IMPACT: International Journal of Research in P

Humanities, Arts and Literature (IMPACT: IJRHAL) — [ [ =
ISSN (P): 2347-4564; ISSN (E): 2321-8878 ! '| H l ;

Vol. 6, Issue 1, Jan 2018, 353-360
© Impact Journals

ADOPTION AND ACCEPTANCE OF INTERNET BANKING IN BURD WAN DISTRICT

Souvik Singha' & Tanmoy Dasgupta®
'Research Scholar, Department of Business AdmitistraThe University of Burdwan, India

“Professor, Department of Business Administratidre University of Burdwan, India

Received:08 Jan 2018 Accepted: 17 Jan 2018 Published: 29 Jan 2018

ABSTRACT

Improvements in wireless technologies and increash@nce technology have led to a growing trenthiarnet
banking activities on a global scale. The bankindustry has undergone a dramatic change, sinceriatepenetration
and the concept of internet banking. Internet bagks defined as an internet portal, through whastomers can use
different kinds of banking services. Internet bagkhas major effects on banking relationship. Thizrk has been
undertaken with an objective to study that thedecinfluence Internet banking adoption in Burdwiistrict. Hypotheses
are formulated based on three factors and to daterwhether the hypothesis is being supported byesearch model

or not. The study makes significant knowledge apetteption of Internet Banking in Burdwan Distrié¢¢est Bengal.
KEYWORDS: Adoption, Burdwan District, Internet Banking, Peptien, Technology Acceptance Model

INTRODUCTION

Access to finance, especially by the poor and valsle groups usually residing in rural areas iseasential
requisite for employment, economic growth and ptvateviation. Nowadays, banks have welcome wagland mobile
technology into their board room to offer their wusers the freedom to pay bills, planning paymerggsiew account
balances, recent transfer or mini statement, reei@dit card balances, status on cheque, stop paywnecheque, change
of pin, ordering cheque books, bill payment proitegsaccess to loan statements, domestic fund fegnmobile
recharging and many financial products and senvite@ become available over the internet. Thisthas become an
important distribution channel for a number of barlk recent years, the internet banking has be@oseful platform to
easy access banking services. In many countriesnit banking has gained wide acceptance and isidia onlooker to
this phenomena. Banks in India stated embracinigntdogy in a massive way in the 90’s, led in paiac by the new
private banks and multinational banks. The growingpetitions and growing expectations led to insegaawareness
amongst banks on the role and importance of tedlggdh banking, forcing banks to go in for the &teechnologies so as
to meet the threat of competition and retain tloeistomer base. There are lots of benefits throutpptéon of Internet
banking for the banks and their customers. On theley Internet banking increases operational efficies and reduces

costs, besides giving a platform for offering vahukeled services to the customer.

Our study makes significant knowledge in relatioratioption of factors affecting Internet bankinggiardwan

District, West Bengal, India.
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TECHNOLOGY ACCEPTANCE MODEL (TAM)

The technology acceptance model seems to be thewrdely accepted model for IT innovation. The TAMan
adaptation of the theory of reason action TAR Hjecifically tailored for modeling user acceptané@ew information
technology [2] TAR suggests the social behavien@ivated by an individual’s attitude towards camgyout the behavior.
It posits that the actual usage of technology campiedicted by user’s behavioral intention andhieisattitude towards
use, which in turn are influenced by the technoleggrceived ease of use and perceived usefulResseived usefulness
(PU) refers to the degree to which a person bedighat using a particular system would enhance fheiformance.
Perceived ease of use (PEU) is defined as the eéegrevhich a person believes that using a particsi)atem would be
free of physical and mental effort [1, 3]. Varicather authors suggest that there are other podsittiers that might affect

Internet banking adoption such as perceived risk[#, 7]
Perceived Usefulness (PU)

PU is recognized as having a strong positive effectinternet Banking. PU is the degree to whicheasgpn
believes that using a particular system would eobdaheir performance [8]. PU is the extent to whicherson believes
that using a particular system will enhance hidher performance. The new technology is determinedhb extent to
which a person believes that it is cost effectivepioviding goods or services compared to the otimeethod [2, 9].
Therefore, if the consumer perceives internet banko have perceived usefulness, then the consismaore likely to

perceive internet banking as easy to use and helaid also influence perception of internet bagkin
Perceived Ease of Use (PEU)

PEU is dependent upon the frequency of using theelBices on a regular basis. Perceived ease d asdfined
as the degree to which a person believes that aspagticular system would be free of physical arehtal effort [2, 10].
Ease of use identifies as one of the three impbrtharacteristics from the customers’ perspectiwme ddoption of

innovative service [11]. This technological inndeatmust be easy to use to ensure customer acceptan
Perceived Reliability (PR)

PR is one of the major influencing factors, acaogdio Internet Banking around the establishmentussdof new
technologies for financial transactions is thase€urity and trust [12, 13]. The need for secunityersonal details and
financial information is therefore critical to tseiccess of IB. As a result the perception of nslolved in using Internet

banking, the more likely that it will be adopted}[115]
DATA COLLECTION AND RESEARCH QUESTIONNAIRE

The data for this study was collected through sp@nducted in Burdwan district, West Bengal. Aataif 250
questionnaires were distributed through mail andd@i® drive to the people inhibiting in the Burdwdistrict regarding
their usage of Internet Banking (IB) services, tfictn only 130 respondents provided their respooghis survey with a
52 percent rate of response. The questionnaireistedsof two sections, in the first section it isncerned with the
personal details of the respondents, whereas isdgbend section it consisted of only Likert fivarmscale (1= strongly
disagree, SD; 2 = disagree, D; 3= neutral, N; 4re@gA; 5= strongly agree, SA) regarding their pption with the IB

services. Table (1) shows the questions used tsunethe internet banking adoption.
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Table 1: Formulated Questionnaire

Statements SA|A|N|D|SD
1. Internet Banking enables people to conduct findti@asactions more quickly.
2. Internet banking makes it easier to conduct bankiagsactions.
3. Internet banking provides convenience since itvigilable 24 hours, 7 days of
6
7

the week.

Internet Banking saves time compared to traditidmealking.

Learning to use internet banking is easy.

Using Internet Banking is as safe as using otheten@f banking.
Internet banking is reliable and can be used fobanyking transactions.
I am aware of the services that could be done usiegnet banking.

I am aware of the security and privacy issues t#rhet Banking.

4.
5.
8
9

METHODOLOGY

In this research, we have utilized Microsoft Exaatl Microsoft Word along with SPSS (Statistical Rkaye for
Social Sciences) version 12 was used as the asalysi to determine the results for this reseatclolys This SPSS
software helped us to determine the impact oftadl factors on adoption of internet banking and &dsanderstand the

relationship between the various factors in theptida of internet banking.
Hypotheses Development
This study has postulated to test the followingdifipses:
« H1. Perception level of consumers on IB has a gtiofluence over PU.
e H2. Perception level of consumers on IB has a gtinfluence over PEU.
e H3. Perception level of consumers on IB has a gtiofluence over PR.
* H4. PU has a strong impact on PEU.
» H5. PU has a strong impact on PR.
* H6. PU has a strong impact on adoption of IB.
e H7. PEU has a significant relation over adoptiofBof
* HB8. PR has a strong impact on adoption of IB.
Hypotheses Testing

In this study we have performed t test to determiiether the hypothesis formulated beforehand iagbe
supported by our research model or not. The estithiavalues are provided along with the t criticalue as well as the p
value for each of the hypothesis. The results ssprethe confirmation of the model as shown in Fégu The results of
the hypothesis testing are shown in Table 2. Tleioaship between perception and perceived use$sinvas found to be
statistically significant, thereby supporting hypesis 1 (H1) as t >.}ica (1=45.650, ¢iicar = 1.975) or p <0.05. The
relationship between perception and perceived efsese was found to be statistically significatitereby supporting
hypothesis 2 (H2) as t >ifca (t=47.528, &iica=1.975) or p<0.05. The relationship between perocrpind perceived
reliability was found to be statistically signifita thereby supporting hypothesis 3 (H3) as t. gzt (t=48.196,
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taiica=1.973) or p <0.05.The relationship between peszkbiusefulness and perceived ease of use was faure t
statistically significant, thereby supporting hyipesis 4 (H4) as t zhica (t=48.196, &iica=1.973) or p<0.05. The
relationship between perceived usefulness and pertaeliability was found to be statistically sificant, thereby
supporting hypothesis 5 (H5) as t;zda (t=4.0605, ¢iica=1.9694) or p<0.05. Similarly, the relationshipveeén perceived
usefulness and adoption of IB was found to bestiedily significant, thereby supporting hypothe8igH6) as t >fiica
(t=59.69, tiica=1.975) or p<0.05. Also, there is a significantatilnship between perceived ease of use and adopfti®
and thereby supporting hypothesis 7 (H7) statiyicas t >tica (t=53.670, &iica=1.974) or p<0.05. Also, we found
significant relationship between perceived religpind adoption of IB and supporting hypothesi$i8) statistically as t
Steritical (1539.258, &iica=1.973) or p<0.05. Hence, the entire hypothesesigported.

Table 2: Result of Hypotheses Tests

t
Hypothesis Relationship Means Variance e Jsh“ f:;“:ll Remarks
value
1 r T = 57 BNkl 75387
- rrl'e;rcepua - 3 .DISEGH 13.37993 00 30.?9[30- 3.553941553 4-.5[;8[:334 1.95[;8..8 Supported
' 7 7317322 | 30540057 | 3.6736657 | 47528965 | 1975287
. Il:erceptTo PG 3_.0135514 1 4{; 30 _44900__ ?5 93;5 _ I ssggf 195_[)8_? Supported
s Il:ercepuo . 3 .-.0135514 1 1.2;:9{:: 30.3:900:.— 3_33239.- 645 43_119553 70 1.93.-337.- T supported
- - PED 133 g; 700 11.4813.- 322 | 3 .555941 663 | 3.67 93266: 7 4.[:5502: 795 1.9356954 2 | guppored
s - o 13.353?0[) 11.2;;39{) 3.555941553 3_332397545 7_725289300 1946[:95939 Supported
' 700 | 27716535 | 3. 3522050 | 50.602 575005
e - z:f:'i;:g%on 13.35; 00 _ 4;5 353 5?9415? 03 74? 9 _9 ﬁsﬁs 936 | 1 93_3 190_ Supported
- PEG ,:fg;:guon 124 813 322 2_:373143 30| 367 93255: 7 0_534115 710 | 53 _53.-3[3323 1.91.- g_111 55| suppored
e o :gfguon 11.2;;59[: 2_036134950 5.88239?645 1_1587-473 02 39_22383509 1.93591 Supported

PEU
1.56%
{4.060)
1575
Perception __(47.538) FLI [59.592) Adoption

573
{39.258)

Figure 1: Hypotheses Testing Model

The r square values and standard error are 0.9%68.82 respectively, shown in Table 2. Perceivesk ad use
and perceived usefulness are both influenced bgep&pn to some extent. All relationships are pesishowing that the
relationship exists. Perception influences perakiveefulness to a large extent, while perceived eésise and perceived
reliability has the least influence on internet kiag adoption in Burdwan District. Table 3 shows th test results. In
sum, all hypotheses have been proved, in that pgoce perceived usefulness, perceived ease ofpgseeived reliability

clearly have a positive effect on the use of irtebanking adoption.
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Table 2: Regression Analysis and Standard Error

Regression Statistics
Multiple R 2'98285
R Square 2.96600
Adjusted R Square 2'96573
Standard Error é.02299
Observations 127
ANOVA
df SS MS F Significance F
Regression 1 3717.232 2717'23 2551'97 1.18E-93
Residual 125 130.8156 . 040%2
Total 126 3848.047
- Upp
Coeffici | Standard o Lower Upper
ents | Error tStat | P-value| Lower 95% osys | 95.0% | 95.0%
5.26100 9.71271| 5.87E- 6.33 | 4.18898 | 6.33301
Intercept 1 0.541661 > 17 4.188986 2016 | 6 6
. 59.5984 | 1.18E- 0.82 | 0.76921 | 0.82206
X Variable 1 0.79564 0.01335 5 93 0.769219 2062 | 9 5

Table 3: t- Test Results

t-Test: Two-Sample Assuming Unequal Variances

Perception| Adoption
Mean 40 37.08661
Variance 46.60317 30.54006
Observations 127 127
Hypothesized Mean Difference 0
df 242
t Stat 3.7381
P(T<=t) one-tail 0.000116
t Critical one-tail 1.651175
P(T<=t) two-tail 0.000231
t Critical two-tail 1.969815

LIMITATION AND FUTURE RESEARCH

The result of this study shows that PU, PEU andaRRthe important factors of internet banking awoptThe
study has a few important limitations that affeengralizations of the findings. The relatively shsite of the sample
limits generalization of the outcome of this stutihis study was conducted to explore the factditaencing intention to
adopt internet banking services. Further study ex@mance the hypotheses research model and indlediadtors of re-
intention or continue using new technology. In thtisdy, the respondents were only selected frond\Ban district West
Bengal, India. However, it would be interestingtést this research model in other states in Indé&a@mpare the result
with this study. These limitations pave the way fioture studies. Further more, another interestimgnue for further

research could be a detailed study on Internetihgnisage including respondents from differentesta India.
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