
Institute of Business Administration
University of Dhaka

Vol. 41, No. 1, June, 2020, pp. 119-135
ISSN : 1680-9823 (Print)

ISSN : 2708-4779 (Online)

JOURNAL OF
BUSINESS ADMINISTRATION

Md. Iftekharul Amin
Institute of Business Administration (IBA)
University of Dhaka
Bangladesh 

Md. Shariful Islam
Institute of Information Technology
University of Dhaka
Bangladesh

Mohammed Shafiul Alam Khan
Institute of Information Technology
University of Dhaka
Bangladesh

Citation (APA): Amin, M. I., Islam, S. I., & Khan, M. S. A. (2020). Analyzing Factors 
Affecting Adoption of Online Banking Among the Consumers of Dhaka City Using 
Technology Acceptance Model (TAM), Journal of Business Administration, 41(1), 119-135.

Corresponding Author: Md. Iftekharul Amin
Email: miamin@iba-du.edu

Analyzing Factors Affecting Adoption of Online Banking Among the 
Consumers of Dhaka City Using Technology Acceptance Model (TAM)



ANALYZING FACTORS AFFECTING ADOPTION OF ONLINE 
BANKING AMONG THE CONSUMERS OF DHAKA CITY USING 

TECHNOLOGY ACCEPTANCE MODEL (TAM)

Abstract

This study analyzes the acceptability of Online Banking to the consumers of Dhaka 
FLW\�XVLQJ�WKH�7HFKQRORJ\�$FFHSWDQFH�0RGHO��7$0���VSHFL¿FDOO\��WKH�UHODWLRQVKLS�
RI�SHUFHLYHG�XVHIXOQHVV��SHUFHLYHG�HDVH�RI�XVH��DQG�WUXVW�LQ�VWLPXODWLQJ�FRQVXPHU�
attitudes toward Online Banking. A research framework has been established 
combining Trust with TAM including subjective norm and perceived behavioral 
control to examine the acceptance of Online Banking. A total of 287 respondents 
were surveyed using judgmental sampling method through Google Forms and the 
data were analyzed using IBM SPSS and MS Excel. Sixteen banking professionals 
ZHUH�LQWHUYLHZHG�WR�VXSSOHPHQW�WKH�TXDQWLWDWLYH�¿QGLQJV��7KH�VWXG\�¿QGV�QXPHURXV�
LQVLJKWV�ZLWK�UHJDUG�WR�WUXVW��LQ�RQOLQH�EDQNLQJ��DPRQJ�RWKHU�YDULDEOHV��,W�¿QGV�WKDW�
trust and age of the users have a strong correlation with perceived usefulness and 
SHUFHLYHG�HDVH�RI�XVH�RI�RQOLQH�EDQNLQJ��)XUWKHUPRUH��LW�LV�VHHQ�WKDW�WUXVW�LQÀXHQFHV�
both perceived behavior control to use online banking and determination to use 
online banking. Future studies can be done combining ‘awareness’ as a factor with 
TAM and also the impact of social and cultural factors can be assessed in adoption 
of online banking services. 

Keywords :�%HKDYLRUDO�,QWHQVLRQ��&XVWRPHU�)HHGEDFN��(�ZDOOHW�� ,QWHQVLRQ� WR�
8VH��7UXVWLQJ�,QWHQVLRQ�

1. INTRODUCTION

In this rapid changing global business environment, service industry like banks 
are opting for alternative delivery channels to reach their customers. The dramatic 
improvements of Information and Communication Technology (ICT) in the last few 
GHFDGHV�KDYH�HQDEOHG�WKH�EDQNLQJ�LQGXVWU\�WR�UHDFK�WKHLU�FXVWRPHUV�LQ�DQ�H൶FLHQW�ZD\��
Particularly the use of highspeed internet to perform various business activities have 
RSHQHG�XS�RSSRUWXQLWLHV�IRU�EDQNV�WR�LQWURGXFH�DQ�H൵HFWLYH�DQG�H൶FLHQW�DOWHUQDWLYH�
delivery channel. Now-a-days online network is an important banking channel not 
only in developed but also in many developing countries around the world.

To cater to the customer needs and demands, banks need to collect, process and 
disseminate tons of data and information every day. As information processing is a 
most sought-after technology for banks, compared to any other industries banking 
industry accepted automated information processing technology at an early stage 
(Cornelia & Georgiana 2011). By embracing automation, banking industry have 
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got several advantages in terms of business. Such as, through online banking, banks 
FDQ�R൵HU�FXVWRPL]HG�VHUYLFHV�WR�LWV�FRQVXPHUV��GHYHORS�QHZ�FRUH�EDQNLQJ�SURGXFWV��
announce other products like insurance and stock brokerage, market the banking 
SURGXFWV� DW� D� ORZHU� FRVW�� FRPPXQLFDWH� WKH� FOLHQWV� H൶FLHQWO\� DQG� LQ� D� FXVWRPL]HG�
ZD\�DQG�H൵HFWLYHO\�UHVSRQG�WR�WKH�PDUNHW�HYROXWLRQ��-D\DZDUGKHQD�	�)ROH\���������
%HVLGHV��WKH�EDQNLQJ�LQGXVWU\�LV�YHU\�PXFK�FRPSHWLWLYH�LQGXVWU\��)XHQWHV�HW�DO���������
found that, due to competition, banks have devised online banking services to gain 
FRPSHWLWLYH� DGYDQWDJH��$OVR�� FOLHQWV¶� H[SHFWDWLRQ� IRU� ����� LQWHUQHW�EDVHG� EDQNLQJ�
services and availability of appropriate technology suggestively motivated the banks 
to go for online banking (Bradley & Stewart, 2003).

The business community of Bangladesh have also welcomed the internet technology 
to boost their business. The relative advantage and availability of technology 
LQVSLUHG�WKH�LQWHUQHW�DGRSWLRQ��$]DP���������7KH�EDQNLQJ�VHFWRU�RI�%DQJODGHVK�WRRN�
the advantage of ICT as well. But still online banking is at a nascent stage due to 
several reasons. Such as, lack of nationwide robust backbone network connectivity, 
LQVX൶FLHQW�DQG�XQUHOLDEOH�,&7�LQIUDVWUXFWXUH��ODFN�RI�VHFXUH�FRPPXQLFDWLRQ�FKDQQHO��
unsatisfactory regulatory support, high cost of internet, lack of skilled IT professionals, 
DQG�KXJH�HVWDEOLVKLQJ�FRVW��HWF��7KHVH�KLQGUDQFHV�VORZHG�GRZQ�WKH�,&7�LQ¿OWUDWLRQ�
LQ�EDQNLQJ�VHFWRU�RI�%DQJODGHVK��0LD�HW�DO����������$V�D�UHVXOW�� ORWV�RI�FRQVXPHUV�
are yet to adopt online banking services. Hence, the important stakeholders such as 
Bangladesh Bank, the Government and the scheduled banks jointly need to put ample 
H൵RUW�DQG�WDNH�DSSURSULDWH�VWHSV�WR�HVWDEOLVK�D�UREXVW�RQOLQH�EDQNLQJ�V\VWHP�DQG�UHDS�
LWV�EHQH¿W��$V�PDMRULW\�RI� WKH�FRQVXPHUV�DUH�QRW�DYDLOLQJ�RQOLQH�EDQNLQJ�IDFLOLWLHV�
GHVSLWH�LWV�EHQH¿WV��WKH�VWXG\�RI�IDFWRUV�WKDW�FRQWULEXWHV�WR�RQOLQH�EDQNLQJ�DGRSWLRQ�LV�
of ample importance to the decision makers.

7KH�VWXG\�DQDO\]HV�WKH�DFFHSWDELOLW\�RI�RQOLQH�EDQNLQJ�DPRQJ�WKH�SHRSOH�RI�'KDND�
FLW\�XVLQJ�WKH�7HFKQRORJ\�$FFHSWDQFH�0RGHO��7$0���7R�EH�PRUH�VSHFL¿F��WKH�VWXG\�
explores the impact of perceived usefulness, perceived ease of use, and perceived 
credibility (trust) in persuading positive customer attitudes toward online banking. 
7KH� VWXG\� DOVR� DQDO\]HG� WKH� H൵HFWV� RI� SHUFHLYHG� FUHGLELOLW\�� DWWLWXGH� WRZDUG� XVH��
VXEMHFWLYH�QRUPV��DQG�SHUFHLYHG�EHKDYLRU�FRQWURO� WR�XVH�RQOLQH�EDQNLQJ��)URP�WKH�
above perspective, this study focuses on the followings:

�� 7R�H[DPLQH�WKH�IDFWRUV�HPEUDFLQJ�RQOLQH�EDQNLQJ�E\�FXVWRPHUV�RI�'KDND�FLW\�
�� 7R�DQDO\]H�KRZ�7UXVW��3HUFHLYHG�8VHIXOQHVV�DQG�3HUFHLYHG�(DVH�RI�8VH�YDULHV�

ZLWK�GL൵HUHQW�GHPRJUDSKLF�YDULDEOHV��DJH��RFFXSDWLRQ��LQFRPH��H[SHULHQFH�LQ�
online banking). 

�� 7R� DVVHVV� SUHVHQW� VWDWXV� RI� FXVWRPHU� EHOLHIV� DQG� DWWLWXGHV� WRZDUGV� RQOLQH�
banking and 

�� 7R�WHVW�UHODWLRQV�EHWZHHQ�IDFWRUV�ZKLFK�PRWLYDWH�FXVWRPHUV�WR�DFFHSW�RQOLQH�
banking services.

The next section contains the literature review of the study followed by methodology, 
¿QGLQJV�DQG�DQDO\VLV��GLVFXVVLRQ�RQ�¿QGLQJV�DQG�FRQFOXVLRQ�
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2. LITERATURE REVIEW

2.1 Technology Acceptance Model (TAM)

The study of intention to use or actual use of information technology by any 
individual or business entity has been a major focus of researchers since 1980s. Many 
UHVHDUFKHUV�KDYH�WULHG�WR�FRPH�XS�ZLWK�GL൵HUHQW�PRGHOV�IRU�WKLV��0DLQ�FRQFHQWUDWLRQ�
of those researches was to develop and test those models to predict the intention or 
actual usage of digital technology (Legris et al., 2003; Olson & Boyer, 2003; Pijpers 
et al., 2001). Among those theoretical frameworks, the Technology Acceptance 
Model (TAM) is a prominent one for studying acceptance of information systems (IS) 
E\�WKH�XVHUV��7$0��SUHVHQWHG�E\�'DYLV���������PHDVXUHV�SHUFHLYHG�XVHIXOQHVV�DQG�
SHUFHLYHG�HDVH�RI�XVH��VHH�)LJXUH����DQG�LV�ZLGHO\�XVHG�IRU�VWXG\LQJ�WKH�DFFHSWDQFH�
and usage behavior of any IS. Attitude and intention toward use are estimated which 
are ultimately used to predict actual usage behavior.

6RXUFH��'DYLV�HW�DO�������
)LJXUH����7HFKQRORJ\�$FFHSWDQFH�0RGHO

'DYLV� �������GH¿QHG�3HUFHLYHG�XVHIXOQHVV� �38��DV� ³WKH�H[WHQW� WR�ZKLFK�D�SHUVRQ�
believes that using a system will increase his or her job performance” and Perceived 
HDVH�RI�XVH��3(28��DV�³WKH�GHJUHH�WR�ZKLFK�D�SHUVRQ�EHOLHYHV�WKDW�XVLQJ�D�V\VWHP�
ZLOO�EH�IUHH�RI�H൵RUW´��6HYHUDO�VWXGLHV�KDYH�EHHQ�GRQH�WR�PHDVXUH�WKH�H൵HFWLYHQHVV�
RI�7$0��9HQNDWHVK�	�'DYLV��������IRXQG�WKDW�7$0�YHU\�GHSHQGDEO\�DFFRXQWV�IRU�
DURXQG�����DGMXVWPHQW�LQ�XVH�LQWHQWLRQV�DQG�EHKDYLRU��&KHQJ�HW�DO���������LGHQWL¿HG�
that TAM is very persuasively and extensively used for foreseeing the behavioral 
intention to use and the real use of IS. Taylor & Todd (1995) mentioned TAM as an 
LQÀXHQWLDO�IUDPHZRUN�IRU�PHDVXULQJ�V\VWHP�XVDJH�DQG�DQ�H൵HFWLYH�WRRO�IRU�V\VWHP�
planning. The robust behavioral foundations of TAM assume that when anyone is 
ready to believe on anything and intends to form a positive mind set to undertake any 
DFWLRQ�EDVHG�RQ�WKDW�EHOLHI��WKH\�ZLOO�XQGHUWDNH�WKH�DFW�ZLWKRXW�KHVLWDWLRQ��%DJR]]L�
HW�DO����������7KLV�EHKDYLRUDO�IRXQGDWLRQ�RI�7$0�LV�H൵HFWLYHO\�XVHG�WR�JHW�DKHDG�RI�
LQWHUQHW�DGRSWLRQ�E\�WKH�HQG�XVHUV��)RU�HPEUDFLQJ�RQOLQH�EDQNLQJ�� WKH�DVVXPSWLRQ�
might be whether the clients will use the IS or not.

2.2 Online Banking in Bangladesh

As like the developed countries, the banking sector of Bangladesh have embraced 
digital platforms to cope up with the global business arena. Ali (2010) found that the 
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EDQNLQJ�VHFWRU�RI� WKH�FRXQWU\�KDV�JURZQ�VLJQL¿FDQWO\� LQ� UHFHQW� WLPHV��SDUWLFXODUO\�
in providing online banking services. Bangladesh Bank (BB), the central bank of 
WKH� FRXQWU\�� LV� FRQWLQXRXVO\� LQVSLULQJ� WKH� VFKHGXOHG� EDQNV� WR� EH� GLJLWDOL]HG�� %%�
LQWURGXFHG�%DQJODGHVK�$XWRPDWHG�&OHDULQJ�+RXVH��%$&+���WKH�¿UVW�HYHU�HOHFWURQLF�
clearing house of the country in 2010. BACH has two components - the Automated 
&KHTXH� 3URFHVVLQJ� 6\VWHP� �$&36�� DQG� WKH� (OHFWURQLF� )XQGV�7UDQVIHU� �()7��� ,Q�
April 2018, Bangladesh Bank have also established National Payment Switch 
Bangladesh (NPSB) so that fund transfer between any Bangladeshi bank becomes 
SRVVLEOH��'XULQJ�)HEUXDU\� ������ ���������� UHJXODU� DQG� �������� KLJK� YDOXH� LWHPV�
was processed through BACPS (Bangladesh Bank, 2020). This gives a picture of 
how banking activities have increased after shifting to automated system. Besides, 
the number of internet user is also growing astonishingly in recent years. As per 
Bangladesh Telecommunication Regulatory Commission the total number of internet 
VXEVFULEHU� LQ� )HEUXDU\� ����� ZDV� ���������� WKRXVDQG�� 7KLV� QXPEHU� LQFUHDVHG�
GUDPDWLFDOO\�LQ�ODVW�IHZ�\HDUV���$W�WKH�HQG�RI�)HEUXDU\������WRWDO�QXPEHU�RI�LQWHUQHW�
subscriber increased to 99.984 million (BTRC, 2020). People of the country are 
getting internet access easily now. They are also getting habituated in using mobile 
app and internet-based services now-a-days. As a result, banks are also trying to 
reach its customers through online channel. Recently Bangladesh Bank is compelling 
EDQNV� WR� WDNH�GL൵HUHQW�SD\PHQWV�GLJLWDOO\��$V�D� UHVXOW��EDQNV�DUH�GHYHORSLQJ� WKHLU�
own system or using third party to build their digital environment. All the public 
and private commercial banks have introduced online banking to reach their clients 
and provide banking services. Specially the private commercial banks are moving 
fast to adopt internet-based banking system. Zaman and Chowdhury (2012) found 
WKDW�,VODPL�%DQN�%DQJODGHVK�/LPLWHG��(DVWHUQ�%DQN�/LPLWHG��6KDKMDODO�,VODPL�%DQN�
Limited and BRAC Bank Limited are the forerunners in establishing internet-based 
EDQNLQJ��$PRQJ�WKH�IRUHLJQ�FRPPHUFLDO�EDQNV��6WDQGDUG�&KDUWHUHG�DQG�+6%&�¿UVW�
started serving their customers with online banking facilities.

To avail online banking services, the clients have to get an access to the bank’s server 
WKURXJK�LQWHUQHW��7KH�FOLHQWV�KDYH�WR�EH�UHJLVWHUHG�¿UVW�WR�WKH�EDQN¶V�VHUYHU��%DQNV�
SURYLGH�WKH�UHJLVWHUHG�FXVWRPHUV�DQ�RQOLQH�DFFRXQW�ZLWK�D�XQLTXH�,'�DQG�SDVVZRUG��
7KH� FOLHQWV� WKHQ� XVH� WKH� XVHU� ,'� DQG� SDVVZRUG� WR� JHW� RQOLQH� EDQNLQJ� VHUYLFHV��
5DKDPDQ��������LGHQWL¿HG�WKH�W\SH�RI�LQWHUQHW�EDVHG�EDQNLQJ�VHUYLFHV�DYDLOHG�E\�WKH�
clients. Such as, checking account balances, transfer money, pay utility bills, request 
something towards bank, etc. Customers can avail these services any time from any 
SODFH�ZLWKRXW�FRPLQJ�WR�WKH�EDQN�DQG�WKXV�HQDEOLQJ�WKH�EDQNV�WR�R൵HU�VHUYLFHV�DW�D�
lower operating cost.

����)DFWRUV�,QÀXHQFLQJ�$GRSWLRQ�RI�2QOLQH�%DQNLQJ

5HVHDUFKHUV�KDYH�XQGHUWDNHQ�VHYHUDO� UHVHDUFKHV� WR� LGHQWLI\� WKH� IDFWRUV� LQÀXHQFLQJ�
DGRSWLRQ� RI� 2QOLQH� %DQNLQJ� LQ� GL൵HUHQW� FRXQWULHV�� $PHU� 	� 6KDK]DG� �������
conducted a comprehensive study to identify the factors impacting online banking. 
7KH\� DQDO\]HG� ���� SDSHUV� DQG� OLVWHG� ��� IDFWRUV� KDYLQJ� LPSDFW� RQ� DFFHSWDQFH�
of online banking services. They also observed that ease of use, security, ease of 
usefulness, trust and prior IT knowledge are the very important among those 44 
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YDULDEOHV��<RXVDI]DL�HW�DO���������KDYH�DQDO\]HG�WKH�DGRSWLRQ�RI�2QOLQH�%DQNLQJ�IURP�
WKH�FRQWH[W�RI�FRQVXPHUV¶�WUXVW�DQG�SHUFHLYHG�ULVN��7KH\�DQDO\]HG�WKH�WUXVW�EXLOGLQJ�
activities undertaken by banks. They suggested that, to ensure growth of internet-
based banking, it is necessary to resolve the security and privacy issues to encourage 
client’s trusting intensions. Kesharwani & Singh Bisht (2012) found that perceived 
risk has an inverse relationship with behavioral intention of the adoption of Online 
%DQNLQJ�DQG�DOVR�SHUFHLYHG�ULVN�LV�QHJDWLYHO\�D൵HFWHG�E\�WUXVW��$KPDG�	�$O�]X¶EL�
�������DQDO\]HG�WKH�IDFWRUV�LQÀXHQFLQJ�DGRSWLRQ�RI�RQOLQH�EDQNLQJ�DPRQJ�WKH�FOLHQWV�
RI� FRPPHUFLDO� EDQNV� RI� -RUGDQ��7KH\� FRQVLGHUHG� SHUFHLYHG� SULYDF\� DQG� VHFXULW\��
perceived ease of use, service quality, customer trust, and customer feedback in 
their study. They found that website quality and customer trust are more prominent 
factors in foreseeing adoption. Couto et al. (2013) conducted their study to assume 
the acceptance behavior of consumers of Portugal. They found trust and convenience 
DV�PRVW�LQÀXHQWLDO�IDFWRUV��6]RSLQVNL���������LQ�KLV�VWXG\�RI�DVSHFWV�LPSDFWLQJ�RQOLQH�
EDQNLQJ�DFFHSWDQFH�LQ�3RODQG��IRXQG�WKDW�WKH�FXVWRPHU¶V�LQWHUQHW�XVDJH�UDWH��EHQH¿WV�
of having other banking products, and trust in commercial banks are the major drivers 
that inspire the clients to avail internet-based banking service. Takieddine & Sun 
(2015) conducted their study focusing on internet banking acceptance on a national 
EDVLV��7KH\�IRXQG�WKDW�LQWHUQHW�DFFHVV�IDFLOLWDWHV�WKH�GL൵XVLRQ�RI�RQOLQH�EDQNLQJ��7KH\�
also found that culture of the country is another vital factor in this regard. Oruç and 
7DWDU��������VWXGLHG�ZK\�ORWV�RI�FRQVXPHUV�DUH�QRW�DYDLOLQJ�RQOLQH�EDQNLQJ�GHVSLWH�
LWV� EHQH¿WV��7KH\� REVHUYHG� WKDW� LQGLYLGXDO¶V� XVH� RI� RQOLQH� EDQNLQJ� LV� LQGXFHG� E\�
³%HQH¿WV�RI�,QWHUQHW�%DQNLQJ´��³&RPPXQLFDWLRQ´�DQG�³&RQYHQLHQFH´�

Several researchers conducted their study focusing on identifying issues that deter 
the consumers from accepting online banking. Angelakopoulos & Mihiotis (2011) 
found that when internet penetration is low in a country and the consumers have 
limited technological knowledge, the process of accepting online banking slows 
down and user remain reluctant in showing positive attitude towards embracing 
digital technology. Nasri (2011) studied the issues contributing to accepting of online 
EDQNLQJ�DPRQJ�7XQLVLDQ�FRQVXPHUV��+H�LGHQWL¿HG�ODFN�RI�SUHYLRXV�NQRZOHGJH�DQG�
awareness about internet usage as an obstacle. Similarly, Polasik & Wisniewski, 
�������DOVR� LGHQWL¿HG�WKDW�GXH�WR� ODFN�RI�H[SHULHQFH�RI�VXU¿QJ�LQWHUQHW�FRQVXPHUV�
are not so interested in accepting online banking services. Rotchanakitumnuai and 
6SHHFH� ������� FRQGXFWHG� WKHLU� VWXG\� RYHU� 7KDL� FRQVXPHUV�� 7KH\� LGHQWL¿HG� WKDW�
many business clients are not so much interested in accepting online banking due to 
security concern. Particularly, the users who were not using online banking services 
ZHUH�GRXEWIXO�DERXW�¿QDQFLDO�WUDQVDFWLRQV�RYHU�WKH�LQWHUQHW�

3. METHODOLOGY

3.1 Theoretical Framework

This research integrates Trust with TAM to test the relationship of factors to predict 
WKH�DGRSWLRQ�EHKDYLRU�RI�WKH�FRQVXPHUV�LQ�WKH�EDQNLQJ�VHFWRU�RI�'KDND��%DQJODGHVK��
$V�PHQWLRQHG�HDUOLHU��7$0�PHDVXUHV�WZR�FRQVWUXFWV��3HUFHLYHG�8VHIXOQHVV��38��DQG�
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3HUFHLYHG�(DVH� RI�8VH� �3(28��� WR� SUHGLFW� WKH� DFFHSWDQFH� DQG� XVDJH� LQWHQWLRQ� RI�
DQ\�WHFKQRORJLFDO� LQQRYDWLRQV�E\�HQG�XVHUV��7KLV�VWXG\�HPSKDVL]HG�RQ�DFFHSWDQFH�
RI�GLJLWDO� WHFKQRORJ\�EDVHG� V\VWHPV��+HQFH�� RUJDQL]DWLRQDO� DQG� VRFLDO� GLPHQVLRQV�
OLNH�SHHU�DQG�VXSHULRU�LQÀXHQFH��SHULSKHUDO�UHVRXUFH�OLPLWDWLRQ�DQG�SHUVRQDO�VNLOOV�LQ�
XVLQJ�FRPSXWHUV�DUH�FRQVLGHUHG�VLJQL¿FDQW�LQ�JDXJLQJ�WKH�DGRSWLRQ�SURFHVV�RI�RQOLQH�
banking in this study.

The following research questions were considered to conduct the study.

��� :KLFK� DVSHFWV� D൵HFW� DFFHSWDQFH� RI� 2QOLQH� %DQNLQJ� E\� FOLHQWV� RI� 'KDND��
Bangladesh?

2. :KDW�FKDUDFWHULVWLFV�VRFLDO�LQÀXHQFH��7UXVW��VKRZV�LQ�DFFHSWDQFH�RI�2QOLQH�%DQNLQJ"
��� 'R�GHPRJUDSKLF�IDFWRUV�LQÀXHQFH�WKH�DGRSWLRQ�RI�2QOLQH�%DQNLQJ�VHUYLFH"�
4. Can attitude towards using the service be fully explained by perceived 

usefulness and perceived ease of users?

The following hypotheses were considered to conduct the study.

Hypothesis 1 : 7UXVW�KDV�SRVLWLYH�H൵HFW�RQ�SHUFHLYHG�XVHIXOQHVV�RI�RQOLQH�EDQNLQJ��
Hypothesis 2 : Perceived ease of use has constructive impact on perceived   
  usefulness to use online banking. 
Hypothesis 3 : Perceived ease of use positively impacts trust in using online banking. 
Hypothesis 4 : Age of the user has an impact on the perceived ease of use of   
  online banking.
Hypothesis 5 : Age of the user has an impact on the perceived usefulness of   
  online banking.
Hypothesis 6 :� (GXFDWLRQDO�OHYHO�RI�WKH�XVHU�KDV�DQ�LPSDFW�RQ�WKH�SHUFHLYHG�HDVH��
  of use of online banking.

3.2 Data Collection and Analysis

The conceptual model of the study was developed by applying Qualitative data 
collection techniques such as expert interview and review of existing literature. 
Top executives of Bangladesh Bank and private commercial banks were consulted 
as industry experts. After developing conceptual model integrating empirically 
supported factors, the data collection instrument (questionnaire) was developed. A 
SLORW� VWXG\�ZDV�GRQH� WR� UH¿QH� WKH� LQVWUXPHQW��7KH�TXHVWLRQQDLUH� LQFOXGHG�JHQHUDO�
information about respondent like age, occupation, gender, etc., fourteen variables 
indicating trust, perceived usefulness and perceived ease of use and ten other 
YDULDEOHV�IRU�PHDVXULQJ�SHUFHLYHG�EHKDYLRUDO�FRQWURO�LVVXHV��)LYH�SRLQW�/LNHUW�VFDOH�
was used where ‘1’ indicated strongly agree, and ‘5’ indicated strongly disagree1.

The target population of the survey was the customers who uses online banking 
VHUYLFHV�RI�GL൵HUHQW�SULYDWH�DQG�SXEOLF�FRPPHUFLDO�EDQNV��7R�FROOHFW�D�UHSUHVHQWDWLYH 
1�7KH�VXUYH\�TXHVWLRQQDLUH�LV�DFFHVVLEOH�LQ�WKH�IROORZLQJ�OLQN��KWWSV���GRFV�JRRJOH�FRP�IRUPV�G�H��)$,S4/6GVK�G96�)
-�PIE�H�3-&5YR%<+\<�)()�-:D*4���+�[;GR$�YLHZIRUP
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sample from this population, probability sampling is an unviable option, due to 
the unavailability of the list of all the online banking users. Hence, judgmental 
VDPSOLQJ�PHWKRG�ZDV�XVHG�LQ�WKLV�VWXG\��$�WRWDO�RI�����UHVSRQGHQWV�ZHUH�VXUYH\HG�
WKURXJK�*RRJOH�)RUPV��6XEVHTXHQWO\��WKH�GDWD�ZDV�DQDO\]HG�XVLQJ�,%0�6366�DQG�
06�([FHO��7R�VXSSOHPHQW�WKH�TXDQWLWDWLYH�¿QGLQJV��TXDOLWDWLYH�LQSXW�ZDV�FROOHFWHG�
WKURXJK�LQWHUYLHZV�ZLWK�VL[WHHQ�EDQNLQJ�SURIHVVLRQDOV�ZRUNLQJ�LQ�GL൵HUHQW�SULYDWH�
commercial banks.

4. FINDINGS AND ANALYSIS

����'HPRJUDSKLF�3UR¿OH�RI�WKH�5HVSRQGHQWV

42% of the respondents fall within the age group of 25 to 30 years. 21% of the 
respondents are 31 to 36 years old. The participation of the age groups of 43-48, 49-
���DQG�����LV�TXLWH�ORZ��OHVV�WKDQ�����LQ�HDFK�FDVH��VHH�)LJXUH�����7KLV�LV�REYLRXV�
as the age group of 25-30 is the group which is more tech-savvy and early adopters 
of any new technology. They seem interested in online banking more than the 40 
DQG�DERYH�DJH�JURXS��$PRQJ� WKH����� UHVSRQGHQWV�� WKH�SHUFHQWDJH�RI�PDOH� ������
LV�PRUH�WKDQ�GRXEOH�WKDQ�WKDW�RI�IHPDOH��������7KLV�VLJQL¿FDQW�GL൵HUHQFH�LV�GXH�WR�
females’ reluctance to participate in a survey or due to the fact that majority of the 
XVHUV� RI� RQOLQH� EDQNLQJ� DUH�PDOHV�� ����RI� WKH� UHVSRQGHQWV� XVLQJ� RQOLQH� EDQNLQJ�
VHUYLFH�DUH�GL൵HUHQW�W\SHV�RI�SULYDWH�MRE�KROGHUV������RI�WKH�RQOLQH�EDQNLQJ�VHUYLFH�
users are bankers, 10% are businessmen, 12 % are government employees and 22% 
selected others. 20% of the respondent online banking users have income of less than 
%'7�������������KDYH�LQFRPH�ZLWKLQ�WKH�UDQJH�RI�%'7��������������������IDOO�LQ�
WKH�UDQJH�RI�%'7��������������������LQ�%'7������������������LQ�%'7�������
�����DQG�UHVW�����HDUQV�PRUH�WKDQ�%'7���������VHH�)LJXUH����

)LJXUH����'HPRJUDSKLF�3UR¿OH�RI�WKH�5HVSRQGHQWV



Journal of Business Administration, Vol. 41, No. 1, June, 2020 (published in August, 2020)126

4.2 Reliability Testing: Cronbach’s Alpha

Internal consistency reliability of the measurement items was tested via Cronbach’s 
$OSKD��D�PHDVXUH�RI�LQWHUQDO�FRQVLVWHQF\�UHOLDELOLW\�WKDW�LV�³WKH�DYHUDJH�RI�DOO�SRVVLEOH�
VSOLW�KDOI� FRH൶FLHQWV� UHVXOWLQJ� IURP� GL൵HUHQW� ZD\V� RI� VSOLWWLQJ� WKH� VFDOH� LWHPV´�
(Malhotra, 2019) as follows.

Table 1: Reliability Analysis

&RQVWUXFW�LWHPV Cronbach’s Alpha
Cronbach’s 

alpha based on 
Standardized items

1R��RI�
items

Trust 0.802 0.800 4
3HUFHLYHG�8VHIXOQHVV 0.843 0.846 5
3HUFHLYHG�(DVH�RI�8VHUV ����� ����� 5

Source: primary

7KH�JHQHUDO�UXOH�RI�WKXPE�LV�WKDW�D�&URQEDFK¶V�DOSKD�RI������DQG�DERYH�LV�JRRG��������
and above is better, and 0.90 and above is best. Here, the value of Cronbach’s Alpha 
for all the constructs were higher than 0.80 (see Table 1) which indicates a better 
internal consistency reliability.

4.3 Hypotheses Testing

7KLV�VHFWLRQ�VXPPDUL]HV�WKH�UHVXOWV�RI�K\SRWKHVHV�WHVWLQJ�

H1 : Trust is correlated with perceived usefulness of online banking

Trust

3HUFHLYHG�8VHIXOQHVV
Pearson Correlation ����
Sig. (2-tailed) .000
N ���

+HUH��WKH�YDOXH�RI�3HDUVRQ¶V�U�LV��������ZKLFK�LQGLFDWHV�D�SRVLWLYH�FRUUHODWLRQ�EHWZHHQ�WUXVW�
and perceived usefulness. Sig. (2-tailed) value is 0.000 which is less than 0.05. So, it can 
EH�FRQFOXGHG�WKDW��WKHUH�LV�VWDWLVWLFDOO\�VLJQL¿FDQW�FRUUHODWLRQ�EHWZHHQ�WKH�WZR�YDULDEOHV� 

H2 : Perceived ease of use and perceived usefulness to use online banking are related

3HUFHLYHG�(DVH�RI�8VH

3HUFHLYHG�8VHIXOQHVV
Pearson Correlation ����
Sig. (2-tailed) .000
N ���

Since, the value of Pearson’s r is 0.561, it indicates a positive correlation between 
perceived usefulness and perceived ease of use. Sig. (2-tailed) value is 0.000 which is 
OHVV�WKDQ�������)URP�WKLV��ZH�FRQFOXGH�WKDW��WKHUH�LV�VWDWLVWLFDOO\�VLJQL¿FDQW�FRUUHODWLRQ�
between the two variables. 
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H3 : Perceived ease of use and trust in using online banking are connected variables

Trust

3HUFHLYHG�(DVH�RI�8VH
Pearson Correlation ����
Sig. (2-tailed) .000
N ���

Here, the value of Parson’s r is 0.528, which indicates a positive correlation between 
SHUFHLYHG�HDVH�RI�XVH�DQG�WUXVW��6LJ�����WDLOHG��YDOXH�LV�������ZKLFK�LV�OHVV�WKDQ�������)URP�
WKLV��ZH�FRQFOXGH�WKDW��WKHUH�LV�VWDWLVWLFDOO\�VLJQL¿FDQW�FRUUHODWLRQ�EHWZHHQ�WKH�WZR�YDULDEOHV��

H4 : Age of the user has an impact on the perceived ease of use of online banking

Age of the respondent

3HUFHLYHG�(DVH�RI�8VH
Pearson Correlation �����
Sig. (2-tailed) .000
N ���

Since, the value of Parson’s r is -0.325, it indicates a weak negative correlation between 
perceived ease of use and age of the respondent, but that relation is moderately weak. 
6LJ�����WDLOHG��YDOXH�LV�������ZKLFK�LV�OHVV�WKDQ�������)URP�WKLV��ZH�FRQFOXGH�WKDW��
WKHUH�LV�VWDWLVWLFDOO\�VLJQL¿FDQW�FRUUHODWLRQ�EHWZHHQ�WKH�WZR�YDULDEOHV�

H5 : Age of the user has an impact on the perceived usefulness of online banking

3HUFHLYHG�8VHIXOQHVV

Age of the respondent
Pearson Correlation �����
Sig. (2-tailed) .000
N ���

6LQFH�� WKH� YDOXH� RI� 3DUVRQ¶V� U� LV� �������� LW� LQGLFDWHV� D�PRGHUDWHO\�ZHDN� QHJDWLYH�
correlation between age of the respondent and perceived usefulness. Sig. (2-tailed) 
YDOXH� LV� ������ ZKLFK� LV� ORZHU� WKDQ� ������ )URP� WKLV�� ZH� FRQFOXGH� WKDW�� WKHUH� LV�
VWDWLVWLFDOO\�VLJQL¿FDQW�FRUUHODWLRQ�EHWZHHQ�WKH�WZR�YDULDEOHV�

H6 :�(GXFDWLRQDO�OHYHO�RI�WKH�XVHU�KDV�DQ�LPSDFW�RQ�WKH�SHUFHLYHG�HDVH�RI�XVH�RI�
online banking

(GXFDWLRQDO�TXDOL¿FDWLRQ

3HUFHLYHG�8VHIXOQHVV
&RUUHODWLRQ�&RH൶FLHQW .015
Sig. (2-tailed) .801
N ���

6LQFH�� FRUUHODWLRQ� FRH൶FLHQW� LV� ������� LW� LQGLFDWHV� D� SRVLWLYH� ZHDN� FRUUHODWLRQ�
EHWZHHQ�SHUFHLYHG�XVHIXOQHVV�DQG�HGXFDWLRQDO�TXDOL¿FDWLRQ��6LJ�����WDLOHG��YDOXH�LV�
������ZKLFK� LV�PXFK�PRUH� WKDQ������� ,W�PHDQV�� WKHUH� LV�QR�VWDWLVWLFDOO\�VLJQL¿FDQW�
correlation between the two variables.
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4.4 Moderation Analysis

7KH�PRGHUDWLQJ�H൵HFW�RI�$JH�RQ� WKH� UHODWLRQVKLSV�EHWZHHQ� WKH� WKUHH�YDULDEOHV��7UXVW��
3HUFHLYHG�8VHIXOQHVV�DQG�3HUFHLYHG�(DVH�RI�8VH�KDG�EHHQ�H[SORUHG�DV�VKRZQ�LQ�7DEOH���

Table 2: Moderation Analysis Blueprint

Dependent 
Variable

Independent 
Variable (PU)

Independent 
Variable (PEU)

Independent 
9DULDEOH��7UXVW�

Trust ����38��$JH��
$JH38

���3(8��$JH��
$JH3(8

38 ���3(8��$JH��
$JH3(8

4. Trust, Age, 
$JH7UXVW

3(8 ���38��$JH��
$JH38

6. Trust, Age, 
$JH7UXVW

���'RHV�DJH�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�3HUFHLYHG�8VHIXOQHVV�RQ�7UXVW"

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) 2.964 ���� ����� .000
3HUFHLYHG�8VHIXOQHVV .220 .186 .186 ����� .240
Age -.051 .019 -.681 ������ ����
$JH��38 .011 .005 .591 2.415 .016

a. Dependent Variable: Trust

6LQFH� WKH�VLJQL¿FDQFH�RI� WKH�$JH38 (the variable representing the interaction of 
$JH�	�3HUFHLYHG�8VHIXOQHVV�� LV�������DW�0.016, there is VLJQL¿FDQW�HYLGHQFH that 
DJH�GRHV�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�3HUFHLYHG�8VHIXOQHVV�RQ�7UXVW�

��� 'RHV� DJH� KDYH� D�PRGHUDWLQJ� H൵HFW� RQ� WKH� LPSDFW� RI� 3HUFHLYHG�8VHIXOQHVV� RQ�
3HUFHLYHG�(DVH�RI�8VH"

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) 1.112 .889 1.252 .212
3HUFHLYHG�8VHIXOQHVV ���� .216 ���� 3.468 .001
Age -.006 .022 ����� ����� ����
$JH��38 -.002 .005 ����� -.314 ����

a. Dependent Variable: Perceived Ease of Use
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6LQFH� WKH�VLJQL¿FDQFH�RI� WKH�$JH38 (the variable representing the interaction of 
$JH�	�3HUFHLYHG�8VHIXOQHVV��LV�!�����DW�0.754, there is QR�VLJQL¿FDQW�HYLGHQFH that 
DJH�KDV�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�3HUFHLYHG�8VHIXOQHVV�RQ�3HUFHLYHG�(DVH�
RI�8VH�

���'RHV�DJH�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ� WKH� LPSDFW�RI�3HUFHLYHG�(DVH�RI�8VH�RQ�
Trust?

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) 3.265 .541 6.033 .000
Age -.033 .014 -.439 -2.390 .018
3HUFHLYHG�(DVH�RI�8VH .181 .143 .206 1.262 .208
$JH��3(8 ���� .004 .365 1.832 .068

a. Dependent Variable: Trust

6LQFH�WKH�VLJQL¿FDQFH�RI�WKH�$JH3(8 (the variable representing the interaction of 
$JH�	�3HUFHLYHG�(DVH�RI�8VH��LV�!�����DW�0.068, there is QR�VLJQL¿FDQW�HYLGHQFH that 
DJH�KDV�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�3HUFHLYHG�(DVH�RI�8VH�RQ�7UXVW�

���'RHV�DJH�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ� WKH� LPSDFW�RI�3HUFHLYHG�(DVH�RI�8VH�RQ�
3HUFHLYHG�8VHIXOQHVV"

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) ����� .443 8.384 .000
Age -.029 .011 -.454 -2.564 .011
3HUFHLYHG�(DVH�RI�8VH .191 ���� ���� 1.630 .104
$JH��3(8 .005 .003 .319 1.658 .098
D��'HSHQGHQW�9DULDEOH��3HUFHLYHG�8VHIXOQHVV

6LQFH�WKH�VLJQL¿FDQFH�RI�WKH�$JH3(8 (the variable representing the interaction of 
$JH�	�3HUFHLYHG�(DVH�RI�8VH��LV�!�����DW�0.098, there is QR�VLJQL¿FDQW�HYLGHQFH 
WKDW�DJH�KDV�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�3HUFHLYHG�(DVH�RI�8VH�RQ�3HUFHLYHG�
8VHIXOQHVV�
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���'RHV�DJH�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�7UXVW�RQ�3HUFHLYHG�8VHIXOQHVV"

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) 4.399 .531 8.292 .000
Age -.053 .013 -.833 -3.992 .000
Trust .012 .143 .015 ���� .931
$JH��7UXVW .012 .004 ���� 3.159 .002
D��'HSHQGHQW�9DULDEOH��3HUFHLYHG�8VHIXOQHVV

6LQFH�WKH�VLJQL¿FDQFH�RI�WKH�$JH7UXVW (the variable representing the interaction of 
$JH�	�7UXVW��LV�������DW�0.002, there is VLJQL¿FDQW�HYLGHQFH that age does have a 
PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�7UXVW�RQ�3HUFHLYHG�8VHIXOQHVV�

���'RHV�DJH�KDYH�D�PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�7UXVW�RQ�3HUFHLYHG�(DVH�RI�8VH"

&RH൶FLHQWVa

Model
Unstandardized
&RH൶FLHQWV

Standardized 
&RH൶FLHQWV t Sig.

B Std. Error Beta
1 (Constant) 2.531 ���� 3.338 .001
Age -.023 .019 -.268 -1.211 ����
Trust ���� .205 .415 ����� .021
$JH��7UXVW .002 .005 .083 .344 ����
D��'HSHQGHQW�9DULDEOH��3HUFHLYHG�(DVH�RI�8VH

6LQFH� WKH� VLJQL¿FDQFH� RI� WKH�$JH7UXVW (the variable representing the interaction 
RI�$JH�	�7UXVW�� LV�!�����DW�0.731, there is QR�VLJQL¿FDQW�HYLGHQFH that age has a 
PRGHUDWLQJ�H൵HFW�RQ�WKH�LPSDFW�RI�7UXVW�RQ�3HUFHLYHG�(DVH�RI�8VH�

5. DISCUSSION ON FINDINGS

)URP� WKH� DQDO\VLV� FRQGXFWHG�� LW� FDQ�EH� VXPPDUL]HG� WKDW�7UXVW��3HUFHLYHG�(DVH�RI�
8VH� DQG� 3HUFHLYHG�8VHIXOQHVV� DUH� WKH� WKUHH�PDMRU� IDFWRUV� LPSDFWLQJ� DGRSWLRQ� RI�
RQOLQH�EDQNLQJ�DPRQJ� WKH�FXVWRPHUV� LQ�'KDND��7KH�VWXG\� IRXQG� WKDW� WUXVW�KDYH�D�
SRVLWLYH� H൵HFW� RQ� UHVSRQGHQWV¶� DWWLWXGH� WR� XVH� RQOLQH� EDQNLQJ�� WKRXJK� LW� GRHV� QRW�
have any impact on determination to use online banking. It has a positive correlation 
ZLWK�SHUFHLYHG�XVHIXOQHVV��7KH�¿QGLQJV�DUH� VXSSRUWHG�E\� WKH�¿QGLQJV�RI�SUHYLRXV�
VWXGLHV�GLVFXVVHG�LQ�WKH�OLWHUDWXUH�UHYLHZ�VHFWLRQ��<RXVDI]DL�HW�DO���������.HVKDUZDQL�
	�6LQJK�%LVKW��������$KPDG�	�$O�]X¶EL��������&RXWR�HW�DO����������7KHVH�¿QGLQJV�
DUH�DOVR�FRQJUXHQW�ZLWK�WKH�LQVLJKWV�UHDOL]HG�IURP�WKH�EDQNLQJ�H[SHUWV��$FFRUGLQJ�WR�
WKH�LQGXVWU\�H[SHUWV��SHRSOH�DUH�YHU\�VHQVLWLYH�DERXW� WKHLU� LPSUHVVLRQV�RI�¿QDQFLDO�
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services. Trust is paramount and the cornerstone in the online banking equation no 
matter how reputed the bank is. If customers do not trust online platforms in general, or 
WKH�RQOLQH�SODWIRUP�RI�WKH�UHVSHFWLYH�EDQN�WKH\�ZLOO�QRW�FRQGXFW�¿QDQFLDO�WUDQVDFWLRQV�
RQOLQH��2QOLQH� EDQNLQJ� JLYHV� FXVWRPHUV� WZR� HVVHQWLDO� EHQH¿WV� �� FRQYHQLHQFH� DQG�
prompt service. However, lack of trust isn’t the only reason for low adoption of 
online banking. Another important reason is the lack of knowledge about what online 
banking is and what can be done with it.

The study also found that, age of the user is strongly positively correlated with 
perceived ease of use and perceived usefulness. Similar insights were found from the 
banking experts. According to them, most people who use online banking facilities are 
below 40 years of age making age an important predictor of usage of online banking. 
Technological soundness in general is a key determinant in user’s perceived ease of 
use. Besides, the usage of online banking service is closely related to smartphone 
penetration in the country. The age group that heavily use online banking service are 
the same age group with high smartphone usage penetration.

7KLV�VWXG\�IRXQG�SHUFHLYHG�XVHIXOQHVV�KDV�H൵HFW�RQ�XVHU¶V� LQWHQWLRQ� WR�XVH�RQOLQH�
EDQNLQJ�LQ�QHDU�IXWXUH��2QH�RI�WKH�LQGXVWU\�H[SHUWV�VKDUHG�DQ�LQGLFDWRU�WKDW�TXDQWL¿HV�
this – by tracking the frequency of a user’s logging in activities to the app. If he or 
she logs in more than two times in a day, that indicates an intention to use due to trust 
in online banking.

According to the experts, customer’s distance to the closest branch of the bank or 
closest designated branch of the bank is also an important factor. This is because 
customers prefer online banking only as a lesser alternative to physical banking.

One very frequent issue that arises during online banking is transactions initiated 
E\� WKH� XVHU� EHLQJ�21�+2/'�RQ� WKH� XVHU�HQG��7KLV� KDSSHQV� GXH� WR� D� QXPEHU� RI�
reasons like bank server issues, settlement issues (since transactions are often settled 
the next day, rather than instantaneously). And settlement issues happen due to 
downtime in three banking networks operated by Bangladesh Bank- NPSB (National 
Payment Switch Bangladesh), RTGS (Real-time Gross Settlement System), and 
%()71� �%DQJODGHVK�(OHFWURQLF� )XQG�7UDQVIHU�1HWZRUN���7KHVH� LVVXHV� DUH� VRUWHG�
out by Bangladesh Bank within 120 days. Interestingly, transactions don’t happen 
instantaneously in physical banking either. However, the gripes of the customers in 
online banking situations arise primarily from a sense of distrust or insecurity from 
the absence of a physical receipt or invoice. The reason according to the expert is - as 
a nation, we haven’t yet become used to paperless transactions.

)XUWKHUPRUH��VLQFH�HYHU\�WUDQVDFWLRQDO�DFWLYLW\��H�J��FUHGLW�FDUG�ELOO�SD\PHQW�YV��IXQG�
transfer) requires separate set of steps, online banking becomes even less convenient. 
This inconvenience negatively impacts the perceived ease of use of online banking, 
and ultimately hinders its adoption.
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6. CONCLUSION

According to the analysis, it is evident that trust, perceived ease of use and perceived 
usefulness have positive impact on one another. When a certain factor triggers positive 
growth in one, it translates into the other two. The research suggests that people 
have become much more tech savvy and convenience is the key factor in driving 
HPEUDFLQJ� RI� GLJLWDO� SURGXFWV�� 3HUFHLYHG� (DVH� RI� 8VH� DQG� 3HUFHLYHG� 8VHIXOQHVV�
of online banking has increased customer satisfaction and their attitudes towards 
adopting online banking. Technology Acceptance Model addressed a few factors that 
LQÀXHQFH�WKH�XVDJH�RI�RQOLQH�EDNLQJ��%XW�WKHUH�DUH�VRPH�VRFLDO�IDFWRUV�DV�ZHOO��7KHUH�
DUH�VLJQL¿FDQW�GL൵HUHQFHV�LQ�WKH�QXPEHU�RI�RQOLQH�EDQNLQJ�XVHUV�DPRQJ�GL൵HUHQW�DJH�
groups, genders, income level and profession. Still a lot of customers are not using 
the online banking service. It can be hoped that a portion of them have a mindset of 
XVLQJ�LW�VRRQ��7KH�VKLIW�LQ�VRFLR�FXOWXUDO�G\QDPLFV�DQG�WKH�LQLWLDWLRQ�RI�(�ZDOOHW�ZLOO�
play a vital role in accelerating the number of users of online banking services.

Though, now young generation is adopting it more, lack of trust regarding security 
is a big issue. Another important reason is the lack of knowledge about what online 
banking is and what can be done with it. Most of the customers are not aware. They 
do not know through online banking they can avail most of the services for which 
they go to branch. There is also a pre-conceived notion of complexity in customers’ 
mind. They do not use it thinking that doing banking online is a complicated thing.

+HQFH�� )XWXUH� VWXGLHV� FDQ� EH� FRQGXFWHG� LQFRUSRUDWLQJ� µDZDUHQHVV¶� DV� D� IDFWRU� RI�
adoption of online banking with TAM. Besides, the underlying objective of this 
research is much more closely related to our socio-cultural condition. TAM cannot 
truly address all the factors that are contributing to the adoption of online banking 
VHUYLFH�LQ�WKLV�FRXQWU\��)XWXUH�VWXGLHV�FDQ�DOVR�EH�GRQH�WR�DVVHVV�WKH�LPSDFW�RI�VRFLDO�
and cultural factors in adoption of online banking with TAM. 



$QDO\]LQJ�)DFWRUV�$൵HFWLQJ�$GRSWLRQ�RI�2QOLQH�%DQNLQJ�$PRQJ�WKH�&RQVXPHUV�RI�'KDND�&LW\�8VLQJ�7HFKQRORJ\�$FFHSWDQFH�0RGHO��7$0� 133

REFERENCES

$KPDG�� +�� 	�$O�]X¶EL��$�� �������� ³'HWHUPLQDQWV� RI� ,QWHUQHW� %DQNLQJ�$GRSWLRQ�
DPRQJ� &XVWRPHUV� RI� &RPPHUFLDO� %DQNV�� $Q� (PSLULFDO� 6WXG\� LQ� WKH� -RUGDQLDQ�
Banking Sector”. International Journal of Business and Management. 11. 95. 
10.5539/ijbm. v11n3p95.

$OL��0��0�� �������� ³(�%XVLQHVV� DQG� RQOLQH� EDQNLQJ� LQ�%DQJODGHVK��$Q�$QDO\VLV��
$PHULFDQ�,QWHUQDWLRQDO�8QLYHUVLW\�%DQJODGHVK´��2൶FH�RI�5HVHDUFK�DQG�3XEOLFDWLRQV�
(ORP), AIUB Bus Econ Working Paper Series. No 2010-03, http://orp.aiub.edu/
abewps-2010.

$PHU��$��	�6KDK]DG��4����������³)DFWRUV�D൵HFWLQJ�WKH�DGRSWLRQ�RI�LQWHUQHW�EDQNLQJ��D�
systematic literature review”. International Journal of Business Information Systems 
(IJBIS). 28(1): 95-124.

$QJHODNRSRXORV��*���0LKLRWLV��$����������³(�EDQNLQJ��FKDOOHQJHV�DQG�RSSRUWXQLWLHV�
in the Greek banking sector”. (OHFWURQLF�&RPPHUFH�5HVHDUFK���������±�����KWWSV���
GRL�RUJ����������V�����������������

$]DP��0�6����������³,PSOHPHQWDWLRQ�RI�%�&�(�FRPPHUFH�LQ�%DQJODGHVK��7KH�H൵HFWV�
RI� EX\LQJ� FXOWXUH� DQG� (�LQIUDVWUXFWXUH´�� $GYDQFHV� LQ� *OREDO� %XVLQHVV� 5HVHDUFK. 
�����������������

%DJR]]L��5�� 3���'DYLV�� )��'���:DUVKDZ��3��5�� �������� ³'HYHORSPHQW� DQG� WHVW� RI� D�
theory of technological learning and usage”. +XPDQ�5HODWLRQV�������������±����

Bangladesh Bank. (2020). Retrieved May 8, 2020, from bb.org.bd: https://www.
bb.org.bd/ fnansys/paymentsys/bach.php.

%UDGOH\�� /�� 	� 6WHZDUW�� .�� �������� ³$� 'HOSKL� RI� ,QWHUQHW� EDQNLQJ´�� Marketing 
Intelligence & Planning�����������������������������������������

BTRC. (2020). Retrieved May 8, 2020, from www.btrc.gov.bd: http://www.btrc.gov.
bd/ content/internet-subscribers-bangladesh-february-2020.

&KHQJ�7�&�(���/DP�'�<�&���	�<HXQJ�$�&�/����������³$GRSWLRQ�RI�,QWHUQHW�EDQNLQJ��
an empirical study in Hong Kong”. Decision Support System. 2006; 42(3):1558-
������

&RUQHOLD�� 3�� *��� 	� *HRUJLDQD�� &�� �������� ³7KH� 5ROH� RI� ,QIRUPDWLRQ� 7HFKQRORJ\�
on the Banking Industry”. 2YLGLXV�8QLYHUVLW\�$QQDOV�� (FRQRPLF� 6FLHQFHV� 6HULHV, 
2011;1:1659-1661.

&RXWR��-���%RUJHV�7LDJR��0��	�7LDJR��)����������³$Q�DQDO\VLV�RI�,QWHUQHW�%DQNLQJ�
in Portugal: the antecedents of mobile banking adoption”. International Journal of 
$GYDQFHG�&RPSXWHU�6FLHQFH�DQG�$SSOLFDWLRQV��������������,-$&6$�������������

'DYLV��)�'����������³3HUFHLYHG�XVHIXOQHVV��SHUFHLYHG�HDVH�RI�XVH��DQG�XVHU�DFFHSWDQFH�
of information technology”. MIS Quarterly. 13:319–339. 



Journal of Business Administration, Vol. 41, No. 1, June, 2020 (published in August, 2020)134

)XHQWHV��5��	�+HUQiQGH]�0XULOOR��5��	�/OREHW��*����������³6WUDWHJLF�2QOLQH�%DQNLQJ�
Adoption”. Journal of Banking & Finance��������������VVUQ��������

-D\DZDUGKHQD��&���	�)ROH\��3����������³&KDQJHV�LQ�WKH�EDQNLQJ�VHFWRU�±�WKH�FDVH�RI�
,QWHUQHW�EDQNLQJ�LQ�WKH�8.´��,QWHUQHW�5HVHDUFK��(OHFWURQLF�1HWZRUNLQJ�$SSOLFDWLRQV�
and Policy. 10(1), 19-30.

.HVKDUZDQL��$�� DQG� 6LQJK� %LVKW�� 6�� �������� ³7KH� LPSDFW� RI� WUXVW� DQG� SHUFHLYHG�
risk on internet banking adoption in India: An extension of technology acceptance 
model”, International Journal of Bank Marketing. 30(4):303-322. https://doi.
org/10.1108/02652321211236923.

/HH��.��:���7VDL��0��7���	�/DQWLQJ��0��&��/����������³)URP�PDUNHWSODFH�WR�PDUNHWVSDFH��
Investigating the consumer switch to online banking”. (OHFWURQLF�&RPPHUFH�5HVHDUFK�
and Applications. 10(1). https://doi.org/10.1016/j.elerap.2010.08.005.

/HJULV�� 3��� ,QJKDP�� -��� 	�*ROOHUHWWH�� 3�� �������� ³:K\� GR� SHRSOH� XVH� LQIRUPDWLRQ�
technology? A critical review of the technology acceptance model”. Information & 
Management. 40(3):191–204.

Malhotra, N. K. (2019). 0DUNHWLQJ�5HVHDUFK��$Q�$SSOLHG�2ULHQWDWLRQ���WK�HGLWLRQ. 
3HDUVRQ�(GXFDWLRQ�

0LD��+���5DKPDQ��0��$���	�8GGLQ��0����������³(�%DQNLQJ��(YROXWLRQ��6WDWXV�DQG�
Prospect”. -RXUQDO�RI�,&0$%. 35.

1DVUL��:����������³)DFWRUV�LQÀXHQFLQJ�WKH�DGRSWLRQ�RI�LQWHUQHW�EDQNLQJ�LQ�7XQLVLD´��
International Journal of Business and Management. 6(8):143-160.

2OVRQ��-�5���	�%R\HU��.�.�� ��������³)DFWRUV� LQÀXHQFLQJ� WKH�XWLOL]DWLRQ�RI� LQWHUQHW�
SXUFKDVLQJ�LQ�VPDOO�RUJDQL]DWLRQV´��Journal of Operations Management. 21(2):225–
245.

2UXo�� g�� (��� 	�7DWDU�� d�� �������� ³$Q� LQYHVWLJDWLRQ� RI� IDFWRUV� WKDW� D൵HFW� LQWHUQHW�
banking usage based on structural equation modeling”. &RPSXWHUV� LQ� +XPDQ�
Behavior. 66:232-235.

3LMSHUV��*���%HPHOPDQV��7���+HHPVWUD��)���	�0RQWIRUW��.����������³6HQLRU�H[HFXWLYHV�
use of information technology”. Information and Software Technology. 43(15):959–
����

3RODVLN�� 0�� 	� :LVQLHZVNL�� 7�� �������� ³(PSLULFDO� DQDO\VLV� RI� LQWHUQHW� EDQNLQJ�
adoption in Poland”. International Journal of Bank Marketing������������

5DKDPDQ�� 0�� 0�� �������� ³(OHFWURQLF� EDQNLQJ� LQ� %DQJODGHVK�� $Q� DQDO\VLV� RI�
present scenario, prospects and problems”. ,QWHUQDWLRQDO�-RXUQDO�RI�&RPPHUFH�DQG�
0DQDJHPHQW�5HVHDUFK. 2(9): 53-61.

5RWFKDQDNLWXPQXDL��6��	�6SHHFH��0����������³%DUULHUV�WR�,QWHUQHW�EDQNLQJ�DGRSWLRQ��
a qualitative study among corporate customers in Thailand”. International Journal 
of Bank Marketing. 21. 312-323.



$QDO\]LQJ�)DFWRUV�$൵HFWLQJ�$GRSWLRQ�RI�2QOLQH�%DQNLQJ�$PRQJ�WKH�&RQVXPHUV�RI�'KDND�&LW\�8VLQJ�7HFKQRORJ\�$FFHSWDQFH�0RGHO��7$0� 135

6]RSLQVNL��7����������³)DFWRUV�D൵HFWLQJ�WKH�DGRSWLRQ�RI�RQOLQH�EDQNLQJ�LQ�3RODQG´��
-RXUQDO�RI�%XVLQHVV�5HVHDUFK����������M�MEXVUHV�������������

7DNLHGGLQH�� 6�� 	� 6XQ�� -�� �������� ³,QWHUQHW� %DQNLQJ� 'L൵XVLRQ��$� &RXQWU\�/HYHO�
Analysis”. (OHFWURQLF� &RPPHUFH� 5HVHDUFK� DQG� $SSOLFDWLRQV. 14. 10.1016/j.
elerap.2015.06.001.

7D\ORU��6���	�7RGG��3����������³8QGHUVWDQGLQJ�LQIRUPDWLRQ�WHFKQRORJ\�XVDJH��D�WHVW�
of competing models”. ,QIRUPDWLRQ�6\VWHPV�5HVHDUFK������������

9HQNDWHVK��9��� 	� 'DYLV�� )�'�� �������� ³$� WKHRUHWLFDO� H[WHQVLRQ� RI� WKH� WHFKQRORJ\�
DFFHSWDQFH�PRGHO��IRXU�ORQJLWXGLQDO�¿HOG�VWXGLHV´��Management Science. 46(2):186-
204.

<RXVDI]DL�� 6��� )R[DOO�� *�� 	� 3DOOLVWHU�� -�� �������� ³6WUDWHJLHV� IRU� EXLOGLQJ� DQG�
FRPPXQLFDWLQJ� WUXVW� LQ� HOHFWURQLF� EDQNLQJ�� $� ¿HOG� H[SHULPHQW´�� Psychology & 
Marketing. 22(2): 181-201.

=DPDQ�� )��	�&KRZGKXU\�� 3�� �������� ³7HFKQRORJ\� GULYHQ� EDQNLQJ� LQ�%DQJODGHVK��
Present status, future prospects and challenges”. BUP Journal�������������������


