Agree 

Strongly agree 

Total 

Missing System 

Total 

Table 7.16 u tomer coofidenc 

17.) Variable 46 pr upp d th 

did not ace pt Ji, bility in 

28% wc.:rc indilh:rcnt \'h il 

q 

10 

10 
4 
1 

29 
2 

31 

pti n 

12.9 13 tj 13 8 

32.3 34 .5 48 3 

32.3 34.5 82 8 

12.9 13.8 966 

32 34 100 0 

93 .5 100 0 

65 

100 0 
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v aua 

. 

Missing 

Total 

The following are possible hinderance to adoption of internet banking(The bank does 

not accept liability incase of loss) 

Cumulative 

Frequency Percent Valid Percent Percent 

;:,trong1y 01sagree !) lti . l lf.l 17 .2 

Disagree 9 29.0 31 .0 48.3 

Indifferent 8 25.8 27.6 75.9 

Agree 4 12.9 13.8 89.7 

Strongly agree 3 9.7 10.3 100.0 

Total 29 93.5 100.0 

System 2 6.5 

31 100.0 

Table 7.17 Liability incase of loss 

18.) Variable 47 presupposed that adoption oflntemet banking was hindered because there 

are no laws governing its usage. 52% of the respondents agreed or strongly disagreed, 14% 

were indifferent while 34% disagreed or strongly disagreed 

The following are possible hinderance to adoption of Internet banklng(There are no 

laws governing Internet banking) 

Cumul tive 

Freq_uency_ Percent Valid Percent Percent 

v aua ;:,trongw a1sagree 4 12.9 1J.8 IJ .8 

Disagree 6 19.4 20.7 34 5 

Indifferent 4 12.9 13 8 48 3 

Agree 9 29 .0 31 .0 79 3 

Strongly agree 6 19 4 20 7 100.0 

Total 29 93 .5 1000 

Miss1ng System 2 6.5 

Total 31 100.0 

Table 7.18 Governing Ia\ 

19.) Variable 48 pre:;uppo:;cd that adoption o Ink met b. nkin ~ ". hindc.: rl.'d be.: 'a usc bank 

nt 

indiffi r nt while 35% di gt 



Table 7.19 Bank jurisdiction 

20.) Variable 49 presupposed that adoption oflntemet banking was hindered because banks 

are hesitant to lose in dispute resolution. 38% of the respondents agreed or strongly 

disagreed, 38% were indifferent while 24% disagreed or strongly disagreed 

vane 

The following are possible hinderance to adoption of Internet banking(The bank In 

hesitant to lose In dispute resolution) 

Cumulative 

Frequency Percent Valid Percent Percent 

~<rongly disagree 3 'd.( 10.3 10.3 

Disagree 4 12.9 13.8 24.1 

Indifferent 11 35.5 37.9 62.1 

Agree 9 29.0 31.0 93.1 

Strongly agree 2 6.5 6.9 100.0 

Total 29 93.5 100.0 

Missing System 2 6.5 

Total 31 100.0 

Table 7.20 Dispute resolution 

Re pondents were a ked to li t any other factor ' they thought t hinder adoption f Intern 

banking technology. All the listed factor· could be grouped mto catcg ric · a ft)llow ·: 

Organizational barriers (underdeveloped technological infm tructure, lock of adequate 

knowledge, poor telecommunication infra tructure, · ·tem mcompatibllit , neguti c 

attitude towards the system.) 

Trust of the System 

Legal support (international che king nd ,. lidation pro c.:~ ) 



CHAPTER FIVE: SUMMARY AND CONCLUSIONS 

The broad objective of the study was to investigate Internet banking technology adoption. It 

focu"sed on Internet banking, not onJy as a technology to increase efficiency and effectiveness 

of banking service delivery, but also as a technology that is enabling new possibilities, 

unfeasible before, especially through the interactive nature of the Internet. 

Specific objectives of this study were: 

I. To determine the extent of adoption of Internet banking technology. 

2. To establish the critical factors that influence adoption of Internet banking 

3. To determine the barriers to Internet Banking Adoption 

The approach to this study was to confirm the research framework highlighted in part three of 

this thesis, as well as to highlight other issues that were not captured in the research 

framework. 

The literature review focused mainly on an undcr ' tanding of the tcchn logy of Internet 

banking, review of literature on a unified adoption model, a nap- hot of the Kenyan Banking 

indu.stry as well as provide a theoretical grounding to the major con ·truct f Intemct banking 

technology adoption, that is, the determinants and barrier · of thi techno log . 

This study is not a replica of another study but i ba ·ed on the conceptual frame\\ ork as 

outlined in other earlier sections ofthi ·tudy. 

5.1 Discu ion 

From th rc:;carch finding a pr nt i in p rt ur th 

drawn in upport or th 

the tudy. 

t ndusions l:111 b 
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Banks also present product information to initiate new contacts. If actual contracting is 

desired transaction management is necessary. This research confirmed that viewing of 

transactions and checking account balances were the most adopted portions of Internet 

banking 

There were a large number of different banking transactions, e.g. account opening, inter bank 

transfers direct debits and remittances confirmed from the study results. 
' 

Due to the structure and the intention of the Internet to be an open network high security risks 

are involved with banking transactions. Various techniques and standards must therefore be 

offered in order to control or even avoid these risks. Basic requirements are as follows: 

• 

• 

Customer and financial institution have to authenticate each other . 

Private data must have been coded. Cryptographic algorithms used need to have 

certain characteristics. No third party should be able to quickly get access to messages 

or even to divert financial transaction . 

• A digital signature is nece ary to get binding legal contra t.. The digital signatures 

have to secure the integrity of ·igned document . It need' to b' guarantee 1 that end r 

and receiver have the same intention . 

5.1.2 Objective 2: Determinant of Technology doption 

The framework that was adopted in this re earch grouped the detem1inant · of mtent1011 to u ,, 

technology that were to be considered into three fa tors. Thes f; c..:tor were: 

• Effort Expectancy. l\hich 011 i t d o our \t ric b/ , ,. k. r , nd unders1, ndnble 

• 

mteracuon with the y tern c 
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support. This had the least significance in determining the intention to adopt Internet 

banking system in Kenyan context. 

• Facilitating Conditions: Combined with a strong intention to adopt Internet banking 

system as explained by the above three factors, financial resources, technical 

resources, human resources adequacy strongly determine the ultimate adoption of 

Internet banking system. Kenyan banks however indicated having adequate resources 

to facilitate Internet banking adoption. 

5.1.3 Objective 3: Barriers to Internet banking adoption 

. It was worth noting that the absence of significant adoption determinants was also considered 

barriers. 

The content analysis determined nine critical barriers to Internet banking, which fall roughly 

into the three broad categories discussed above. Three barrier relate to trust issues: security, 

reliability of transactions, and tru t in the service provider, in luding about priva y. urity 

i one of the major barriers. The feedback from adopter· indicat th. t mo t of them have 

adopted Internet banking as an alternative channel for their cu ·to mer · t tran ·act, but th •y d 

not use Internet banking for their own money tran fer' to cu ·tomers. Thi · i · bl! ·au· , f 

concerns about security of the communication network hence ame ·ting mtenstYel in ·ecurit 

infrastructure. The reason is that most hacker- normally prefer to hack dire ·tl. through tht! 

bank financial systems. If any financial loss occur to bank cu tomers (be au ·e r thi · , bank, 

have to be responsible for that loss 

Non-adopters prefer to provide f\'t c dire tly t u t met , .md h. \'e not n ·u1 set up 

channel for their cu:.tom r to u e. lh 

e.g. orne of th rn u c n n-lnt 

to tran fl r fund or Jl y bill 

ervic" whi h tr cith r I 
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tran~actions via the Web, and perceive Internet banking as highly untrustworthy. They claim 

that business transactions normally have a great amount of money and one click may create 

any fraud to the bank's fmancial system. They don't want to absorb the financial risk and 

responsibility, because their financial processes require originals and many copies of 

documents for internal control and signatures. 

Another important issue which adopters brought up is that when problems occur while 

customers are transacting via the Internet, the problem cannot be immediately resolved. 

Customers have to go to the bank to solve such problems, which is time-consuming. One 

adopter indicated that they're preferred to many banks, because most of their branches are 

advanced and can be reached to have such problems solved. 

In addition, some adopters are dissatisfied with the low speed of Internet banking response, 

which results from deficiencies in infrastructure for the Internet communication network. 

This causes slow feedback and slow transaction rcspon e. ustomers' perception of 

convenience seems to shift once they arc experienced on the Tnt met, and they view slow 

Web sites a inconvenient. Slow phy ical rc ' pon c to tran action· is per civcd a vcn more 

inconvenient. 

Finally, adopters seemed to have staff with more expenence in u 'mg ll:clm log -ba ·cd 

service delivery, which is one major factor that contribute to cu tamer trust and help , them 

decide whether to adopt the new technology. Adopters indicated that the · hav, more 

confidence using technology-based channel b cau e of their e. p ricn e in the te -hn 1 g . 

Three concern about I p min 
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moment. Customers are mostly not conducting higher- level complicated financial services, 

but mainly do such things as check balance, view statements, and sometimes transfer money. 

Non-adopters are even more concerned about the liability agreement that they always impose 

upon customers, to avoid being the party responsible for any mistakes, whether caused by the 

customer or the system. They can however assist in tracing any mistakes made by bank 

customers. The bank also has log files to keep track of contact by its customers, which can 

assist in solving problems. 

ii) Organizational Barriers 

This research found three key aspects: management negative attitudes, lack of IT resources , 

and lack of knowledge to most effectively use Internet banking. Adopters seem to consider 

lack of management support as relatively unimportant. They have good management support 

for ~nternet banking adoption, which leads to inforn1ation technology know-how and trained 

personnel in the u e of Internet banking. For non-adopters, th lack of management support 

had the highe t frequency of mention , indicating that this is one of the mo t important 

drivers of Internet banking adoption. 

Some respondent indicated that their management d e' not have the policy to hu • any 

financial transactions via the Internet. The corporate financial 'Y 'tem i, an unportant , ' tem 

and it has its own characteristics. They argue that if the · u 'e Internet banking and haY, 

problems with customer tran actions, it could cau e them to lui\ e finuncwl lo,, that 

sometimes could put them in trouble. 

Lack of infonnation technology rc our e wa i1cd frcqucml:. mon • nt n-adopt 'r as onc of 

the barriers to new infonnation I chn I gy n: lu 1. n1 10 tn\ c.: st mor~ 111 

Internet t chnology. to im st more: 

in infonnation tc hnol y, 

h· kn 

lhtlll it \\I Ill( \\ Otlh 

t. 

nh t Juu 

pi I 



Overall, adopters had some level of positive attitude about using the Web channel, as it made 

their operations more efficient, decreased their costs and increases profit to them. 

iii) Trust of the system 

Reliability of transactions VIa the Internet banking system is major concern among all 

adopters, but again, stronger among non-adopters. Adopters do worry about reliability of this 

new service, but are more confident that they can solve problems that arise. However, they 

prefer to deal with problems at branch level, so that it is easy for customers to go to the bank 

when the problems do occur. This has important implications for staff training in the 

branches. Even though the branches are not responsible for implementing the Internet 

banking, there must be someone in each branch trained to handle common Internet problems, 

and who knows where to go for help within the bank for more complex problems. 

Fina.lly, trust is related to experience with the bank and bank policy, which contributes to 

customer trust in bank business practices. The bank 's overall reputation combines w ith 

reputation in technology-based service pr vi ion t make bank m rc o r lcs a ttrac tive. All or 

these trust is ues would make it difficult fo r new entrant ·, c ·pcc ia lly pure ly virtual banks, to 

make much rapid progress in developing market among Kenyan customer ·. With no prio r 

relationships to customers, no strong reputation, and no vi ·1ble prior e. pt!nencc " ith tht: 

technology, Employees, like customers are unlikely to tru t Internet bankmg ·er. i e ·. 

5.2 CO CLUSIO 

Kenya docs not have e-commerce law, and b, nk bdie\'t: the.: oumry still Ia ·k:; abtlt t to 

protect bank cu tomer sufficic.:ntly in c.: o fin n i II 
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adoption. Internet banking adopters are not really concerned about this problem much 

because they already have more capability. However, even Internet banking adopters do not 

use this channel very extensively yet. Kenyan corporate customers still prefer face-to-face 

interaction with the banks. With trust such a strong issue, it is unlikely that this desire for 

close relationships will disappear. This suggests that banks will mainly develop their Internet 

banking from their current customer base. It seems unlikely to be an effective way to attract 

. many new customers in the early stages of development. 

To overcome employee/customer distrust of the system, banks need to visibly demonstrate 

concern for security, reliability, and liability with concrete solutions to reduce or eliminate 

costs to customers in case transactions fail or are processed inaccurately. Often, these are not 

purely technical issues, but rather, are related to process design, or, sometimes, partly to 

customer psychology and beliefs, which may or may not be consistent with the actual 

technology and system. The Internet channel must be well integrated into other channels so 

that customers can easily interact with people who arc trained to handle problems efficiently, 

and banks must adopt trong customer orientation . 

Aside from the usage barrier , this rc earch indicate· that cutTcnt adopt~.:r· 10 •I tnt •rn •t 

banking is the good channel for some interactions with the cu ·tomers. If it i · well integrated 

into the overall business, the Internet can enable banks to pro ide more cu ·tonuzed ·ervic , 

and stronger personalized relationships . Thu , adopter· do not eem to ·ee th Intern t u. a 

channel to replace traditional relationships, but ruther a a way to ·upplement and enhanc, 

the relationships. This is consistent with th cultural em·ir nment, • nd with the dis 'U. 'ton in 

Howcroft and Durkin (2000), \ ho caution th t u t nH: r-b. nk rd. tion hips cannot b, 

ignored when implementing Int met b nkin '· 
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integrate the Internet into interpersonal relationships with customers. Kenya government too 

has a duty through the ministry of information and communication to address the 

underdevelopment in the technological sector. 

5.3 Limitations of the Study and Suggestions for Further Research 

These sections of the research considered the limitations of this study as well as suggestions 

for future research. 

5.3.1 Limitations 

The limitations of the study were summarized as follows: 

i) Scope of the study 

The coverage of this study was too wide and the model very comprehen ive. Some areas of 

the study therefore received just enough attention. 

ii) The mode of respoo es 

The questionnaires were all sent by electronic email. Thu ' with regard to the que ·tionnair, 

findings, these would have been strengthened had it been po tble to al , upplement them 

using interviews. This supporting tool had to be abandoned due to the limtt Hion of tune and 

manpower. The findings could also have been reinforced if the re ·~ar h had been a 

longitudinal one. However, thi can be expanded O\'er ' long~r period of time to otTer 
0 

longitudinal study. 

iii) R ourc on tr. int 
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Some of respondents were hesitant to return the questionnaires for fear of disclosing vital 

bank information. Even though the introduction letter accompanied every questionnaire, it 

was apparent that the mangers were observing their secrecy duties too much. 

5.3 .. 2 Suggestions for Further Research 

Since this was a study testing UTAUT model in Kenyan context, further comparative studies 

may be appropriate between developing and developed economies. 

Considering that this study focused only on the independent and dependent variables in the 

model used, further studies may include the intervening variables in determination of 

acceptance and usage of technology. 

It would also be important to carry out a purely empirical research without reliance on a prior 

model, as was the case with this study. 
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APPENDICES 

Appendix A SAMPLING FRAME OF BANKS 

1. African Banking Corporation 

2. Bank of Africa 

3. Bank of Baroda 

4. Bank of India 

5. Barclays bank of Kenya 

6. CFC Bank 

7. Charterhouse bank 

8. Chase bank 

9. Citibank 

I 0. City Finance bank 

II . Co-operative bank of Kenya 

12. Commercial Bank of Africa 

13 . Consolidated bank 

14. Daima bank (Statutory) 

15. Development bank of Kenya 

16. Diamond Trust bank 

17. Dubai bank 

18. EABS bank 

19. Euro Bank 

20. Equatonal Commercial bank 

21. quity bank 

22. ~idchty ommer i I 

23 . Hn, bank 

24. 1iro cornm rc.:i I b n · 

25. Ill I Jj Ill l fl ' 

"'7. II b1h 1 mk 



31. Kenya Commercial bank 

32. Kenya Post Office Savings Bank 

33. Middle East bank 

34. National bank of Kenya 

. 35. National Industrial Credit bank 

36. Oriental Commercial bank 

37. Paramount Universal bank 

38. Prime Bank 

3 9. Southern Credit bank 

40. Stanbic bank 

41. Standard Chartered bank 

42. Trans-National bank 

43. Victoria Commercial bank 



Appendix B: Letter to the Respondents 

UNIVERSITY OF NAIROBI 

SCHOOL OF BUSINESS 

Telephone: +2542-318262 

Telegrams: "Varsity", Nairobi 

P.O. Box 30197 

Telex: 22095 Varsity 

Nairobi, Kenya 

================================================================== 

=======;===================== 

Dear ir/Madam, 

R 

I am a Postgraduate student undertaking a Ma ·ter of Bu ·inc·· Admini ·tration (Ml3 ) 

degree at the School of Business, Univenty if airob1. 1 am currently carrying out re ·carch 

on Internet banking technology adoption among t bank· m Kenya. Tlu 1 u requm:ment t 

complete my MBA course project at the niversity of airobt. 

I intend my approach to thi urvey to be b th and n ur • that it 1 • not 

disruptive to your already tight schedule of a tivitic:.. I kind! re 1u ·t · u to pr \ td. the 

required information by responding to th qu h infoml:llton 

required i purely for acadcmi pUr] 

A copy f thi rc 

apprc 

I h utkin, y u in 

I lith ull 

tu nt m r I 

t mann~.:t \ t m 

l u llJ )1\ I l\1 I . I \\ill 



Appendix C: Study Questionnaire 

INVESTIGATING ADOPTION OF INTERNET BANKING IN KENYA 

Thank you for taking the time to complete this questionnaire. 

Please ensure that you complete all questions by ticking all that apply. 

Completion of this questionnaire is voluntary and all responses will remain confidential. 

Section A: Demographics and Internet Banking Details 

1. Name of the bank (Optional) _____________ _ 

2. How can you describe the ownership of your bank ______ _ 

a) Public [] b) Private [] c)Both [] · 

3. How can you describe the management of your bank ______ _ 

a) Indigenous [ ] b) Foreign [ ] 

4. Docs your bank offer any personal banking facilitic over the Internet? 

a) Yes [ ] b)No [ ] 

5. If Yes which ones? (tick as appropriate) 

a) Opening account [ ] e) Checking account balance [) 

b) Viewing transactions [ ] t) Remittance [ ] 

c) Interbank transfers [ ] g)Standing orders et ups [ ] 

d) Direct debit:. [ ] 

<.:) Others (Piea:,e :.p ci fy)-------------------------------------------------------------------

-----------------------------------------------------------------------------------------

6. While op ning un ccount: 

a) Ind ividual 

b) lndt i lu tl 

PI I ti k 

Pu Ilion : 
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Section B: Determinants of Internet Banking Adoption 
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I. Determinants oflntention to Use I .. 
I 

,, 
Internet Banking 
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I. 
1. I would find Internet banking useful to this bank 

2. Using Internet banking enables this bank to serve many .. I 
customers more quickly 

.I . 

. / 

3. Using Internet banking increases productivity m this 

bank 
-~---- ~~ 

4. If this bank uses Internet banking fully, it will increase its 

chances of expanding customer base 

5. My interaction with the Internet banking system would 

be clea r and understandable 
I 

1. 
6. It would be easy fo r me to become ki ll fu l at u ing ]T • 

I 

Internet banking y tem. I 

- - -
7. I would fi nd the Internet Banking y tern ea ·y to u e. 

--
8. Learning to operate Internet banking y tern i ea ·y for - ~ 
me. 

9. Using the Internet banking system is a bad/good idea. 

10. The Internet banking system make \\'Ork more 

interesting. 

11. Working with the Internet banking sy t m i fun. 

12. I like working with the Internet bankin . h:m . 

13 . People who e deci ion influ n e thi b nk think th 1 

we should usc Internet b nkin . 
I 

14. People wh u · imp 11 nt t tlu bank thmk tl I 

hould td pt I nt m t b n an . 

15. 'J h ni rm n m nt oftht l nk t been I lpfulan -
th ll lnt m ·t n 111 
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11. Determinants of Usage , 
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d) d) 
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Behavior 
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17. This bank has the fmancial resources necessary to adopt lj 

il 

Internet banking. 

18. This bank has the technical resources necessary to adopt 
' ' 

Internet banking I • 

19. The staff have the knowledge necessary to use Internet 
I 

banking. ·-··- --- ~ -· 

20. Internet banking system is not compatible with other 

systems in use ' 

.. 
21. A specific person (or group) is available for assistance i . 
with system difficulties. ' 

I . , 

22. I feel apprehensive about using Internet banking. ,, ... 
--

23 . It scares me to think that the bank could lo c a lot of 

information using Internet banking. 

24. I he itate to use the sy tern for fear of making mi take 
- - - . 

I cannot correct. 

25. Internet banking is somewhat intimidating to me. ! 
• 

26. The bank intends to use the system in the next 12 

months 
I 

27. I predict we would use Internet banking y t m in the 

next 12 months. 
• 

28 . The bank plan::. to u e thc Int m et b nkin in th n( t 

12 month . 
J. 

29. PI th r lh l influ ' th u .1 l o l lni \: JII t h.llll\in 1 

!mol , I in y ur n 
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h) • ····-----····. ------,·---
............. _______ ._. ______________ __ 

·--·· -········---·--·········,····-~----------------------------------



Section C: Barriers to of Internet Banking Adoption 
lt l l 

111. The following are possible hindrances to adoption •' •' 

I' 

of Internet Banking 
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30. Low rate of growth of the total population I 

31. Limited growth of the technological sector ' . 
32. Little communication with more advanced countries. 

I ; 

I 

Organizational Barriers 
-. -33. Employees have negative attitude towards change 

34. Senior management commitment is lacking T j ~ 

35. Prevalent Resource Constraints ' 
l ~ I 

" 36. Poor I.T infrastructure .. I 
37. Lack ofKnowledgeable I.T. staff I . 
38. Non- Motivated workforce 

1--
Tru t of the y tern 

~9. Internet Banking 
-

y tern is in ecure -
40. I perceive risk in Internet banking 

41. Distrust of service providers 

42. Reputation of Service providers is wanting . 
43 . Internet Service providers are not reliable 

Legal Support 

44. The bank does not offer customer prot tion 

45. It i diffi cult to win customer onfidcn C I u !.: 

Internet banking 

46. The b. nk doc not c pt linbilit • in :ofl 

v min lnt m 1 nkin 
-I= ~ i~ 

47. I her· 1r no l1w 

1R. B mk jlll i li ti n i n tdefin m lnt n I t nkin l 

49, I h I nk 1 h it nil I m dl put I'CSOIUII n 
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APPENDIX D: FACTOR ANALYSIS RESULTS (SPSS) 

Factor Analysis 
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Determinants D ! ' 
Determinants of intention to of , 
of intention to use internet ui': 
use internet Determinants banking( If this 

b I ~~ banking(Usin of intention to bank uses II 
Determinants g internet use internet internet 
of intention to banking banking(Usin banking fully, 
use internet enables this g internet it will increase , 

banking( I bank to serve banking its chance of sy , 
would find expanding bl 

internet useful customer un 
to this bank base 

- ~· 

.000 .000 .000 

Determinants of intention 
to use internet 
banking(Using internet 

.000 .000 banking enables this 
bank to serve many 
customers more quickly) 

Determinants of intention 
to use internet 
banking(Using internet .000 .000 
banking increase 
productivity in th1s bank) 

Determinants of intention 
to use internet banking(lf 
this bank uses internet 
banking fully, it will .000 .000 000 
increase 1ts chance of 
expanding customer 
base) 
Determinants of intention 
to use internet banking(My 
interaction with the 

.055 009 030 internet banking system 
would be clear and 
understandable) 

000 001 0 0 

000 00 0 0 

000 000 

00 



KMO and Bartlett's Test 

Kalser-Meyer-UIKin Measure or :::>ampung 
Adequacy. 

Bartlett's Test of 
Sphericity 

Approx . Chi-Square 

df 

Sig . 

.377 

659.311 

120 

.000 



Communalities 

Initial Extraction 

1.000 .767 

Determinants of intention 
to use internet 
banking(Using internet 

1.000 .848 banking enables this 
bank to serve many 
customers more quickly) 

Determinants of intention 
to use internet 
banking(Using internet 1.000 .870 
banking increase 
productivity in this bank) 

Determinants of intention 
to use internet banking(lf 
this bank uses internet 
banking fully, it will 1.000 .756 
increase its chance of 
expanding customer 
base) 

Determinants of intention 
to use Internet banking(My 
Interaction with the 

1.000 558 internet banking system 
would be clear and 
understandable) 

Determinants of intention 
to use internet banking(lt 
would be easy for me to 1 000 .877 
become skillful at usmg 
internet banking system) 

Determ1nants of mtention 
to use internet banking(! 
would find the internet 1.000 907 
banking system easy to 
use) 

Determinants of intent1on 

1.000 1 



Total Variance Explained 

, .. 
I 

Initial Eigenvalues Extraction Sums of Squared LoadinQs Rotatior 1 

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total 
1 9.726 60.ltl4 00.184 ~.flo 60 .784 60.784 8.91 I 

2 1.951 12.195 72 .979 1.951 12.195 72 .979 7.oa 
3 1.344 8.401 81.380 1.344 8.401 81 .380 

I 

5.93 
4 1.022 6.386 87.765 I 

5 .651 4.070 91 .835 

6 .477 2.979 94.814 
7 .222 1.386 96.200 

I ~· 8 .202 1.260 97.461 

9 .135 .842 98.302 
10 9.544E-02 .597 98 .899 

-l~ 11 7.092E-02 .443 99.342 
12 5.885E-02 .368 99.710 

13 3.269E-02 .204 99.914 

14 9.038E-03 5.649E-02 99.971 

15 4.536E-03 2.835E-02 99.999 
16 1.406E-04 8.786E-04 100.000 

Extraction Method: Principal Component Analysis . 

a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 



Component MatriX~ 

Com onent 

2 3 

.684 .423 .346 

Determinants of intention 
to use internet 
banking(Using internet 

.766 .498 .118 banking enables this 
bank to serve many 
customers more quickly) 

Determinants of intention 
to use internet 
banking(Using internet .594 .704 .1 49 
banking increase 
productivity in this bank) 

Determinants of intention 
to. use internet banking( If 
this bank uses internet 
banking fully, it will .663 .563 -1.47E-02 
increase its chance of 
expanding customer 
base) 

Determinants of mtention 
to use internet banking(My 
interaction with the 

. 711 
internet banking system 

-1.56E-02 -.228 

would be clear and 
understandable) 

Determinants of intention 
to use internet banking(lt 
would be easy for me to .919 -.181 -1 .59E-02 
become skillful at using 
internet banking system) 

Determinants of intention 
to use internet banking(! 
would find the internet .935 -.179 -2.86E-02 
bank1ng system easy to 
use.) 

Determmants of intent1on 

912 



Pattern Matrix" 

Com onent 

2 3 

-.216 .881 .235 

Determinants of inten.tion 
to use internet 
banking(Using internet 

7.809E-02 .892 -4.71 E-02 banking enables this 
bank to serve many 
customers more quickly) 

Determinants of intention 
to use internet 
banking(Using internet -.171 1.090 -.180 
banking increase 
productivity in this bank) 

Determinants of intention 
to use internet banking(lf 
this bank uses internet 
banking fully, it will .144 .874 -.254 
increase its chance of 
expanding customer 
base) 

Determinants of intention 
to use internet banking(My 
interaction with the 

.729 .115 
internet banking system -.102 

would be clear and 
understandable) 

Determinants of intention 
to use internet banking(lt 
would be easy for me to .681 8.554E-02 .277 
become skillful at us1ng 
Internet bank1ng system) 

Determinants of intention 
to use Internet bank1ng(l 
would find the mternet .705 8 839E-02 265 
banking system easy to 
use) 

Determinants of intention 

571 11 71 



Structure Matrix 

Com onent 

2 3 

.486 .853 .512 

Determinants of intention 
to use internet 
banking(Using internet 

.613 .919 .417 banking enables this 
bank to serve many 
customers more quickly} 

Determinants of intention 
to use internet 
banking(Using internet .407 .898 .222 
banking increase 
p~oductivity in this bank) 

Determinants of intention 
to use internet banking(lf 
this bank uses internet 
banking fully, it will .539 .847 .243 
increase its chance of 
expanding customer 
base) 

Determinants of intention 
to use internet banking(My 
interaction with the 

.739 .528 internet banking system .404 

would be clear and 
understandable) 

Determmants of intention 
to use Internet bank1ng(lt 
would be easy for me to 907 .645 .739 
become skillful at using 
tnternet bankmg system) 

Determinants of intentton 
to use tnternet banking(! 
would f1nd the internet .925 .657 .743 
banking system easy to 
use.) 

872 

0 



Component Correlation Matrix 

Component 1 2 3 
1 1.UUU .o32 .o2u 
2 .632 1.000 .466 

3 .620 .466 1.000 

Extraction Method : Principal Component Analysis . 
Rotation Method: Promax with Kaiser Normalization . 

SECTION 2 
Factor Analysis 



q. 
' 

Determinants 
Determinants of usage Determinants 

of usage behaviour(Thi Determinants of usage 
behaviour(Thi s bank has of usage behaviour(lnte 

s bank has the techrrical behaviour(The rnet banking 
the finacial resource staff have the system is not 
resource resource knowledge compatible 

neccessary to neccessary to neccessary to with other 
adopt internet adopt interent use internet 

ban kin ban kin ban kin use 
e erm1nan s o usage 

behaviour(This bank has 
the finacial resource .000 .051 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour(This bank has 
the technical resource .000 .061 .005 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
behaviour(The staff have 
the knowledge .051 .061 
neccessary to use 
internet banking) 

Determinants of usage 
behaviour( Internet 
banking system is not .015 .005 .308 
compatible with other 
systems in use) 

Determinants of usage 
behav1our(A spec1fic 
person( or group)is .003 006 .431 
available for assistance 
with system difficulties) 

Determinants of usage 
behaviour(! feel 

.074 apprehensive about using .110 .156 023 
internet banking) 

037 .081 

0 

7 



KMO and Bartlett's Test 

Kalser-Meyer-UIKin Measure or ::,ampung 
Adequacy. 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 

df 

Sig . 

.721 

271 .099 

66 

.000 



Communalities 

Initial Extraction 
e erm1nan s o usage 

behaviour(This bank has 
the finacial resource 1.000 .589 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour(This bank has 
the technical resource 1.000 .501 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
bE?haviour(The staff have 
the knowledge 1.000 .576 
neccessary to use 
internet banking) 

Determinants of usage 
behaviour( Internet 
banking system is not 1.000 .624 
compatible with other 
systems in use) 

Determinants of usage 
behavlour(A specific 
person( or group)is 1.000 .813 
available for assistance 
with system difficulties) 

Determinants of usage 
behaviour(! feel 

1.000 .491 apprehensive about using 
internet banking) 

Determinants of usage 
behaviour(lt scares me to 
think that the bank could 1.000 8.908E-02 
lose a lot of information 
using internet bankmg) 

Determinants of usage 
bE?haviour(i hesitate to 
use the system for fear of 1.000 808 
making m1stakes i cannot 
correct) 

1.000 



' ; 
·I 1 ,. 
I > \ Total Variance Explained '• 

Initial Eiqenvalues Extraction Sums of Squared Loadinqs Rotat(o 
Component Total % of Variance Cumulative % Total % of Variance Cumulative % Tpt~ l 
1 o.roz 48 .01J 48.01 j o. ftiZ 4tl .U1 J 48.013 15.1~ 
2 1.919 15.992 64.006 1.919 15.992 64.006 

4' ~~ 3 1.542 12.848 76 .853 . I .I 4 .872 7.269 84.123 

1:1. 11 5 .617 5.139 89 .262 
6 .481 4.012 93.274 I 

r 7 .375 3.127 96.401 
8 .174 1.447 97.848 I 
g. .122 1.015 98.863 I -
10 6.848E-02 .571 99.434 I 

~ 11 3.747E-02 .312 99.746 I 

12 3.045E-02 .254 100.000 
I 

Extract1on Method: Pnnc1pal Component Analysis . 
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 



Component Matri>fl 

Com onent 

1 2 
e erm1nan s o usage 

behaviour(This bank has 
the finacial resource .767 2.683E-02 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour(This bank has 
the technical resource .708 -2.46E-02 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
behaviour(The staff have 
the knowledge .442 .617 
neccessary to use 
internet banking) 

Determinants of usage 
behaviour( Internet 
banking system is not -.608 .504 
compatible with other 
systems in use) 

Determinants of usage 
behaviour(A specific 
person( or group)is .749 -.502 
available for assistance 
w1th system difficulties) 

Determinants of usage 
behaviour(! feel 

-.690 118 apprehensive about using 
internet banking) 

Determinants of usage 
behaviour(!! scares me to 
think that the bank could -298 -1 . .23E-02 
lose a lot of information 
using internet banking) 

Determinants of usage 
behaviour(i hesitate to 
use the system for fear of -.759 482 
making mistakes i cannot 
correct) 



Pattern Matrix3 

Com onent 

1 2 
e erm1nan s o usage 

behaviour{This bank has 
the finacial resource -.524 .370 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour{This bank has 
the technical resource -.526 .290 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
behaviour{The staff have 
the knowledge .223 .835 
neccessary to use 
internet banking) 

Dt=lterm inants of usage 
behaviour( Internet 
banking system is not .873 .250 
compatible with other 
systems in use) 

Determinants of usage 
behaviour(A specific 
person( or group)is -.971 -.185 
available for assistance 
w1th system difficulties) 

Determinants of usage 
behaviour(! feel 

.596 -.186 apprehensive about using 
internet banking) 

Determinants of usage 
behaviour(lt scares me to 
think that the bank could 202 -.146 
lose a lot of information 
using internet banking) 

Determinants of usage 
behaviour(i hes1tate to 
use the system for fear of .962 .161 
making mistakes i cannot 
correct) 

7 

7 



Structure Matrix 

Com anent 

1 2 
e erm1nan s o usage 

behaviour(This bank has 
the finacial resource -.694 .611 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour(This bank has 
the technical resource -.660 .532 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
behaviour(The staff have 
the knowledge -.1 62 .733 
neccessary to use 
internet banking) 

Determinants of usage 
behaviour( Internet 
banking system is not .758 -.151 
compatible with other 
systems in use) 

Determinants of usage 

behaviour(A specific 
person( or group)is -.886 .262 
available for assistance 

with system difficulties) 

Determinants of usage 
behaviour(! feel 

.681 -.460 
apprehensive about using 
internet banking) 

Determinants of usage 
behav1our(lt scares me to 
th1nk that the bank could 269 -239 
lose a lot of information 
using internet banking) 

Determinants of usage 
behaviour(i hesitate to 
use the system for fear of .888 -.282 
mak1ng mistakes i cannot 
correct) 

. 10 



Component Correlation Matrix 

Component 1 2 
1 1.000 -.460 

2 -.460 1.000 

Extraction Method: Principal Component Analysis . 
Rotation Method: Promax with Kaiser Normalization . 



Component Score Coefficient Matrix 

Com onent 

1 2 
e erm1nan s o usage 

behaviour(This bank has 
the finacial resource -.117 .112 
neccessary to adopt 
internet banking) 

Determinants of usage 
behaviour{This bank has 
the technical resource -.118 .087 
resource neccessary to 
adopt interent banking) 

Determinants of usage 
behaviour{The staff have 

-1 

the knowledge .057 .263 
neccessary to use 
internet banking) 

Determinants of usage 

behaviour( Internet 
banking system is not .201 .085 
compatible with other 
systems In use) 

Determinants of usage 

behaviour(A spec1fic 
person( or group)is -.223 -.065 
available for assistance 

with system difficulties) 

Determinants of usage 

behaviour(! feel 
.134 -.054 

apprehensive about using 
internet bank1ng) 

Determinants of usage 
behaviour{!! scares me to 
thmk that the bank could .045 -044 
lose a lot of information 
using internet banking) 

Determinants of usage 
behaviour(i hes1tate to 

use the system for fear of .220 .057 
making mistakes 1 cannot 
corr ct) 



Component Score Covariance Matrix 

Component 1 2 
1 1.212 -.920 

2 -.920 1.212 

Extraction Method: Principal Component Analysis. 
Rotation Method: Promax with Kaiser Normalization . 

APP}i:NDIX E: WORK SCHEDULE 

Item Phase 
1 

2 
Locate materials, use catalogues to find books and media, u e indice, to 
find periodical articles, fmd Internet resources, evaluate findmg ', cite \ hut 
ou find usin a standard format 

Implication , onclu ion and 
Recommendation : 
Rcvi . c, edit, proofread 

Duration tart by 
1 m nth April 

l month May 

1 month 

II 


