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Abstract: The purpose of this research was to determine the customer perception toward an ABC internet
banking and to determine the factors influencing acceptance level of internet banking by customers of ABC
bank in Bandung Indonesia. There are six diunensions being used in this research to measure the customer
acceptance level of mternet banking. The dimensions are perceived usefulness, perceived ease-of-use,
perceived enjoyment, amount of mformation on online banking, security and privacy and quality of internet
comnection. The data were collected by using purposive samplingby choosing the individuals which met the
certain characteristics, in this case customers of ABC bank m Bandung Indonesia. There were 400 respondents
were taken in this research. The analysis method was descriptive analysis and path analysis using the program
of SPSS Ver. 17. The study found that the customer perception toward ABC internet banking was good and all
of the six dimensions were significantly influencing the behavioral intention. Perceived ease-of-use dimension
had the greatest influence on behavioral intention. Therefore, the bank should focus and make mmprovements

on this dimension.
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INTRODUCTION

The development of electronic commerce industry
or e-Commerce, especially in Indonesia has spurred
competition in providing a product and services in a
virtual world The development of online business is
supported by a significant improvement of the internet
users. That caused a lot of business people were
mterested in doing online business by looking at
prospective mternet users in Indonesia. Electronic
commerce 18 now hold the promise of a new commercial
revolution by offering an mexpensive and direct way to
exchange mformation and to sell or buy products and
services. This revolution in the market place has made a
revolution in the banking sector for the provision of a
payment system that 1s compatible with the demands of
the electromic marketplace. The term “electronic banking”
or “e-banking” covers both computer and mobile banking.
It refers to the use of information and communication
technology by banks to provide services and manage
customer relationship more quickly and most satisfactorily
(Charity-Commission, 2003). Electronic banking according
to Al-Abed is an umbrella term for the process by which
may perform banking transactions
electromcally without visiting a brick and mortar
institution. Internet banking is defined as the use of
internet to deliver banking activities such as funds

a customer

transfer, paying bills, viewing current and savings
account balance, paying mortgages and purchasing
financial instruments and certificates of deposits
(Singhal and Padhmanbhan, 2008). According to
Henry, in Thulam ef al. (2009), mternet banking refers to
system that enable banking customers to get access to
their account and general information on bank products
and services through the use of bank’s websites without
the mtervention or inconvemnience of sending letters, faxes
original signature and telephone confirmations.

Although, the number of Intermnet users has increased
sigmficantly during recent years, Internet banking has not
yet become popular among Indonesian bank customers.
Tt can be seen by locking at a swvey conducted by
Nielsen in 2012, only 7% of Internet users had used the
Internet for banking transactions and the growth of ABC
internet banking users was small compared to the ABC
mobile banking based on the ABC bank analyst meeting
in2013.

This small growth of intemet banking motivated the
researchers to conduct this research. This study analyzed
the factors influence the acceptance of ABC internet
banking in Bandung. The approach of this research was
based on the extension of the original Technology
Acceptance Model (TAM) founded by Davis. The
extended TAM developed by Pikkarainen et al. (2004)
consisted of six factors, namely: perceived usefulness,
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perceived ease-of-use, perceived enjoyment, information
on online banking, security and privacy and quality of
mnternet connection which would be used in this research.

Problem statements and research questions: Based on
the above discussion, the problem statement 1s as follow:
mternet banking website 15 capable in helping the
customers to conduct almost every transaction anytime
without leaving their places. With the advantages given
by the internet banking, there are still some customers
who do not wanted to use internet banking services with
some consideration.

Given the problem statement above, this study
mtended to answer the following research questions
based on the modified TAM adopted from
Pikkarainen et al. (2004).

What 15 the perception of the customer on Perceived
Usefulness, Perceived Ease-of-use, Perceived Enjoyment,
Information on Online Banking, Security and Privacy and
Quality of Internet Connection?

Are there any influence of Perceived Usefulness,
Perceived Ease-of-use, Perceived Enjoyment, Information
on Online Banking, Security and Privacy and Quality of
Internet Connection to Behavioral Intention? Based on
the research questions, the objective of this study are as
follows:

*  To determine the customer perception on perceived
usefulness, perceived perceived
enjoyment, information on online banking, security
and privacy and quality of internet connection

¢ To determine the influence of perceived usefulness,
perceived perceived  enjoyment,
mformation on online banking, security and privacy
and quality of internet connection to behavioral
intention

ease-of-use,

ease-of-use,

MATERIALS AND METHODS

Literature review and conceptual Model: TAM was
originally proposed by Davis in 1986 to explain the
acceptance of technology. TAM 1s considered as an
mfluential extension Theory of Reasoned Action (TRA),
according to Ajzen and Fishbein (1980). Davis and Davis
proposed TAM to explain why a user accepts or rejects
information technology by adapting TRA.

According to Davis, TAM is an information system
theory that models how users come to accept and use a
technology. There are two main construct in TAM which
determining the actual system usage. Those two
construct are perceived usefulness and perceived ease

| Perceived usefulness I

| Perceived Ease-of-use

[ Perceived enjoyment

Information on
online banking

Online banking use

| Security and privacy

Quality of internet
connection

Fig. 1: Model for consumer acceptance of online banking

| Perceived usefulness L

|Perceived Ease-of-use

[ Perceived enjoyment

Information on
online banking

Online banking use

|Security and privacy

Quality of internet
connection

Fig. 2: Modified conceptual model

of-use. Perceived Usefulness (PU) 13 “the degree to which
an individual believes that using particular system
would enhance his/her job performance” and Perceived
Ease-of-Use (PEOU) 15 “the degree to which an individual
believes that using a particular system would be free of
physical and mental effort”.

The conceptual model of this research is an extension
of Technology Acceptance Model (TAM) made by
Pikkarainen et al. (2004). This extended TAM consists of
six independent factors considered to have significant
influence on acceptance of internet banking. The
independent  variables are perceived usefulness,
perceived ease-of-use, perceived enjoyment, information
on online banking, security and privacy and quality of
internet connection as can be seen on Fig. 1.

Based on Fig. 1, there are six independent variables
which influence the online banking use. To get more
suitable model with the object of the study, the
(2004
framework by changing the dependent variable from
online banking use to behavioral mtentionto use, since
the targeted respondents are the prospective users of
ABC internet banking. Thus the proposed modified model
1s as presented mn Fig. 2.

As can be seen on Fig. 2 this study replaced the
dependent variable online banking use with behavioral
intention. Behavioral intention is an important factor in
predicting someone’s actual behavior m adopting
technologies. According to Ajzen (2006), behavioral

researchers modified the Pikkarainen et al.

1706&



J. Eng. Applied Sci., 12 (7): 1703-1709, 2017

intention is the possibility of a person to perform certain
behaviors and is the major determinant of actual usage
Davis and Warshaw defined Behavioural
intention as the level on which a person intended to use
and adopt a new system. Ajzen (2006) stated that
“Intention is an indication of a person's readiness to

behavior.

perform a given behavior and 1t 1s considered to be the
mmmediate antecedent of behavior™. Some previous
researches (Ajzen, 1985, Ajzen and Fishbein, 1980,
Y1 et al., 2006) had noted that behavioral intention 1s the
major determinant of actual usage behavior. Thus, the
researcher decided to end the construct with behavioral
mtention as the dependent variable.

Perceived usefulness according to Davis is “the
degree to which and mdividual believes that using
particular  system  would enhance  his‘ther  job
performance”. Based on Davis people tend to use an
application if they believe it will improve their job
performance. Davis also found perceived usefulness as a
major factor of behaviour mtention and usage behavior.
A number of studies supported that perceived usefulness
mnfluenced behavioral mtention and had significant effects
on behavioral intention.

Perceived ease-of-use 1s defined as “the degree to
which an individual believes that using a particular
system would be free of physical and mental effort”.
According to Wang a customer will perceive that using
internet banking can be useful when the use of the
service 1s easy for them. They also found that Perceived
ease-of-use had significant effect on behavioral intention.
Perceived ease-of-use affected the consumer’s mtention
to use internet banking also supported by Al-Maghrabi
and Denis and Eriksson. The customer would be more
attracted to use mternet banking if it 1s easier to operate
(Al-Somali et al., 200%).

Perceived Enjoyment according to Davis, Bagozzi and
Warshaw refers to “the extent to which the activity of
using computer is perceived to be enjoyable in its own
right”. According to Suki and Suki, a person would be
more inclined to do or repeat a more enjoyable activity
than other activity. A number of studies on Perceived
enjoyment had noticed that Perceived enjoyment
significantly affected intention to use computers.

Information on online banking is defined as the
users’ general knowledge regarding online banking
(Pikkarainen et al., 2004). The lack of awareness about
internet banking services has found to be the reason of
consumers reluctance to use mternet banking services.
According to Sathye, the use of internet banking is a
fairly new experience for many people and lack of

awareness of internet banking is a major factor which
preventing people from adopting internet banking. Tn an

empirical study of Australian consumers, Sathye
found that consumers were oblivious about the
possibilities, advantages and disadvantages  online

banking has to offer. Piklarainen et al. (2004) had
reported that the critical factor on the adoption of
internet  banking 18 the amount of mformation a
customer has about internet banking and its
benefit.

Shan defines security and privacy as the offered
security level by the internet banking service provider to
each user. “Privacy can be defined as the claim of
individuals, groups or institutions to determine when and
to what extent, mformation about them is commurmecated
to others” (Agranoff, 1991). The importance of security
and privacy to the acceptance of online banking had been
noted in many banking studies elsewhere (Hair et al.,
2010). Security and privacy were also found to be
significant obstacles to the adoption of online banking in
Australia. Cranor found that privacy issues had proven
important barriers to the use of online services.
Obviously, customers would not adopt internet banking
unless it was considered safe and secure.

Quality  of internet connection according to
Al-Shomali et al. (2008) was defined as is the level of
stability and reliability of an mtemnet connection which
can fully support any online activities doneby customers.
Many people become reluctant to use the system when
they experience frequent delay in response, frequent
disconnection, lack of access and poor security, thus
quality of internet connection is important in the context
of internet banking. Sathye noted that the use of online
banking was not possible without a proper internet
connection. The quality of internet connection had a
significant effect on online banking acceptance
(Al-Somali et al, 2008). In line with the definition of each
variable and the schematic relationship among variable as
shown in Fig. 2, the hypotheses of this research are as
follows:

» H;: perceived Usefulness (PU) has a positive
mfluence on Behavioral Intention (BI) to use internet
banking

» H, perceived Ease-of-Use (PEOU) has a positive
mfluence on Behavioral Intention (BI) to use internet
banking

»  H. perceived Enjoyment (PE) has a positive mfluence
on PBehavioral Intention (BI) to use
banking

internet
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+  H,: the amount of information (INFO) a consumer has
about online banking has a positive influence on
Behavioral Intention (BI) to use internet banking

¢+ H.: security and Privacy (SEP) have a positive
mfluence on Behavioral Intention (BI) to use internet
banking

¢« H; the quality of the internet connection has a
positive influence on Behavioral Intention (BI) to use
internet banking

RESULTS AND DISCUSSION

Data analysis method and result: In this research used
descriptive analysis and path analysis method as data
analysis technique. According to Sekaran and Bougie
(2010), a descriptive study is undertaken in order to
ascertain and be able to describe the characteristics of the
variables of mterest mn a situation. Descriptive analysis
was performed to obtain the respondents opinion
regarding the variables involved in this study. Table 1
shows the result of descriptive analysis.

Based on the Table 1, the descriptive analysis result,
the overall variable in this research were categorized as
“Good” by the respondents, this
respondents are agree with the statements in each
variable. To answer if there are any mfluence of Perceived
Usefulness, perceived ease-of-use, perceived enjoyment,
information on online banking, security and privacy and
quality of intemet connection to behavioral mtention, this
study applied path analysis and chose SPSS v.17
Software to process the data. Based on Hair ef al. (2010),
path analysis is an approach that employs simple bivariate
correlations to estimate relationship in Structural Equation
Modeling (SEM). Path analysis used to determine the
strength of the paths shown in path diagrams. Prior to
collect main data the pilot study was done to test the
validity and reliability of the questionnaire. The pilot study
was done by using data from 30 respondents. The result
of pilot study are shown in Table 2. As it can be seen on
Table 2 all the items fulfill the requirement of validity
(Corrected Item Total Correlation, CITC = 0.349) and
rehiablity (Cronbach’s apha, CA = 0.7). Once the
quationnaire fulfill the requirement of good measurement,
this study used the questionnaire to collect main data.
The data from 400 respondents collected through
online questionmaires were processed using SPSS V.17
Software.

Table 3 shows the result of the path analysis from the
SPSS calculation. In path analysis, the correctness of the
proposed model can be measured by using Path
Coefficient (PC) and R2). The path coefficient should have
t-values at least 1.96, respectively to be considered

means that the

Table 1: Descriptive analysis result

Dimensions Total index (%) Category
Perceived usefulness 79.75 Good
Perceived ease-of-use 76.34 Good
Perceived enjoyment 75.47 Good
Information on online banking 71.75 Good
Security and privacy 74.73 Good
Quality of internet connection 72.06 Good
Behavioral intention 74.84 Good
Table 2: Validity and reliability test

Variables/Items CITC r-table
PU (X1}

ITEM 1 0.518 0.349
ITEM 2 0.574 0.349
ITEM 3 0.611 0.349
ITEM 17 0.731 0.349
ITEM 4 0.584 0.349
ITEM 5 0.533 0.349
ITEM & 0.563 0.349
PEU (X2)

ITEM 7 0.746 0.349
ITEM 8 0.758 0.349
ITEM 22 0.458 0.349
ITEM 9 0.844 0.349
ITEM 10 0.498 0.349
ITEM 24 0.719 0.349
ITEM 11 0.686 0.349
ITEM 12 0.700 0.349
PE (X3)

ITEM 13 0.544 0.349
ITEM 14 0.795 0.349
INFO (X4)

ITEM 15 0.701 0.349
ITEM 16 0. 706 0.349
SEP (X5)

ITEM 18 0.643 0.349
ITEM 192 0.755 0.349
ITEM 20 0.710 0.349
ITEM 21 0.747 0.349
QIC (X6)

ITEM 22 0.458 0.300
ITEM 23 0.405 0.349
BI (Y)

ITEM 24 0.719 0.349
ITEM 25 0.807 0.349
ITEM 26 0.733 0.349
ITEM 27 0.803 0.349

Tndependent variables (X) Reliability test: CA = 0.943; No, of iterns = 23;
Dependent variable (¥ Reliability test: CA = 0.935; No, of items =4

Table 3: t-value of each variables relationship of the model

Path Path
Paths coefficients t-values  Paths coefficients  t-values
PU->BI 0.157 2.881 INFO->BI 0.120 2.585
PEU->BIL 0.176 2.837 SP-=BI 0.170 3.317
PE -»=BI 0.135 2.831 QIC ->BI 0.187 4.844

significant at the 95% confidence level two tailed test.
Table 3 shows the path coefficients and t-values of the
model which are all above the requirements. These
mean that all the main hypotheses in this study are
significant.

The R’ of this study is 0.535 or 53.5%. It means that
53.5% of behavioral intention are simultaneously
influenced by perceived usefulness, perceived ease-of-
use, perceived enjoyment, information on online banking,
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security and privacy and quality of internet connection
while the rest of 46.5% of the influence may come from the
other factors which are not included in this research.

CONCLUSION

Based on the descriptive analysis, the customer
perception on  perceived usefulness, perceived
ease-of-use, perceived enjoyment, information on online
banking, security and privacy and quality of mternet
connection 1s good. From the path analysis, it can be seen
that all of the factors m tlis research have significant
influence to the behavioral intention. The R*value in this
research 18 0.535 or the same as 53.5%. It can be
concluded that all of the factors in this research is
significantly influencing the behavioral intention by
53.5%.

The perceived ease-of-use has the greatest influence
in this research, this means that if ABC Bank would like to
increase the intention of its customers to use Internet
banking, ABC Bank should make the customers thinlk that
using internet banking is easy. Beside that, since all the
factor have sigdificantly mfluenc the behavioural
mtention toward using internet banking, the bank should
make improvements since all of the factors which are;
perceived usefulness, perceived ease-of-use, perceived
enjoyment, information on online banking, security and
privacy and quality of internet connection were have
positive significant influence to the behavioral mtention
to use ABC intemet banking. The order of the influential
factors to the behavioral intention in this study started
from the biggest influence to the lowest are: perceived
ease-of-use (11.4%), security and privacy (10.3%),
perceived usefulness (9.3%), quality of internet
connection (8.3%), perceived enjoyment (7.5%) and
information on online banking (6.3%).

REFERENCES

Agranoff, M.H., 1991. Controlling the threat to personal
privacy corporate policies must be created. Inform.
Syst. Manage., & 18-52.

Ajzen, I. and M. Figshbein, 1980. Understanding Attitudes
and Predicting Social Behavior. Prentice-Hall,
Englewood  Cliffs, New Jersey, ISBN-13:
578-0139364358, Pages: 278.

Ajzen, I., 1985. From Intentions to Actions: A Theory of
Planned Behavior. In: Action Control: From
Cognition to Behavior, Kuhl, T. and J. Beckmann
(Eds.). Springer-Verlag, New York, USA., ISBN:
978-3-642-69748-7, pp: 11-39.

Ajzen, 1., 2006. Theory of plamed behaviour.
http: //people. umass. edu/aizen/tpb.diag htm!#null-11
nk.

Al-Shomali, 3.A., R. Gholami and B. Clegg, 2008. Internet
banking acceptance in the context of developing

of the technology
acceptance model. Proceedings of the 3rd Furopean
Conference on Meanagement of Technology,
September 17-19, 2008, Nice, France.

Charity-Commission, 2003. Guidelines on electronic
banking. Charity-Commission, UK.

Hair, Ir. I F., W.C. Black, B.]. Babin and R.E. Anderson,
2010. Multivariate Data Analysis. 7th Edn., Prentice
Hall, Upper Saddle River, NI, ISBN-13:
9780138132637, Pages: 785.

Pikkarainen, T., K. Pikkarainen, H. Karjaluoto and
S. Pahnila, 2004. Consumer
online banking: An extension of the technology

14:

countries: An extension

acceptance of

acceptance model. Internet  Res

224-235,

Sekaran, U. and R. Bougie, 2010. Research Methods for
Business: A Skill Building Approach. 5th Edn., Tohn
Wiley and Sons, New York, USA, ISBN-13:
9780470744796, Pages: 488.

Singhal, D. and V. Padhmanabhan, 2009. A study on
customer perception towards internet banking:
Identifying major contributing factors. J. Nepalese
Bus. Stud, 5: 101-111.

Thulani, D., C. Tofara and R. Langton, 2009. Adoption
and use of mtemet banking in Zimbabwe: An

3

exploratory study. J. Internet Bank. Commerce, 14:
1-13.

Yi, MY, ID. Jackson, I.S. Park and J.C. Probst,
2006.  Understanding
acceptance by mdividual professionals: Toward

Inform. Manage.,  43:

nformation  technology

an integrative view.

350-363.

1709



	1705-1709_Page_1
	1705-1709_Page_2
	1705-1709_Page_3
	1705-1709_Page_4
	1705-1709_Page_5

