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Abstract

The objective of this study is to determine bank customers’ awareness of Internet banking and the
effect of trust and customer loyalty on Internet banking adoption intentions. The study employed
the survey research design. The population of the study consisted of university students in Ghana.
The convenience sampling technique was used to select the respondents. Data were analysed us-
ing multiple regression. The findings indicate that the respondents are aware of Internet banking.
Additionally, the study found awareness, trust and customer loyalty as antecedents of Internet
banking adoption. Recommendations have been provided at the end of the study.
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1. Introduction

Some decades ago, almost all service encounters were in the form of personal meetings between a service pro-
vider and a customer. Today banking on the Internet, with no or limited interpersonal contact between the ser-
vice provider and the customer, has for many people become the most important way to interact with their banks.
Internet banking has become a very common service that is provided by most of the commercial banks in Ghana.
Internet services adopted by banks in this dynamic era give banks a superior edge over its competitors and sa-
tisfy customers better [1]. Internet banking allows customers of financial institutions to conduct financial trans-
actions on a secured website operated by the institution, which can be a retail, virtual bank or credit union [2].
Internet banking offers an “Internet portal”, through which customers can use different kinds of banking services
ranging from bill payment to making investments with the exception of cash withdrawals [3].

In spite of the numerous benefits that Internet banking offers customers, Internet banking penetration and
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awareness among bank customers in Ghana appear to be low [4]. Again, like most information system studies,
researches on Internet banking adoption have employed the technology acceptance model [5]. However, in terms
of explaining security factors that can affect users’ general acceptance for information system like Internet
banking, the model is limited. The extant literature has identified customer loyalty as a critical factor in con-
sumer behavioural patterns. However, little is known about the role of customer loyalty in Internet banking
adoption. The objective of this study, therefore, is to find bank customers’ awareness of Internet banking the ef-
fect of trust and customer loyalty in Internet banking adoption intention. The rest of the paper is divided as fol-
lows: Section 2 focuses on literature review while Section 3 presents the methodology employed; Section 4 pre-
sents the findings of the study while the Section 5 focuses on the discussions and conclusions.

2. Literature Review
2.1. Internet and Internet Banking

Internet banking is the situation where customers can access their bank account via the Internet using a PC or
mobile phone and web-browser [6]. It is a means through which customers of the bank have access to their ac-
count always at any time and any place that the service is available through the Internet. The Internet can also be
referred to as “a type of global information infrastructure consisting of computer hardware and software that is
characterized as both general and open” [7]. In this case, general means that Internet was not designed for a spe-
cific set of services. Since all specifications required using the Internet is publicly available, it can also be de-
scribed as “open”. Further on, “the Internet” will refer both to the Internet “itself” and to information and com-
munication technologies (i.e. the systems behind the Internet technology).

Internet banking is developed to help banks deliver services and products better, faster, and cheaper. It enables
customers to browse essential bank products and services seven days a week through their personal computers
[8]. It allows consumers to perform banking transactions over the Internet anywhere and anytime. Internet
banking enables customers to transfer funds, download and print statements, request for cheque book and sav-
ings withdrawal booklet, establish and modify standing orders and make payments through the Internet among
others.

The Reserve Bank of India classified Internet banking services into three basic types. They are; the informa-
tional, communicative and transactional Internet banking services. Informational Internet banking is a basic type
of Internet banking that provides comprehensive bank products and services information [9]. It provides back-
ground and history of the bank, organizational structure, affiliated entities in the banking group and available
corporate, retail and specialized banking facilities [10]. This type of Internet banking does not involve any ex-
ecution of transactions [10]. The bank provides Internet users with basic information through hyperlinks. Com-
municative Internet banking is the second type of Internet banking that allows customers to have some interac-
tions with bank system such as to submit their applications and queries for different Internet banking services,
but it does not allow money transactions between accounts. Similar to informational Internet banking, it does not
involve execution of transactions. Since the web server of communicative Internet banking is linked with the in-
ternal network of a bank, it is at a higher security risk compared to informational Internet banking services.

Transactional Internet banking is the third type of Internet banking that allows the customers to transfer funds,
make payments, and update personal information [11]. The server and the internal network of the bank’s out-
sourcers pose the highest security risk and deserve the strongest controls [11]. Security and safety, confidentiali-
ty and privacy issues of the customers’ accounts are critical. The accuracy and integrity of transaction records
need to be ensured at all time.

From the banks point of view, [12] postulates that Internet offers opportunities to create service processes that
demand few internal resources, and therefore lower the costs. Since Internet has no restrictions in location or
hours of operations it also provides wider availability and a possibility to reach more customers. Real-time ad-
justments to a bank’s offerings are possible, since the information presented on the Internet site can be updated
at any time. On the Internet however, the bank cannot differentiate the character of the branch from those of
competitors. Instead it will be important to differentiate the service, concentrating on things like security, design
and user friendliness of the Internet bank as well as creation of sustainable personal relationships with their cus-
tomers. The absence of face-to face contact might give customers a feeling of uncertainty and risk [13] and a lot
of reassurance might be needed before they will hand over personal details and preferences. Ref. [14] reported
that although Internet banking reduces the distance between customers and banks, the technology does not help
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those customers who prefer face-to-face communication, especially for older people who may be reluctant to use
the Internet. Nevertheless, it is important for the bank to show that it deserves the customers trust [15], by using
secure transaction software, provide clear explanations of the level of security and deliver one’s promises. A re-
duction in the percentage of customers visiting banks with an increase in alternative channels of distribution will
also minimize the queues in the branches [16]. Increased availability and accessibility of more self-service dis-
tribution channels help bank administration in reducing the expensive branch network and its associate staff over-
heads. Bank employees and office space that are released in this way may be used for some other profitable ven-
tures [17]. This ultimately leads towards improved customer satisfaction and the institution’s bottom line [16].

Customers generally enjoy accessibility and convenience with Internet banking services. For the customer In-
ternet enhances the possibility to take more part in the process of service production and consumption and to af-
fect the performance of the financial service [18].

This is because the customer himself/herself to a great extent carries out services on the Internet, instead of
the branch personnel [12]. Since Internet is not constrained by either location or time [7], it is possible to make
use of a service provided on the Internet from off-site locations at any time, therefore, the customer does not
need to travel to the bank to consume a service. Another feature of the Internet is that it increases the transpa-
rency because it offers the customer a possibility of getting a total view of banks available in the market. It
enables the customer to obtain information on various competing services, which makes it possible to compare
them and then select the one that best meets his or her requirements [19]. Therefore, creating loyalty among
customers might be even more important in online banking than in conventional banking.

2.2. Factors Influencing Internet Adoption

Ref. [20] identified four characteristics (Ease of use, usefulness, cost saved and self-control) that determine the
customer acceptance of e-banking services. These are as follows:

2.2.1. Accessibility

Accessibility is defined as the ability and the ease of users to access information and services from the web or
device providing the service. This is dependent on many factors. These include the content format; the user’s
hardware, software and settings; Internet connections; the environmental conditions and the user’s abilities and
disabilities [21]. The techniques and approaches that create more accessible web pages for people also address
many other access issues such as download speed and discoverability. Ref. [21] revealed that reliable/ prompt
responses, attentiveness, and ease of use had considerable impacts on both customers perceived overall service
quality and satisfaction. It also indicated that there is a significant positive relationship between overall service
quality and satisfaction.

2.2.2. Customer Loyalty

Ref. [22] defines customer loyalty as a deeply held commitment to re-buy or re-patronize a preferred product/
service consistently in the future, thereby causing repetitive same-brand or same brand-set purchasing, despite
situational influences and marketing efforts having the potential to cause switching behavior. Ref. [23] also de-
fined customer loyalty as the deep commitment to a product, service, brand or organization. Ref. [23] notes that
loyal customers show constraint-based loyalty, which means that, they are passive and afraid of changing banks
because it could be difficult or they do not see any good alternatives.

2.2.3. Trust

In business studies, trust has been found to be important for building and maintaining long-term relationships.
Electronic exchanges are believed to present numerous risks to customers while trust appears to be especially
important for creating loyalty when the perceived level of risk is high [24]. As a result Ref. [25] noted that trust
has been identified as key to customer loyalty especially in the area of e-commerce, because it is crucial whe-
rever risk, uncertainty and interdependence exist. The banking sector is strongly associated with high levels of
trust related to security and privacy issues in the physical environment. Ref. [25] stated that trust is an important
consideration in the development and fostering of e-commerce relations in the context of knowledge-based
economy. Lowering perceived risks associated with online transactions as well as maintaining transaction trust is

vital keys to attracting and retaining customers.
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3. Methodology

This study employed the survey research design. This was to enable the researchers employ statistical technique
to analyse the data and general the findings. The population of the study consists of University students in Gha-
na. The students were selected from the University of Ghana (UG), Central University College (CUC) and Uni-
versity of Professional Studies, Accra (UPSA). This population was chosen because the students were willing to
participate in the study. The convenience sampling technique was used to select the respondents; this decision
was based on accessibility and availability of the students. The sample size for the study was 300 and this num-
ber is appropriate for multiple regression. Questionnaire was the main instruments for data collection. The ques-
tionnaire was developed based on the existing literature. The items were measured on a likert scale of 1 (strong-
ly disagree) to 5 (strongly agree). Data were analysed using multiple regression. This was to enable the re-
searchers test the relationship between the independent variables (accessibility trust and loyalty) and the depen-
dent variable (Internet banking adoption).

4. Presentation of Findings
4.1. Demographics Profile of Respondents

The respondents’ gender as displayed in Table 1 clearly indicates that 54% of the total respondents who consti-
tuted a slight majority were males whilst the remaining 46% were females. This indicates that there was a good
representation of both genders in the sample.

The study also ascertained the ages of the respondents. The results in Table 2 shows that about 80.3% of res-
pondents were in the age category of 18 - 30 years, followed by about 13.3% in the age bracket of 31 - 40 years,
4.7% in the 41 - 50 age category, and finally, 1.7% of respondents being between 51 - 60 years. Collectively, the
table shows that all the respondents were in the economically active population, which suggests that most of
them are engaged in some form of income generating activities and hence have appreciable knowledge about the
questions being asked in relation to the purpose of this study.

Table 3 highlights the occupational and income distribution of the respondents. The occupational distribution
of the respondents had 6.3% being public sector workers, 10.0% being private sector workers, 8.7% being self-
employed whilst 3.0% are unemployed, 72% forming the majority were full time students. The income distribu-
tion also showed that about 28.2% of respondent earned an income above GHC 500, whilst 49.6% earned in-
comes below GHC 500. The remaining 22.1% earned no income.

Table 1. Gender equity of respondents.

Profile Category Frequency Percent
Male 162 54%

Gender Female 138 46%
Total 300 100%

Source: Fieldwork, 2014.

Table 2. Age distribution of respondents.

Profile Category Frequency Percent
18- 30 241 80.3%
31-40 40 13.3%
Age 41-50 14 4.7%
51-60 5 1.7%
Total 300 100.0%

Source: Fieldwork, 2014.
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Table 3. Occupational and income equity of respondents.

Profile Category Frequency Percent
Public sector 19 6.3%
Private sector 30 10%
Self employed 26 8.7%
Occupation
Unemployed 9 3.0%
Full time student 216 72%
Total 300 100.0%
Profile Category Frequency Percent
Below GHC100 43 14.8%
GHC100-499 101 34.8%
GHC500-999 63 21.7%
Income GHC1000-1999 10 3.4%
GHC2000 or more 9 3.1%
N/A 64 22.1%
Total 300 100.0%

Source: Fieldwork, 2014.

4.2. Respondents’ Level of Awareness of Internet Banking Services

The respondents were asked whether they were familiar with Internet services provided by their banks. From the
table above, it is seen that 247 of the respondents which represents 82.3% of the sample were familiar with the
Internet services that their banks while 53 respondents representing 17.7% were not aware (see Table 4). This
result shows that most of the students were aware of the Internet services their banks provided.

Furthermore, the research asked if the students were aware of the fact that they could make bank balance en-
quiry via the bank’s Internet banking services. From the Table 5, it is seen that 253 of the respondents which
represents 84.3% of the sample were aware that they could make bank balance enquiry via their bank’s Internet
banking service while 47 respondents representing 15.7% were not aware. This result shows that most of the
students were aware of the Internet services their banks provided and how they could make use of it.

With reference to the question asked concerning their knowledge of fund transfer via Internet banking servic-
es, 97.6% which is 235 of our 300 respondents were aware of this service while the remaining 7 were not aware
(see Table 6).

When asked about student awareness of payment through Internet banking services, 290 of the respondents
(96.7%) responded positively while 10 (3.3%) had a negative response to this question. This is shown in Table 6
above, where the responses are shown in frequency and percentages (see Table 7).

4.3. The Regression Model

Analysis of variance (ANOVA) was performed to determine the suitability of the proposed model. The outcome
shows the proposed model was suitable in explaining the relationship (F = 75.286, P = 0.000). The adjusted R
was 0.127 indicating that the model correctly explains Internet banking adoption by 12.7%.

From Table 8, the regression model can be written as; Internet banking adoption = 0.256 + 0.617 accessibility
+0.379 trust + 0.260 loyalty. Further analysis shows that, when all other variables are held constant, a change in
the accessibility will cause patronage to change by 0.292. Similarly, when all other variables are held constant, a
change in the trust will cause patronage to change by 0.382 also in the same direction. And lastly, when all other
variables are held constant, a change in the loyalty level will cause patronage to change by 0.172 in the same di-
rection. The contributions of all the independent variables are statistically significant in the determining of the
patronage of Internet banking service. The P-value which is 0.00 is less than our significant level of 0.05 and
hence making each independent variable important in the model.
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Table 4. Familiarity with the Internet services provided by the bank.

Category Frequency Percent
Yes 247 82.3%
No 53 17.7%

Total 300 100.0%

Source: Fieldwork, 2014.

Table 5. 1 am aware | can make bank balance enquiry via my bank’s Internet banking service.

Category Frequency Percent
Yes 253 84.3%
No 47 15.7%
Total 300 100.0%

Source: Fieldwork, 2014.

Table 6. 1 know | can transfer funds via the bank’s Internet banking service.

Category Frequency Percent
Yes 293 97.6%
No 7 2.4%

Total 300 100.0%

Source: Fieldwork, 2014.

Table 7. 1 am aware | can make payment using my bank’s Internet banking service.

Category Frequency Percent
Yes 290 96.7%
No 10 3.3%

Total 300 100.0%

Source: Fieldwork, 2014.
Table 8. Coefficients.

Unstandardized coefficients Standardized coefficients

Model T Sig.
B Std. error Beta
(Constant) 0.256 0.139 1.834 0.068
Accessibility 0.617 0.105 0.292 5.859 0.000
Trust 0.379 0.049 0.382 7.738 0.000
Loyalty 0.260 0.069 0.178 3.773 0.000

Source: Fieldwork, 2014.

5. Discussion of Results

Bank technological services, such as checking account balance on phone, availability of ATM’s and database
management systems, are aimed ultimately at giving greater value to the customer [26]. Ref. [27] stated that
students considered the use of electronic banking among others as very important reasons for maintaining an
account with their banks. In this case, our study is consistent with their findings. The study found that students
were aware of Internet banking services and mostly used it in banking transactions.

The first specific objective of the study was to determine the level of awareness of Internet banking among

188
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bank customers. The study found that majority of respondents had a good level of awareness of Internet banking
services of their banks. This can be explained by the fact that 89.3% and 85.3% of the respondents subscribe and
use Internet banking services, respectively. Also 82.3% of the total 300 respondents said that they were familiar
with the Internet services provided by their banks; 97.6% of the respondents affirmed they could make bank
balance enquiry via their bank’s Internet banking services. From the results, it can be concluded that the respon-
dents are generally aware of the Internet banking services that are provided by their banks.

The study also examined the relationship between Internet banking patronage and accessibility, trust and cus-
tomer loyalty among bank customers in Ghana. In order to get solid basis on establishing a relationship, between
the variables of interest, Bivariate Correlation analysis was performed. The “Pearson’s R” represents the correla-
tion coefficient between the variables tested and the “Sig. value” gives an indication on whether the relationship
“linkage” established between the variables is significant or not. The results indicate that there is a positive rela-
tionship between student patronage of Internet banking services and loyalty to their banks. This also means that
a student’s loyalty could be determined by knowing their patronage of the Internet banking service. Customers
with high patronage of Internet banking service show that they have a high level of loyalty to their bank and vice
versa. This outcome confirms Ref. [28] which reveals that e-banking services have a positive effect on customer
loyalty. Ref. [20] also observed that the increased use of Internet banking did affect loyalty, even though it was
difficult to draw any specific conclusions from this survey about how it affected loyalty. In another related study
which confirmed the current outcome, Ref. [23] gathered evidence from German consumers which suggested
that online bank customers were more loyal. They have a higher probability to consider their main bank for the
purchase of an additional financial service. The results also show that trust and accessibility are key in Internet
banking adoption. Therefore, the banks need to ensure that their Internet banking services are available and ac-
cessible to their target audience. Again, the Internet banking system must be secured; this will reduce the per-
ceived risk associated with Internet banking which will result in increase in patronage of Internet banking ser-
vices.
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