ADDIS ABABA UNIVERSITY SCHOOL OF COMMERCE

DEPARTMENT OF BUSINESS LEADERSHIP

Factors Affecting Consumers’ Adoption of Virtual Banking (In case of bank

of Abyssinia)

Department Of Business Leadership In Partial Fulfillment Of The

Requirements For The Master Of Art Degree In Business Leadership

June, 2025

Addis Ababa



ADDIS ABABA UNIVERSITY SCHOOL OF COMMERCE

DEPARTMENT OF BUSINESS LEADERSHIP

Factors Affecting Consumers Adoption of Virtual Banking Technologies: In
the Case of Bank of Abyssinia

Department Of Business Leadership In Partial Fulfillment Of The

Requirements For The Master Of Art Degree In Business Leadership

By: Abel Kefale (GSS/4022/15)

Advisor: Teklegiorgis Assefa (PhD)

June, 2025
Addsi Ababa, Ethiopa



STATEMENT OF DECLARATION

I, Abel Kefale Tadesse, hereby declare that the research work entitled “factors affecting
consumers® adoption of virtual banking: the case of bank of Abyssinia in Addis Submitted to
Addis Ababa University School of School Of Commerce in artial Fulfillment of the requirement
for the degree of Master of Art in Business Leadership. The thesis is an original work and it has
not been submitted or published elsewhere. All the sources of information, data, and materials
used in the preparation of this research have been duly acknowledged and referenced. I affirm
this research has been conducted in compliance with the ethical standards and the guidelines
prescribed by the college.

Name:Abel Kefale Tadesse

Signature

Date




APPROVAL SHEET

Addis Ababa University School of Commerce

Department Of Business Leadership

Factors Affecting Consumers* Adoption of Virtual Banking Technologies: In

the Case of Bank of Abyssinia In Addis Ababa
By:

Abel Kefale

Approved by Board of Examiners

1. Research Advisor

Name: Teklegiorgis Assefa (PhD) Signature: Date:

2. Internal Examiner

Name: Signature: Date:

3. External Examiner

Name: Signature: Date:




Acknowledgement

First and foremost, | thank the Almighty God for giving me the strength to accomplish this
thesis. | would like to extend my heartfelt gratitude to my thesis adviser Teklegiorgis Assefa
(PhD) for commenting on the various drafts of the thesis, close follow up and encouragement to
make this thesis a reality. | am also deeply indebted to my mother for her uncounted sacrifies
and friends for their encouragement and support throughout my study years and the thesis
research. My thanks also go to the respondents for their warm spirit of cooperation to participate
in the research and accurately fill the questionnaires. | would also like to stretch my thankfulness

to all participants of the study for their valuable contribution.



Contents

Ao (01T T o= =] | TSRS i
[, TADIE OF CONMLENT. ...ttt bbbttt e et et e st et st e e ii
Il F o] (0101 4 TP TSP RPN iii
V. ST OF FIQUIES. ..o b bbbt nr bbbt iv
R I T 0 = o] SRR v
VI. A 01 - Uod PSSR SS PR Vi
CRAPTET-1 . 1Error! Bookmark not defined.
I 1011 €T [FTox (o] OSSO Error! Bookmark not defined.
1.2 Background Of the StUAY .........ccceovriririniiieeees s 2Error! Bookmark not defined.
1.3 Statement of the problem ... 3Error! Bookmark not defined.
1.4 Research questions OF the STUAY ........ccociiiiiiiiee s 6
1.5 ODJECHIVES OF tNE STUAY. ....cviiiecie e st e et s b e et e e be s aeesbesteeeesbeeraestenee s 4
1.5.1General ODJECtIVE. ... 4
1.6 The Significance of the StUdY..........ccccovoiieiiiiiie e 5Error! Bookmark not defined.
1.7 Scope OF the STUAY ......ocveiieececc e Error! Bookmark not defined.
1.8 Definition OF tErMINOIOGIES .........oiiiiiiiiiite ittt sttt nn e 6
1.9 Limitation OF the STUAY ......couiiiie et sttt s be et sre et e s be e e e sbeebaesbesre s 7
1.10 Organization OF the STUAY .........couiiiiiii ettt 7
(O T 0 (=] SRS TPSRR 8
2. ReVIEW OF related LITEIAtUIE .......cveiiiiie ettt st e e te et e s teere e besneeaeseeeneeneeenen 8
2.1 TREOTELICAI FEVIBW ... vttt ettt sttt s et bt sttt et e st e ne e b e e st ebe st e neense e e ens 8
P N T =L =T a1 o P 8
2.0 2, FINEOCN. ..ttt 9
2.1.3.VIrtual BanKing. . .......ooiiiiiii e 10
2.1.3.1. Features of Virtual Banking in EThIOPIa .........cccoiiiiiiiiiiec s 11
2.1.2.TheTechnologyAcceptanCeMOUTEL. ..........ee i e 12
2.1.4 Diffusion of INNOVAtioN MOEN ...........ooiiiiiiice e 14

Vi



2.1.5 Unified Theory of Acceptance And Use of TeChnology ........ccooveiiiiiiiiiiiie e 15

W = 4]0 L= Aot L CC AT S 17
2.2.1PerfOrmanCe EXPECIANCY . .. ...t ettt ettt et et et e ettt et et e et et et e et e e e e e e e a e 17
2.2, 2 E O EXPECIANCY . ... ettt 17
2.2.3S0CIAl INTIUBNCE. . ... e e e, 18
2.2.4 Facilitating CondItiONS. . ... ...ine ettt ettt et e ettt e e e e ettt e e e eaee e 18
2.2.5 HedonIC MOTIVATION ...ttt e e e e et e e 19
2.2.8 PrICE VAlUC. ...ttt e 19
A B 5 .1 1) | PRSPPI 19
2.3 CoNCEPLUAL TTAMEBWOIK......ecuiiiiecice et st e s be e e st e s be e besbeeseestesreeseeneeans 20
(O g1 (=T o ST TSSO TSRS PR PR UR TP 20
RESEAIrCN METNOUOIOFY ..ot ettt 20
R T0 10T o4 1 o) o 21
3.2 DesCription OF the STUAY ATA........cciiiiiiriiieieieest sttt 21
3.3 RESEAICN APPIOACK ...ttt s be e et e s ae et e Ee e e b e te e teabeer e e reareerrenre e 22
3.4 RESEAICN DIBSIN. ...ttt bbbt h bbbt bt bbbt R et b et 23
3.5 Population and SAMPIE ......c..o i e re e e nre e 23
3.6 Data SOUICE NG TYPES ...eviiuieiieeteeie it et et e st et e s teste e st e steesaesbeateesbesbeesseabesaeestesbeesbesbesbaebesbeeseestesreesseneens 24
3.7 DALA ANAIYSIS ...ttt bbb h R R bbbttt b et et 24
3.8 Validity and Reliability ..........ccociiiiiicicc e s re s 25
TR 0 Y 1T PNt 25
BB 2REIADIIILY . . . e ettt e e 25
3.9 EthiCal CONSIABIALION ... ...ueiuieiiietieiecie ettt ettt te e et e sse et e steeseesbeetaebesseeneeneeaneeneensens 26
L0 72l 27
O T U L VT B B YD1 T D 27
O I 01 (oY L1 Tt o) 1 PPN 27
A (TS} 10 S 27

4.3 Respondents’ Demographic Profiles............coovuiiiiiiiiiii e 27
G TB o) Q) () 11816 L2 8L 27
4.3.2 Age Of TESPONACIIES. . ..\ttt ittt et et et et et et et et et et et et et e e et e e 28

Vii



4.3.3 Education level of reSPONAENLS. ........vietieiitit et et e 28

4.3.4 Time length being BOA CUSTOMET. ... ...iutinit e ee e, 28
4.4 Descriptive StatiStics ANALYSIS +..uutietietitit ettt e e et e et e e 29
4.5 Cumulative DeSCrIPLIVE StatiStiCS. .. .ut ettt ettt ettt et ettt et e e e e e neaaes 32
4.5 Correlation ANALYSIS. . ...ttt 32
4.6. RegrESSION ANAIYSIS. ..\ttt 35
4,6, L. NOIMAI Y TSt ..ttt e e e 35
4.6.2 MUII-COIIINEAITTY TOSt. . .ottt e 36
4.6.3. HeterosKedastiCity Test. .. ..ot e 36
4.6.4. Determinants of Consumers’ adoption towards the use of virtual banking.............................. 37
O Yoo g (o [ T S PP 39
G IV, .ot e e 41
5. Summary of Major Findings, conclusion and Recommendation.................ccooeiiiiiiiniieenenennn.n. 41
o T0 R 111 £ 13 Tox 1 o] o 41
5.2, M O FINOINGS. .o ettt et e e e e e 41
5.3 CONCIUSION. ... e e e e e e 41
5.4, RECOMMENUALIONS. . .. ..ttt ettt e et e e e e ettt e e e eea e 42
REFERANCE . ...t e et e e e 43
AN, .ot 52

viii



ACRONYMS

ATM- Automated teller machine

BoA- Bank of Abyssinia

EE- Effort Expectancy

FC- Facilitating Conditions

FCY- Foreign Currency

HB- Habit

HM- Hedonic Motivation

ITM- Interactive teller machine

PE- Performance Expectancy

PEOU- Perceived Ease of Use

PU - Perceived usefulness

PV- Price Value

SI- Social Influence

TAM- Technology Acceptance Model

UTAUT- Unified Theory of Acceptance and Use of Technology

VB- Virtual Banking

VTM- Virtual teller machine



List of Figures

Figurel. BOA virtual machine. ... ... e 13
FIgure2. UTUAT MOUEL. ... e e e 15
Figure3. UTUAT 2 MOdel. ... .o e 16
Figured. Conceptual FramewWorK. ..........oooiiii e e 20
Figureb. The first head office OF BOA . ... ..o, 21
Figure6. Future head office project of BOA. ... ..o, 22
Figure7. Correlation ANalysiS.........ooueiiitii e 33
Figure8. Normality Test. .. ....ouiiniiii i e 35
Figure9. HeteroSCad@SiSty ... .uiuuiti ittt ettt et 37



List of Tables

Table 1: REHADIILY T@St. . .. utei ittt ettt et e et eaans 26
Table 2: Total Number of questionnaires distributed and returned......................ccoeevinnnn, 27
Table 3: SeX Of rESPONAENLS. ... ..eit e e 27
Table 4: Age OF reSPONUEBNTS. . ...ttt e 28
Table 5: EAUCAtION [BVEL. ... .o 29
Table 6: Time length being BOA CUSIOMET .. ..ottt 29
Table 7: Descriptive Statistics of Performance EXpectanCy.............ccoooviiiiiiiiiiiiiiiiniinn, 29
Table 8: Descriptive Statistics of Effort EXpectancy............ccooooiiiiiiiiiiiiie 29

Table 9: Table: Descriptive Statistics of Social Influence......................cooiiiiiiiin. 30
Table 10: Descriptive Statistics of Facilitating Conditions.................cooeiiiiiiiiiiiiiiienn. 30
Table 11: Descriptive Statistics of Hedonic motivation.................ocooiiiiiiiiiiiiiieeans 30
Table 12: Descriptive Statistics of Price Value...............oiiiiiii e, 31

Table 13: Descriptive Statistics of Habit................cooii e, 31

Table 14: Descriptive Statistics of Consumers’ Adoption on Virtual Banking...................... 31
Table 15: Summary of Cumulative Descriptive StatistiCS..............cooviiiiiiiiiiiiiieene. 32
Table 16: Correlation ANaALYSIS. ... .....ouiiritit ittt e e, 34
Table 17: MUlticOllNEarity teSt. ... ... e 36
Tablel8: MOodel SUMMAIY. ... ..o e e 38
Table 19 AN OV A 38
Table 20: Coefficient TabIe. ..ot e 39
Table 21 HYPOtNeSIS TeSt. ... .ttt e e e, 40

xi



Abstract

This study sought to investigate the factors influencing consumer adoption of virtual banking.
Quantitative research approach was utilized, which included surveys and data analysis. To
attain representativeness by non-random sampling, a convenience sampling approach was
employed with a sample size of 384 individuals. Data was gathered via an online survey
questionnaire delivered via Google Forms and dispatching questionnaire via paper. A model
based unified theory on acceptance and use of technology was developed to link the key
variables. Multiple regression analysis was used to test the hypotheses. This study identified
Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (SI), and Habit (HB) as
critical factors that significantly influence customer adoption of virtual banking. The study also
identified facilitating conditions, hedonic motivation and price value have no a significant
impact on the adoption of virtual banking. These research findings could be useful for virtual
banking service providers, legislators, researchers, technology developers, and financial
institutions alike. Understanding the individual elements that drive consumer adoption of virtual
banking can help lead the creation of effective tactics to promote its use and expedite the wider
adoption of virtual banking technology.

Keywords: Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (SI),
Facilitating Conditions (FC), Hedonic motivation (HM), Price Value (PV), Habit (HB), UTAUT,

Virtual Banking (VB), Interactive teller machine (ITM)
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CHAPTER ONE

1. INTRODUCTION

1.1Introduction

This chapter consists of background of the study, statement of the problem, research question,
and objective of the study, significant of the study, scope of the study, limitation of the study,

organization of the study and definition of key terms.

1.2 Background of the study

Now a day, financial institutions are deploying various types of digital service channels aiming
to minimize operating costs and maximize customers’ experiences. Digital banking commonly
referred to as electronic banking, uses electronic and telecommunications networks to provide a
wide range of value-added products and services to a bank's customers. In the contemporary
landscape of technological innovation, the banking sector aligns itself with evolving technologies
to provide enhanced products and services to its customers by consistently maintaining a leading
position in the integration of technological advancements (Ahmed & Sur, 2021).

Digital banking integrates digitization and digital technology into all banking sectors (Vial,
2019). The development of new digital ecosystems allows banks to reposition themselves in the
banking value chain and other value chains and develop new business models. For instance, it
can be the collaborations with other innovative service providers, such as investment platforms,
or the development of Fintech services (Stoeckli et al., 2018). Digital banking allows the use of

technology to conduct banking transactions in a smooth manner (Alkhowaiter, 2020).
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The integration of technology, finance and services is rapidly changing the banking landscape, as
big techs, fintech firms; non-bank financial institutions as well as incumbent banks take up
stakes in virtual banking. New technology-driven models exploit the expanding data footprints of
individuals and firms to generate information capital and reduce the reliance on collateral when
offering loans and other financial services (Sally C.etal, 2022). Technology now plays a crucial
role in our daily lives, particularly in the banking industry. Banks, as major financial institutions,
continuously seek innovative ways to enhance customer experience and convenience through
technology (Hew, 2022). In order to gain customers loyalty and satisfaction, competing
companies have been continuously providing higher-quality services in light of the fierce
competition (Dam, 2021).

The services offered by the financial institutions also continue to challenge and cater to the
attitudes of consumers who are accepting of new technology products to gain market
opportunities (Chong et al., 2019). To predict consumer behavior, some authors propose an
integrated conceptual model that includes factors influencing the decision to use e-banking, such
as perceived usefulness, ease of use, trust and level of awareness of e-banking services (Nguyen,
2020).

Financial institutions must keep pace with digital changes to maintain consumer satisfaction and
build long-term relationships with them. Digital technologies influence consumer behavior, and
ignoring this fact increases the risk of business failure. Considering the above, studying the
features of the use of digital technologies in the modern banking industry is a pressing issue.

In relation to a given technology, intentions are defined as an individual’s probability to perform
a given behavior. Attitudes are defined as the user’s assessment of the benefice of using the

system. The theory of planned behavior shows that attitudes determine the intention to use or not
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a financial product (Ajzen, 1991). Lai and Li (2005) showed that customers’ positive attitudes
explain a positive intention to use internet technology. The study of Cheng et al. (2006) proved
that positive attitudes toward digital banking have a direct impact on the intention to use internet
banking.

A virtual bank is the provider of banking services through electronic media such as ATM,
telephone, personal computers and/or Internet. VB is an innovative and highly secure solution
for bank service automation which uses video conference technology to incorporate the
advantages of self-service attendance associated to the traditional service of a bank branch,
offering a complete bank experience in lesser physical space (Newnote, 2020).

The virtual teller machine is more commonly known as the interactive teller machine. It is a
hybrid device that combines remote banking services with traditional automated teller machines,
that allow customers to perform a variety of financial activities such as fund transfers and
account inquiries, encashing cheques, make deposits and withdrawals in coordination with a
remotely located tellers via video conferencing. Virtual teller machines can provide personalized
interactive banking experiences and are often equipped with interactive touchscreens, document

scanning, and biometric authentication to add security features (Market & data, 2023).

Even though, there are enormous digital channels adopted in banking sector, they have their own
limitations which rise up customers not to be satisfied and loss their interests to use digital
products and service such as late to respond, insecurity, not easy to access, unreliable, mistrust
and late on dispute management. Hence, this finding focuses on assessing factors influencing

consumers’ adoption of virtual banking by using ITM technology in case of bank of Abyssinia.
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Therefore, this research is needed to close the research gap and gather relevant data to help
digital banking players in working towards the development of digital banking service that
would satisfy and draw in more potential users by taking theoretical perspectives of Unified
Theory of acceptance and use of technology model(UTAUT2).

1.3 Statement Of The Problem

Technology adoption is driving the social and economic interconnection in the world and it has
become a significant factor of human progress (Patwardhan, 2017). Virtual banking is a means of
serving customer digitally to maximize their loyalty and satisfaction that is worthy for the
success and sustainability of a bank. As virtual banks can’t put up with the cost of branch
opening, they offer the savings obtained from the costing to their customers as high saving

interest (Muhammet, et.al, 2013).

Consumer behavior is the study of how individual customers, groups or organizations select,
buy, use, and dispose of ideas, goods, and services to satisfy their needs and wants for the price
they paid. Consumer behavior differs when it comes to the product, price, features, quality,
packaging, status, generation, age of the customer etc. The changing preferences of the present
day consumer affect the buying pattern because they mostly follow the cadence of fashion and
taste according to the changing time. The study reveals that most of the youngsters of the present
generation have access to the digital access but they lack the awareness about its optimum
utilization. Digital innovations are a major influence on the way customers interact with brands
and request services. More customers interact through multiple channels and irrespective of time,
place, and device they expect consistency. Digitalization is the integration of digital technologies
into everyday life by the digitization of everything that can be digitized (Murugan, 2021). The

banking structure, regulations, consumer preferences are different among the countries despite
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the link between Fintechs around the world (London et al., 2018). The area of financial
technology is changing very fast, and this change is reshaping the financial industry and the way

financial services are provided (Xiao, 2018)

Even though there are enormous studies conducted on customers’ attitude towards digital
banking services, there is no finding in case of virtual banking services in Ethiopia which is
serving customers in banking sectors especially in BOA. Virtual banking service is a new digital
service in Ethiopia by the help of interactive teller machine (ITM) and the effectiveness of its
leadership and productivity, and its limitations are not studied. Inadequate facilitating conditions
such as weak internet connection, voice disturbances, misbehaviors of tellers, late dispute
management, and late to respond were challenges in the adoption of VB from the bank side. In
addition to this, consumers’ resistance of adoption of technology (VB), lack of awareness about
the usefulness of accessing VB service, lack of trust, limited knowledge on technology were the

other challenges from consumers perspectives.

So that, the researcher is initiated to evaluate consumers’ adoption of VB services and factors
that would affect customers’ intention to use virtual banking service. By using theoretical
perspectives of Unified Theory of acceptance and use of technology model(UTAUT2), seven
independent variables (performance expectancy, effort expectancy, social influence, facilitating
conditions, hedonic motivation, price value and habit) and one dependent variable (Consumers’
adoption of virtual banking) are deployed to evaluate the service being given in virtual centers in

BOA.
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1.4 Research questions of the Study

1.

2.

7.

What is the impact of performance in consumers’ adoption of virtual banking?

What is the impact of effort expectancy in consumers’ adoption of virtual banking?
What is the effect of social influence in consumers’ adoption of virtual banking?
What is the effect of facilitating conditions in consumers’ adoption of virtual banking?
What is the effect of hedonic motivation in consumers’ adoption of virtual banking?
What is the effect of price value in consumers’ adoption of virtual banking?

What is the effect of habit in consumers’ adoption of virtual banking?

1.5 Objectives of the Study

1.5.1 General Obijective

The general objective of the study was to assess factors affecting customers’ adoption of virtual

banking in the case of Bank of Abyssinia.

1.5.2 Specific Objectives

Specific objectives of the study are:

v

To examine the effect of performance expectancy on customers’ adoption of virtual
banking service.

To examine the effect of effort expectancy on customers’ adoption of virtual banking
service.

To examine the effect of social influence on consumers’ adoption of virtual banking.

To examine the effect of facilitating conditions on consumers’ adoption of virtual banking.
To examine the effect of hedonic motivation on consumers’ adoption of virtual banking.

To examine the effect of price value on consumers’ adoption of virtual banking.
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v" To examine the effect of habit on consumers’ adoption of virtual banking.
1.6 The Significance Of The Study

This study focused on evaluating customers’ adoption of virtual banking by using ITM
technology. Hence, the study would have the following significances.

Financial institutions specifically banks would be benefited to understand the perception of
customers’ to use Vvirtual services and to improve the service they are providing. This study is
also helpful for policy maker and regulatory bodies to build legal and leadership standards that
will maximize and secure service quality. Additionally, the study is important for economic
growth by improving services that would lead businesses to be profitable. Technology and
innovation stakeholders can utilize this study result to add value on existing technological
products that would ensure customer satisfaction. Moreover, researchers, scholars, and
academicians could use the finding for further scientific work as a reference.

The findings of this research may help both the bank managers to formulate their marketing
strategies, to promote virtual banking and the researchers do well in virtual banking studies and

virtual organizations in general.

1.7 Scope Of The Study

The scope of this study was organized as:

Geographical scope: this study would be limited at bank of Abyssinia virtual banking terminals
deployed at Addis Ababa city where most of virtual centers are found.

Methodological scope: quantitative research approaches was used to gather data. The primary
data collection tools was Structured questionnaires. Statistical analysis methods will be used to

analyze collected data.
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Conceptual scope: the study encompasses on the relationship between independent variables
(performance expectancy, effort expectancy, social influence, facilitating conditions, hedonic
motivation, price value and habit) and one dependent variable (consumers’ adoption of virtual
banking service).

Target population scope: the study was limited on virtual banking users at bank of Abyssinia in
Addis Ababa BOA virtual terminals.

1.8 Definitions of Terminologies

Her listed below are important terminologies helpful to understand consumers’ adoption of
virtual banking service.

Virtual banking: can be defined as a digital bank which offers its services by means of
interactive teller machine or electronic tools, ATM and telephone. It provides a digital platform
for customers to perform banking activities such as opening accounts, making transactions, and
accessing various financial products.

Interactive Teller Machine (ITM): is known as a "branch in a box™ system that uses a
combination of touch screens and video technology to offer a virtual version of the in-person

banking experience.

Performance expectancy: the degree to which using a technology will provide benefits to

consumers in performing certain activities

Effort Expectancy: the degree of easy/benefit associated with consumers’ use of technology.

Social Influence: The consumers perceive that important others (friends, families, etc) believe

that they should use a particular technology.
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Facilitating conditions: is the degree to which consumers’ perception of resources and supports

and availability to perform a behavior.

Hedonic Motivation: The pleasure or enjoyment derived from using technology.

Price Value: consumers’ cognitive trade-off between the perceived benefits of the applications

and the monetary cost of using them.

Habit: The extent to which people tend to perform behaviors automatically because of learning.

1.9 Limitation Of The Study

This study was limited at BOA Virtual centers located at Addis Ababa by which the result might
not represent all banking sectors and all virtual centers deployed as a country. Additionally, the
research was limited only on the relationship of a specific independent variable (performance
expectancy, effort expectancy, social influence, facilitating conditions, hedonic motivation, price

value and habit) and dependent variable (consumers’ adoption of virtual banking service).

1.10 Organization of The Study

The study was organized under five chapters. The first chapter covered the introduction part
which contains introduction, statement of the problem, objective, scope and limitation of the
study. The second chapter included theoretical, empirical reviews and the conceptual framework
of the study. The third chapter contained methodologies and model specification of the study.
The fourth chapter contains data analysis. The final chapter, Chapter five provided conclusion

and recommendation based on the result obtained from data analysis.
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Chapter Two

2. Literature Review

2.1. Theoretical review

2.1.1. Digital Banking

Today’s customers stay connected through a range of digital platforms like Internet, social media
and mobile devices. These evolving customer requirements are gradually changing the dynamics
of the market and disturbing exiting models forcing companies to re-think and re-invent their
traditional business strategies and stay relevant in the marketplace (Madhava et al. 2017).

In the digital economy, most traditional banks offer digital services, and the government
encourages people to use cashless payments in their daily lives. According to Suvarchala &
Narasimha (2018), financial institutions differentiate themselves by the effectiveness of their
strategic decisions. Fundamental differentiators are powerful and difficult for competitors to
compete against. Customer experiences are important differentiators in banking sector as the
success of the Banks highly depends on the potential and number of customers they have. Hence,
customer experience is the total impact of everything you do, or fail to do, that underpins
ongoing interaction with a customer or potential customer. There is a growing trend in the
development of digital-only banks, which are fully virtual banks with no individual physical
branches and conduct all banking activities through mobile applications. Fully virtual operations
alter how people interact with services and, as a result, their consumption and financial habits
(Almunawar et al., 2022). Digital Banking is the application of technology to ensure seamless

end-to-end processing of banking transactions/operations; initiated by the client, ensuring
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maximum utility; to the client in terms of availability, usefulness and cost; to the bank in terms
of reduced operating costs, zero errors and enhanced service (Kaynak & Harcar, 2005).

Digital banking enables the utilization of technology to carry out banking transactions with
enhanced efficiency (Alkhowaiter, 2020). Internet banking, e-commerce through banks
application or from other financial institutions, digital wallets, and ATM services are the
different forms of digital banking services. Digital banking allows the customers to enjoy the
services of accessing and performing all traditional banking activities online at their convenience
and comfort (Ahmed & Sur, 2021). Digital banking is a contemporary banking operational
framework that functions through the complete digitization of all banking operations and
functions (Leong et al., 2020).

The dynamic advancement of digital technology and changes in consumer behavior, whereby
customers have become more dependent on using online platforms in their daily lives, are both
essential factors driving the global financial sector to create financial innovation and adjust their
service systems to maintain pace with such changes (Namahoot, 2021).

The success of technology adoption largely depends on the attitude consumers have about it,
which is further dependent on the ease or difficulty faced by a user while using the technology
(Davis, 1989). Adoption of technology related products such as the internet and mobile phones is
said to be highly influenced by customer attitude (Mort & Drennan, 2005).Attitude can be
characterized as an individual's favorable and unfavorable emotions concerning the execution of
the intended behavior (Ajzen et al., 1980). The attitude theory suggests that a customer's
intention to use or purchase a brand depends on whether they are positive or negative towards

that brand.

2.1.2. Fintech
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The term “FinTech” denotes companies or representatives of companies that combine financial
services with modern, innovative technologies (Dorfleitner, Hornuf, & M., 2017). It refers to
digital technologies that have the potential to transform the provision of financial services
spurring the development of new — or modify existing — business models, applications,
processes, and products. In practice, the term “fintech” is also broadly used to denote the
ongoing wave of new DFS. Examples of these technologies include web, mobile, cloud services,
machine learning, digital ID, and application programming interfaces (Erik Feyen et.al. 2021).
Fintech companies are rapidly attracting a large number of customers, especially millennial and
the unbanked, with their flexible business models and user-friendly services (Tarabay R. and
Abou-Zeid M., 2019). Technology-enabled innovation in financial services are reshaping
financial products, payments, business models, market players, market structure, and even
money itself. This is a global phenomenon, especially in the realm of payments, according to the
global patterns examined in the Fintech Activity Note developed for this publication (Didier et
al. 2022).

Fintech-enabled business models and products can support economies to become more resilient
and promote an equitable recovery from the pandemic (World Bank 2022). The use of innovative
technologies, especially mobile phones, a computer or digital tablet connected to the internet or
any other communication network in order to offer the end customer products and services that
are richer and/or less expensive than those of other operators by creating an appropriate
regulatory and legal environment: good partnership and relationship with banks (Kelvin & Anna,
2018).Virtual banking is a fintech model used to provide financial services by using

technological product called virtual machine/ interactive teller machine.

2.1.3. Virtual Banking

12| Page



Virtual banking is currently the most extensive and newest form of banking services, offering a
wide range of services to customers. A virtual bank is an online banking service that provides all
types of services offered by a traditional bank, the only difference being that all services are
served exclusively through the Internet (Sha et al., 2017). Virtual teller machine (VTM)
market providers offer solutions that allow banks and financial institutions to offer cost-effective
and secure solutions such as online banking, cash withdraws, payment of bills, setting up
deposits, making transfers from the account, as well as setting up new accounts fueling market
growth in this space. Moreover, banks and financial institutions are prioritizing improving their
customer experience to stay ahead of the competition in the market. Virtual teller machine
(VTM) solutions offer personalized, seamless experiences to customers, propelling demand for
these solutions (Allied Market Research, 2023).

Virtual banks represent a new generation of banks that, by utilizing the latest advancements in
information and communication technology, offer a wide range of banking services and products
to the public without the need for wider physical branches (Faruque et al., 2016). The adoption of
virtual banking leads to significant economic benefits, such as reducing costs, increasing the
profitability of banks, improving the quality of services provided to customers, overcoming time
and place limitations, and expanding the scope of organizational activities (Rezvani et al., 2021).
Virtual banking is a type of online banking in which their products and services can be
performed through the electronic distribution channels from anywhere. These types of banks
with cost reduction and banking efficient services that benefited from indirect costs are usually
pays the higher saving rate than the national average benefits paid to the customers(Malakooti et

al.,2014). Virtual Banking (V-banking) is the new technology in a banking environment that
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permits bank customers to do banking exercises whenever and from wherever by using ITM,
mobiles and banks’ websites (Shifa, 2020).

Interactive teller machine (ITM) or Video teller machine (VTM) is an electronic banking outlet
that allows customers to complete basic transactions, request banking services or receive
immediate assistance with the help of live video conferencing consultation with a remote bank
teller. The virtual teller machine (VTM) has proven to be an innovative solution to integrate
branch counter, ATM, internet banking, mobile banking, and call banking. Moreover, different
modules are built into one machine to achieve cash deposit and withdrawal, check deposit, card
issuing, investment product purchase, financial consulting, and payment services (Allied Market
Research, 2023). VB platform is a smart banking terminal designed to ensure the easy and
continuous migration of the traditional countertop environment to a self-service system where
the customer can directly carry out numerous operations with the possibility of using a
videoconference system to support the operation involving bank product specialists. The VTM
enables the migration of complex countertop services and personalized financial consulting
services to self-service terminals, increasing the operational efficiency of the bank branch,
optimizing the user’s experience and reducing operating costs (Newnote, 2020).

A VTM is a 24/7 electronic banking outlet adopted in the banking sector recently. It can allow
customers to complete basic transactions and provide them with different banking services and
immediate assistance through live video conferencing with remote bank tellers. VTM services
deployed in the Vietnamese market combine the characteristics of traditional ATM transactions
and digitalized customer services based on innovative technology features. A VTM is generally
designed to be wider than traditional ATMs, including large-screen interfaces with diverse

functions. Virtual banking incorporates cameras and biometric identification systems that allow
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customers to use their fingerprints and faces to perform transactions and services. In addition,
through the interface of the transaction machine, customers can interact with bank staff if they
require further assistance. The ability to support customers to perform complicated transactions
with high-security requirements and unrestricted time has demonstrated the great potential for
VTM services to become an innovative solution in the future advancement of e-banking services

(Nguyen Hoang Viet et al. 2022).
2.1.3.1. Features Of Virtual Banking In Ethiopia

Virtual banking is conducting through the use of an Interactive Teller Machine (ITM) that
creates the hybrid experience of using an Automated Teller Machine (ATM) and working with a
live teller. They add a human element to the transaction through digital communication tools that
connect with a remote, live person within the bank. Similar to using Skype on a personal
computer, ITM allows voice communication (over a speaker or a private handset), video
conferencing, and chat. It is useful to cash deposit to local currency account, foreign currency
cash, deposit to foreign currency account, purchase of FCY cash notes, collection of cheque and
banker’s cheque, cash payment from saving account, cash payment from local currency or
foreign currency current accounts and bankers cheque, payment for local money transfer, fund
transfer within boa or any other bank and request digital products and account opening (BOA,
2021). Virtual banking by ITM generally resembles ATMs but allow customers to interact with
live remote tellers to complete a variety of banking transactions. The ITM is an automated,
unstaffed banking facility owned or operated by, or operated exclusively for, the bank, which is
equipped to enable existing customers to initiate an interactive session with remotely located
bank personnel. Bank personnel have the ability to remotely assist the customer with the

operation of the ITM to perform core banking functions (BOA, 2021).
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VB is easy to implement at the bank branch and can be fully available 24h x 7 as an effective

way of extending the bank service channels beyond the traditional opening hours of a bank

branch. With the capacity to incorporate countertop services, ATM, internet banking, mobile

banking and bank services by telephone, this is a truly multichannel platform offering potential

for the creation of more transaction and service options.
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Figure 1: BOA ITM

2.1.3 The Technology Acceptance Model (TAM)

The Theory of Acceptance proposes that a person’'s decision to accept or reject an item of
technology is based on two key factors: perceived ease of use and perceived usefulness
(Qingxiong et al., 2005). To predict consumer behavior, some authors propose an integrated
conceptual model that includes factors influencing the decision to use e-banking, such as
perceived usefulness, ease of use, trust and level of awareness of e-banking services (Nguyen,
2020).

Perceived usefulness (PU): PU is characterized as “the degree to which a person believes that

using a particular system would enhance his or her job performance” (Davis et al., 1989). The
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perception of a technology being user-friendly increases the likelihood of its acceptance and
adoption. Perceived Usefulness (PU) plays a crucial role, as users are more inclined to adopt
digital banking if they believe it enhances efficiency and convenience (Tobbin, 2010). According
to Davis F. D. (1989), perceived usefulness is defined as pertains to the belief that employing a
specific technology will boost performance or increase productivity in a given task or setting.
When individuals view a technology as beneficial, they are inclined to embrace and utilize it.
Perceived ease of use signifies the level at which individuals find a technology simple to operate,
requiring little mental or physical exertion.

Perceived ease of use (PEOU): PEOU refers to “the degree to which a person believes that
using a particular system would be free of effort” (Davis, 1989). It occur when a person believes
they can use a system without expending too much energy and effort, accordingly, the most
prominent theoretical model explains the relationship between consumer beliefs, attitudes, and
intentions (Ly & Ly, 2022).

TAM is not a descriptive model and does not have the ability for finding flaws in the
implementation of technology and hence, there is a need to expand the model to find the reasons
for technology resistance (Siegel et al., 2017).

2.1.4 Diffusion of innovation theory

Innovation diffusion theory explains that the characteristics of innovation are the nature of the
diffusion of innovation, where the characteristics of innovation are one that determines the
successful use of technology. All products do not have the same possibilities for consumer
acceptance, some products can become popular in just one night while others require a very long

time to receive or even never be widely accepted by consumers. Innovation Characteristics
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determine the speed of innovation adoption process at customers’ level as technology users
(Shobha, 2019).

According to Rogers, (1962) there are five characteristics of these innovations that can be used
as indicators in measuring perceptions, among others: relative advantages, compatibility,
complexity, trialability and observability.

Relative advantages: it is the degree to which an idea is considered a better than the ideas that
exist before, and is economically profitable.

Compatibility: it is the extent to which the past of an innovation is considered consistent with
existing values, past experiences, and needs of the adopter. Therefore, innovations that are not
compatible with prominent social system features will not be adopted as quickly as compatible
ideas.

Complexity: it is a level where an innovation is considered relatively difficult to understand and
use. Difficulty to understand and use will be an obstacle to the process of speed adoption of
innovation.

Trial ability: it is a level where an innovation on a small scale. New ideas that can be tried on a
small scale are usually adopted more quickly than innovations that cannot be tried first.
Observability: it is a level of results an innovation can be easily seen as an economic technical
advantage, thus accelerating the adoption process. Other prospective adopters no longer have to

undergo a trial phase; can continue to the adoption stage.

2.1.5 Unified Theory of Acceptance and Use of Technology (UTAUT)
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According to the Unified Theory of Acceptance and Use of Technology (UTAUT), there are four
key constructs naming expectation of performance, expectation of effort, social influence and

facilitating conditions (Venkatesh et al. 2003).
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Figure 2: UTUAT Model (Venkatesh et al., 2003)

Venkatesh et.al. (2012) extracted factors of the original UTAUT model for the consumer context
and extended it by incorporating the following three factors (hedonic motivation, price value,

habit) which improved the prediction of behavioral intention and use behavior.
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Figure 3. UTUAT2 Model (Venkatesh et al., 2012)

Habit

Performance expectancy: Performance expectancy refers to the level at which individuals
expect the implementation of technological solutions will improve their business results (Tomic
N. et al., 2023).

Effort expectancy: it is the extent to which the user is comfortable to use and does not need much

effort while using virtual banking.

Social influence: the degrees to which individuals believe those in their social environment

expect them to use an innovative technological solution.

Facilitating conditions: relates to the existence of organizational and technical infrastructure to

facilitate the use of new technology (Venkatesh, 2003).

Hedonic Motivation: refers pleasure or fun with technology use (Venkatesh, 2005).

Price Value: Cost savings expected when adopting the technology / the degree to which

innovation is perceived as better than its predecessor
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Habit: is the extent to which an individual believes the behavior to be automatic (because of

learning), and it is a predictor of both intention and technology use.
2.2. Empirical Literature Review

2.2.1. Performance expectancy

Performance expectancy refers to an individual’s subjective perception of the usefulness and
benefit of a new technology in improving their performance at work; this determines whether the
users perceive new technology as helpful in enabling them to achieve their goals (Joshi & Bhatt,
2021). According to Sharma et al. (2020), PE was positively associated with the behavioral
intentions of bank customers. Performance expectancy is a strong predictor of behavioral
intention in both voluntary and mandatory settings in information technology context (Ling et
al., 2020; Venkatesh et al., 2003). Due to the expected increase in job performance, users are
expected to have a stronger tendency to adopt such technology, where past studies have also
supported the role of performance expectancy is related to various contexts such as mobile
payment system (Alalwan, 2020). Accordance with the UTAUT2 studies, it is expected that if
the users think that VB service is useful and will add value to their user’s experience then they
are more expected to adopt the system. Customers tend to have a positive attitude towards digital
banking when they perceive the service to be useful (Fortes & Rita, 2016). Consumers’ attitude
toward a new technology is directly influenced by the perceived usefulness of the technology
(Gokmenoglu & Kaakeh, 2022; Moturi & Wairimu, 2022; Altalhi & Basiouni, 2022; Belsoka et
al., 2022) Thus, this leads to the following hypothesis:

H1. Performance expectancy will positively influence attitude towards virtual banking.

2.2.2 Effort expectancy
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Effort expectancy means that users will be having some level of knowledge and skill which will
further enable the users to use technologies and this will further lead towards putting some effort
to gain more knowledge (Alalwan et al., 2017). Many previous studies in the area of digital
banking system acceptance have found effort expectancy as significant predictor of intention to
use mobile payment system (Islam et al., 2019; Gharaibeh and Arshad, 2018; Rita et al., 2018;
Acheampong et al., 2018). Nguyen (2020) suggests that digital banking services make it easier
for customers to access and use banking services than traditional banking. Based on the above
studies:

H2. Effort expectancy will positively affect attitude towards virtual banking.
2.2.3 Social Influence

Social Influence is the degree to which an individual perceives the importance of others to
believe that he or she should use the new system (Venkatesh et al., (2003. In a related context,
social factors construct is a good predictor of use of information technology (Venkatesh et al.,
2003). A number of previous studies in the area of mobile payment system acceptance and
information system have found social influence is a major predictor of the intention to use
continuance usage of mobile payment system (Islam et al., 2019; Gharaibeh and Arshad, 2018;
Gupta et al., 2018; Acheampong et al., 2018). Based on empirical studies:

H3: social influence will positively affect attitude towards virtual banking.

2.2.4 Facilitating Conditions

Facilitating Conditions is the degree to which an individual believes that an organizational and
technical infrastructure exists and will help him/her to use of the system (Venkatesh et al., 2003).
Facilitating conditions construct is a significant predictor of the use of information technology

(Venkatesh et al., 2003). Previous studies in the field have found facilitating conditions are a
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significant predictor of the intention to use new technology adoption. In addition, they will have
a stronger tendency to adopt mobile payment system (Islam et al., 2019; Gharaibeh and Arshad,
2018; Rita et al., 2018; Acheampong et al., 2018). To access virtual banking, there should to
have powerful internet resources, the right software, and programming skills (Tarhini et al.,
2016). Accordingly, this leads to the following hypothesis:

H4. Facilitating conditions will positively influence attitude towards virtual banking.
2.2.5 Hedonic motivation

According to UTAUT2 model, hedonic motivation is defined as the fun or pleasure derived from
using a technology (Venkatesh et al., 2012). Hedonic motivation was found to be a significant
factor predicting the intention to adopt mobile payment systems (Alalwan, 2020; Alalwan et al.,
2016, 2017, 2018; Gharaibeh and Arshad, 2018; Makanyeza and Mutambayashata, 2018). In this
study, it is expected that employees who perceive using a VB system as being fun are
intrinsically interested in their financial activities, they are more probable to use the system. Its
significance is particularly pronounced in consumer contexts (Salloum et al., 2019), where
perceived enjoyment directly influences user acceptance of e-learning systems (Salloum et al.,
2019). This aspect's predictive power drives users' willingness to embrace new technology,
mirroring their pursuit of joy and pleasure in life. When technology aligns with these desires,
adoption becomes not just likely but sustained over time. Thus, this leads to the following
hypothesis:

H5. Hedonic motivation will influence attitude towards virtual banking.
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2.2.6 Price value

Price is thought to be “the consumer’s intellectual trade between the perceived benefits of the
app and the financial costs of using it” (Venkatesh et al., 2012). According to Talib and
Rahman's (2020) investigation on SMS technology in China underscored this, revealing
consumer preference for SMS due to its cost-effectiveness compared to other communication
modalities. Price value essentially represents the mental balance between a technology's benefits
and its financial outlay. When the perceived benefits outweigh the monetary investment, price
value positively influences consumer intent.

H6. Price value will significantly influence attitude towards virtual banking.
2.2.7 Habit

Habit (HT) is measured as the extent to which an individual believes the behavior to be
automatic (because of learning), and it is a predictor of both intention and technology use
(Venkatesh et al, 2012).

H7. Habit will significantly influence attitude towards virtual banking.
2.3 Conceptual Framework

According to Adom (2018) conceptual framework visually represents the relationships between
variables or study constructs. Based on a thorough analysis of theoretical and empirical literature
on technology acceptance and adoption of innovations, the following factors have been identified

that impact the adoption of virtual banking services.
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Figure 4: Conceptual Framework (Venkatesh et al, 2012).

Chapter-3
Research Methodology

3.1 Introduction

In this chapter, description of the study area, the research approach, design, population,
sampling, data sources, collection procedure, ethical considerations, and data analysis tools for
the study are outlined. The study aims to analyze the factors that influence consumer adoption of
virtual banking at BOA. To achieve this, a quantitative research approach was employed. This

approach was chosen to ensure a thorough and comprehensive understanding of the topic.

3.2 Description of the Study Area

The study was done in Bank of Abyssinia S.C, one of the prominent bank service providers in
Ethiopia. Modern banking in Ethiopia was first introduced in 1906 when the Bank of Abyssinia
was established based on the agreement being reached between the Ethiopian government and
the British owned National Bank of Egypt. Bank Abyssinia was inaugurated by Emperor

Menelik 11 on February 16, 1906.
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Figure 5. The first BOA Head Office (1906)

Through its 928 branches in the country, BoA serves over 13 million customers. BoA’s well-
structured financial service system is connected through the T-24 core banking system. This
coupled with the 1429 ATM machines, 33 virtual banking centers, and more than 2994 POS
placed in different locations to afford customers to access their accounts from anywhere at any
time. BoA also increased its capital from ETB 50 million to ETB 20,419,148,035. The total

assets of Bank of Abyssinia have reached ETB 218,513,875,231.

Figure 6. Future BOA Head Office

3.3 Research Approach

According to Creswell (2003), determination of a research approach should be done based on the
objective to be achieved in the study. In case, if the problem identified factors affecting the
outcome having numeric value, it is quantitative approach.This study employed a quantitative
research method. The application of this approach is essential for addressing the research

questions related to factors affecting consumers’ attitude towards adopting virtual banking by
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using ITM. Quantitative research provides a structured and systematic way to collect and analyze
numerical data, making it well-suited for evaluating relationships among variables. This type of
data collection allows for the acquisition of quantitative data, which is crucial for statistically

analyzing factors effecting consumers’ intention to use VB.

3.4 Research Design

Research design is a master plan specifying the methods and procedures for collecting and
analyzing the required data. The choice of research design depends on objectives that the
researchers want to achieve (John, 2007).

As noted by Kothari (2004), explanatory research design examines the cause and effect
relationships between dependent variables and independent variables. Therefore, the study is
mainly designed to investigate factors affecting consumers’ attitude towards adopting virtual
banking by using ITM in BoA. To this effect, this study used an explanatory research design
because it is suitable for investigating the cause-and-effect relationships between variables and it
is best to collect data at a specific time. Moreover, this design helps to gather data which is easy
to generalize by using the appropriate statistical tools. To support this kohlbacher (2006) stated
that the design is important to make empirical enquiry which can investigate a contemporary

phenomenon within its real life situation and in which multiple sources of evidence were used.

3.5 Target Population and Sample

The sample design to conduct the intended research was a convenience sampling technique
which is a non-probability sampling in which member of the population were selected based on
their availability, accessibility and willingness to participat. The rationale behind to select
convenience sampling techniques than others is, it is simple and speedy because data collection

is straight forward and based on the availability of participants, it is cost effective and time
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saving.The target population of the study was all BoA s.c virtual banking customers across the
country, with a focus on virtual banking centers in Addis Ababa.

However, the number of customers that get virtual banking service within a given period is
unknown. Thus by presuming the nature of the universe to be infinitive, the study used
Cochran’s sample size formula stated by Kothari (2004).

n=z°p g/e?

Where,

n=sample size,

z = confidence interval (with 95% level of certainty)
p = proportion (0.50)

q=1-p (g=0.5)

e = margin of error 95 % (0.05)

Thus the total number of the sample size is presented as follows.
n=3.8416*0.5*0.5/¢?

n=0.9604/e2 (e=0.05)

=0.9604/0.0025

n=384.16

n = 384

3.6 Data source and Types

In this study, both primary and secondary sources of data were used. The primary data source
included questionnaires that contains relevant variables which contain close ended questions

developed by the researcher. The secondary data sources included the documents obtained
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mainly from publications, previous studies, books and websites which enable the researcher to

gather information.

3.7 Data Analysis

The data analysis was performed using SPSS. The data was coded and encoded with Statistical
Package for Social Studies (SPSS). To analyze the collected data, quantitative analysis methods
was employed. The quantitative data collected from key respondents through questionnaire was
analyzed through descriptive and regression analysis. Descriptive statistics were utilized to
characterize the respondents' demographic characteristics as well as the response distribution for
each variable. Furthermore, various diagnostic tests such as Normality, Heteroscedasticity and
Multicollinearity test were conducted to decide whether the model used in the study is
appropriate and to fulfill the assumption of classical linear regression model. Finally, Regression
analysis was carried out to determine the relationship between the independent variables and the

dependent variable.

3.8 Validity and Reliability
3.8.1 Validity

The data collection instruments are adopted from established scales (UTAUT2 model by
Venkatesh et al. (2012). These instruments have strong construct and content validity, and it is
confirmed by previous studies. A pilot test was conducted by using 60 respondents to ensure
clarity and relevance within this study context. Various relevant literatures and past research
questionnaires were adopted to ensure the validity of the research instrument. As it was adopted

from various surveys regarding the adoption of virtual banking

3.8.2. Reliability

To ensure the internal consistency of the items, reliability testing was conducted after collecting

pilot data. The reliability of the data collection instruments was evaluated by using Cronbach's
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alpha which is a statistical measure that evaluates the internal consistency of the measuring scale
items. It was used to compute the reliability of each dimension of the UTAUT2 model
(performance expectancy, effort expectancy, social influence, facilitating conditions, hedonic
motivation, price value and habit), as well as consumers adoption of virtual banking . By
validating the instruments, the study ensures both the validity and reliability of the data
collection process. Based on reliability statistics analysis, Cronbach's Alpha value of each
variable is above 0.7 which shows that there is a strong internal consistence among questions.

Table 1: Reliability Test

Reliability Statistics

No. Cronbach's Alpha No. of Items
PE 941 4
EE 913 4
Sl 708 4
FC .833 4
HM .898 3
PV 937 4
HB 948 4
ICAVB 908 4

Source: SPSS output (2025)

3.9. Ethical Consideration

This study was established ethical guidelines to ensure the research process is conducted with
respect for participants' rights. Before their involvement all participants were informed about the
purpose of the study and the information collected from participants would be strictly
confidentiality. Personal identifiers were not be disclosed, the researcher was honest and
transparent throughout all process of his research and misrepresentation or manipulation of data

was strictly avoided.
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CHAPTER 4

Result and Discussion

4.1. Introduction

The previous chapters presented the introduction, literature review and the research Methodology

to be followed. This chapter presents results relating to the factors affecting consumers’

adoptions in virtual banking at bank of Abyssinia west Addis district. The chapter presents the

descriptive statistics results of the study variables. In addition, the chapter presents different

diagnostics test results. Then, the chapter presents results of the correlation and regression

analysis and discusses the results.

4.2. Response Rate

The researcher distributed questionnaires for a total of 384 BOA virtual banking users. Out of the

total respondents, 11 respondents were not returned and 373 useable respondents were obtained

to enable a meaningful analysis of the data with response rate of 97.14.

Table 2. Total Number of questionnaires distributed and returned

Questionnaires Number Percentage
Returned 373 97.14
Unreturned 11 2.86

Total 384 100

Source survey of the researcher (2025)

4.3 Respondents’ Demographic Profiles
4.3.1 Sex of respondents
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The table illustrates the distribution of virtual banking users in both sexes. From a total of 373

respondents, 214(57.4%) are males whereas 159(42.6%) are females.

Table 3: Sex of respondents

Frequency [ Percent Valid Percent Cumulative Percent
male 214 57.4 57.4 57.4
valid  female 159 42.6 42.6 100.0
Total 373| 100.0 100.0

Source: survey 2025

4.3.2 Age of respondents
The table illustrates the distribution of virtual banking users across different age groups. Out of

373 respondents, 138 (37%) are 18 to 30 years old; 118 (31.6%) are 31 to 40 years old; 104

(27.9%) are 41 to 50 years and 13 (3.5%) respondents are above 50 years old.

Table 4: Age of respondents

Frequency Percent Valid Percent Cumulative Percent
18-30 138 37.0 37.0 37.0
31-40 118 31.6 316 68.6
Valid 41-50 104 27.9 27.9 96.5
above 51 |13 3.5 35 100.0
Total 373 100.0 100.0

Source: Survey 2025
4.3.3 Education level of respondents

Among 373 respondents, 26(7%) have education level below grade 12, 52(13.9%) completed
diploma, 177(47.5%) are degree holders, 116 (31.1%) and 2 (0.5%) are masters and PhD holders
respectively. Among various groups of education levels, most of virtual users are degree and

masters holders.
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Table 5. Education level

Frequency |Percent [Valid Percent | Cumulative Percent
less than or equal to 12
26 7.0 7.0 7.0
grade
diploma 52 13.9 13.9 20.9
Degree 177 47.5 47.5 68.4
Valid
Masters 116 31.1 31.1 99.5
PhD 2 5 5 100.0
Total 373 100.0 |[100.0

Source: SPSS Output (2025)

4.3.4 Time length being BOA customer

The graph shows the distribution of virtual banking users across various experiences being

served by Bank of Abyssinia. Among 373 respondents, 11 (2.9%) are being served for less than

one year; 185 (49.6%) respondents are served from one to five years; 166 (44.5%) and 11 (2.9)

respondents are served from 6-10 and above 10 years respectively. From this analysis, majority

of respondents are being customers of BOA from 1 to 5 years and 6 to 10 years respectively.

Table6: Time length being BOA customer

Frequency | Percent

Valid Percent

Cumulative Percent

. Less than
Valid
lyear

11 2.9

2.9

2.9
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1-5 years 185
6-10 years 166
above 10 years 11
Total 373

49.6
44.5
2.9
100.0

49.6
44.5
2.9

100.0

52.5
97.1
100.0

Source: SPSS Output (2025)

4.4 Likert Scale Values and Analysis of Aggregated Responses

Table 7. Performance Expectancy

N Mean Std. Deviation
| get the service useful for daily life. 373 3.88 1.100
Using VB helps me to do things quickly 373 4.02 1.077
Using VB increases my productivity. 373 4.06 .957
Using VB increases my chances of achieving
373 3.67 1.115
things that are important to me.
Valid N (listwise) 373
Source: Survey 2025
Table8: Effort Expectancy
N Mean Std. Deviation
Learning how to use the ITM is easy for me. 373 3.48 1.096
My interaction with the service is clear and
373  [3.65 1.193
understandable
| find the ITM easy to use. 373 3.81 1.067
It is easy for me to become skillful at using the VB. |373 3.77 955
Valid N (listwise) 373

Source: Survey 2025
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Table 9: Table: Social Influence

N Mean | Std.
Deviation
People who are important to me think that | should use VB. |373 [3.57 [1.094
People who influence my behavior think that I should use
373 |3.76  |[.724
VB.
People whose opinions that | value prefer that | use VB. 373 (3.87 |.795
Most people around me are using VB. 373 |4.22 |.694
Valid N (listwise) 373
Source: Survey 2025
Table 10: Facilitating Conditions
N Mean Std.
Deviation
I have the resources necessary to use VB. 373 4.05 751
I have the knowledge necessary to use VB 373 3.99 877
The ITM is compatible with other technologies | use. | 373 3.66 1.133
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I can get help from others when | have difficulties
373 3.72 1.017

using VB.

Valid N (listwise) 373

Source: Survey 2025
Table 11: Hedonic motivation

N Mean Std.
Deviation

Using VB is fun. 373 3.69 1.036
Using the ITM is enjoyable. 373 4.00 940
Using the ITM is very entertaining 373 3.78 1.117
Valid N (listwise) 373

Source: Survey 2025

Table 12: Price Value

N Mean Std. Deviation

VB service is reasonably priced 373 [3.78 1.063

VB is a good value for the money 373 [4.00 933

At the current price, VB provides a good value 373 [3.90 1.064

When | use VB services, | can save money. 373 |3.71 1.054

Valid N (listwise) 373

Source: Survey 2025
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Table 13: Habit

N Mean | Std. Deviation
The use of VB has become a habit for me. 373 3.83 [.957
| am addicted to using VB services. 373 3.60 |1.067
I must use VB services. 373 3.73 |1.058
Using VB has become natural to me. 373 3.74 11.040
Valid N (listwise) 373
Source: Survey 2025
Table 14: Consumers’ Adoption on Virtual Banking
N Mean Std. Deviation
I intend to continue using virtual banking, 373  |3.25 1.072
I will keep using virtual banking as regularly as
373 |3.64 1.037
| do now.
My intention is to continue using virtual
373|371 1.022
banking than use any alternative means.
I will strongly recommend others to use virtual
373 1391 981
banking.
Valid N (listwise) 373

Source: Survey 2025
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4.5. Summary of Cumulative Responses to Items on the Likert Scale

Table 15: Summary of Cumulative Responses to Items on the Likert Scale

N Mean Std. Deviation

PE 373 3.9088 .98138
EE 373 3.6769 96313
S 373 3.8546 .61494
FC 373 3.8572 .78023
HM 373 3.8239 94264
PV 373 3.8458 .94508
HB 373 3.7245 .95884
CAVB 373 3.6273 .91085
Valid N (listwise) 373

Source: SPSS Output (2025)
The cumulative descriptive analyses were summarized to provide a visual representation of

distribution of responses. The analysis presents the most and least agreed-upon statements.
Performance expectancy has 3.90 mean value with 0.98 standard deviation, effort expectancy
with a mean of 3.67 and 0.96 standard deviation, social influence with a mean of 3.85 and 0.61
standard deviation, facilitating conditions with a mean of 3.85 and 0.78 SD, hedonistic
motivation with a mean of 3.82 and 0.94 SD, price value with a mean of 3.84 and 0.94 SD, habit

with a mean of 3.72 and 0.95 SD, and consumers' adoption in virtual banking with a mean of
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3.62 and 0.91 standard deviation. Thus, PE and FC have highest mean value of 3.90 and 3.85

respectively. However, EE has lowest mean value of 3.67.
4.5 Correlation Analysis

Correlation, as defined by Schober (2018), is a statistical metric that quantifies the extent to
which two variables are linearly connected. This connection is represented by the correlation
coefficient, which fluctuates between -1 and +1. A correlation coefficient of +1 denotes a
flawless positive correlation, where both variables simultaneously increase or decrease. On the
flip side, a coefficient of -1 represents a perfect negative correlation, with one variable rising as
the other falls. A coefficient of O signifies the absence of correlation, indicating no linear
association between the variables. The Pearson product-moment correlation coefficient was used
to determine the strength and direction of the associations.

Table. Example of a Conventional Approach to
Interpreting a Correlation Coefficient

Absolute Magnitude of the Observed

Correlation Coefficient Interpretation
0.00-0.10 Negligible comrelation
'0.10-0.39 Weak cormrelation
0.40-0.69 Moderate comrelation
O.70-0.89 strong correlation
0.90-1.00 Very strong correlation

Figure 7: Correlation Coefficients: Appropriate Use and Interpretation (Schober, 2018)

Based on Schober (2018), the result showed that there is a positive correlation between the
independent variables and dependent variable (CAVB).Habit had very strong correlation with
consumers’ adoption towards the use of VB (r=0.925). Price value had very strong correlation
with habit and effort expectance (r=0.909; r=0.908) respectively. SI and FC have moderate
correlations with PE (r=0.655; r=0.670) respectively. The entire rest variables have strong

correlation with one another at different correlation coefficient value. These correlations
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provided insights for enhancing the overall customer experience with virtual banking services

and highlight the significance of these factors in influencing consumers’ adoption.

Table 16. Correlation Analysis

Correlations

PE EE Sl FC HM PV HB CAVB
PE Pearson 1
Correlation
Sig. (2-tailed)
N 373
EE Pearson 863" 1
Correlation
Sig. (2-tailed) .000
N 373 373
Sl Pearson 6557 | .763" 1
Correlation :
Sig. (2-tailed) 000 | .000
N 373 373 373
FC Pearson 6707 | .783" | .846 1
Correlation : -
Sig. (2-tailed) 000 | .000 | .000
N 373 373 373 373
HM Pearson .846™ .868" .818 .853" 1
Correlation * - -
Sig. (2-tailed) 000 | .000 | .000 | .000
N 373 373 373 373 373
PV Pearson .868™ .908" .761 776" 872 1
Correlation * o - -
Sig. (2-tailed) 000 | .000 | .000 | .000 | .000
N 373 373 373 373 373 | 373
HB Pearson .835™ .888" 754 7717 .845 .90 1
Correlation - o - 9T
Sig. (2-tailed) .000 .000 .000 .000 .000 .00
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N 373 373 373 373 373 373 373
CA | Pearson 870 | .855° | 771 | .755° | .855 | .88 | .925
VB Correlation * - * Lo -
Sig. (2-tailed) .000 .000 .000 .000 .000 .00 .000

0
N 373 373 373 373 373 | 373 373

**_Correlation is significant at the 0.01 level (2-tailed).

4.6. Regression Analysis

According to Albaum (1997), regression is a statistical tool used to predict the value of a
dependent variable using one or more independent variables. It quantifies the strength and
direction of these relationships, allowing predictions based on the values of the independent
variables (Sarstedt, 2014). Multiple linear regressions, the regression employed in this study, is a
statistical technique which analyses the linear relationships between a dependent variable and
multiple independent variables by estimating coefficients for the equation for a straight line (Hair
et al., 2004). Before conducting a multiple regression, the relationship between the independent
variables must be tested for issues such as normality, multicollinearity, and homoscedasticity.
4.6.1. Normality Test

Normality assumption assesses whether the data follows a normal distribution. When assessing
normality, one commonly used method is the P-P (Probability-Probability) plot. A P-P plot
compares the observed cumulative distribution function (CDF) of the data against the expected
CDF of a normal distribution. According to Chambers (1983) the plot displays the observed
cumulative probabilities on the y-axis and the expected cumulative probabilities on the x-axis
and if the data points closely follow a straight line from the lower-left corner to the upper-right
corner, it suggests that the data is approximately normally distributed. Based on the preceding
table analysis, the data points are highly closed to the straight diagonal line; so that the data are

normally distributed.
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Normal P-P Plot of CAVE
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Figure 8: Normality test Source: SPSS Output (2025)

4.6.2 Multi-collinearity Test

Multicollinearity is a phenomenon in multiple regression analysis where two or more predictor
variables are highly correlated. To test for Multicollinearity, all variance inflation factor (VIF)
values were evaluated and found to be less than 10. As shown in the preceding table, indicates
that there were no multicollinearity issues that affected the analysis of the findings.

Table 17: Multicollinearity test

Model Unstandardized Coefficients | Collinearity Statistics
B Std. Error VIF

(Constant) -.340 107
PE 315 .037 5.864
EE -.119 044 7.892

1 Sl 251 .050 4.180
FC -.027 044 5.207
HM .053 046 8.301
PV -.010 049 9.247
HB 577 042 6.959

a. Dependent Variable: CAVB

4.6.3. Heteroskedasticity Test
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Heteroskedasticity occurs when the variability of errors or residuals in a regression model does
not remain constant across different levels of independent variables. In other words, the spread or
dispersion of residuals varies with the values of the predictors (Kim, 2019).Scatter plot test is
used to test heteroskedasticity. The table below presents that the errors are distributed randomly

even though there is somehow gathered errors.

Scatterplot
Dependent Variable: CAVB
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Regression Standardized Predicted Value
Figure 9: Heteroskedasticity Test Source: SPSS Output (2025)
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4.6.4. Determinants of Consumers’ adoption towards the use of virtual
banking

The objective of the study was to assess factors influencing consumers’ adoption towards the use
of virtual banking. The intention to use virtual banking was measured by using seven
independent variables namely; performance expectancy, effort expectancy, social influence,
facilitating conditions, hedonic motivations, price value and habit.

Tablel8: Model summary

Model |R R Square Adjusted R|[Std. Error of the
Square Estimate
1 9492 .900 .898 29113

a. Predictors: (Constant), HB, SI, PE, FC, EE, HM, PV

b. Dependent Variable: CAVB

Source: SPSS output (2025)

The proportion of the total variation in the dependent variable that can be explained by the
independent variable is shown by the R square value, which is 0.90. This means that the
dependent variable (consumers’ adoption towards the use of VB) is explained by the combined

effects of the predictor variables about 90%.
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Table 19:ANOVA

ANOVA?
Model Sum of | df Mean F Sig.
Squares Square
Regression | 277.695 7 39.671 468.066 |.000°
1 Residual 30.935 365 .085
Total 308.631 372

a. Dependent Variable: CAVB

b. Predictors: (Constant), HB, SI, PE, FC, EE, HM, PV
ANOVA basically shows whether the independent variables entered in the model have a joint

influence on the dependent variable or not. The above ANOVA table shows a significant value

(p-value < 0.05) which implies the entire model has acceptable goodness-of-fit. Analysis of

Variance (ANOVA) focused to test if there are significant differences on the grouping factors.

Table 20: Coefficient Table

Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

1 (Constan -.340 107 -3.189 .002
t)
PE 315 .037 339 | 8.457 .000
EE -.119 044 -126 | -2.710 .007
Sl 251 .050 170 | 5.008 .000
FC -.027 044 -.023 -.621 535
HM .053 .046 .055 1.147 252
PV -.010 049 -.010 -.207 .836
HB 577 042 607 13.88 .000

5
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a. Dependent Variable: CAVB

CAVB=- .340+0.315PE -.119EE+.251SI- .027FC+.053HM-.010PV+.577HB+ e

The beta (b) value indicates the contribution of each predictor to the model and positive value
shows the existence of positive relationship between the predictors and the outcome, whereas
negative value shows negative relationship (Feild, 2009). The table above shows beta value of PE
(b=.315), EE (b= -.119), SI (b=.251), FC (b=-.027), HM (b=.053), PV (b=-.010) and HB
(b=.577). Based on beta value; performance expectancy, social influence, hedonic motivation and
habit have a positive relationship with consumers’ intention to use virtual banking. However,
effort expectancy, facilitating conditions and price value have a negative relationship with
consumers’ intention to use virtual banking.

The relationship between effort expectancy, facilitating conditions and price value and consumer
intention to use virtual banking is not statistically significant at 5% significance level or 95%
confidence interval. There could be several potential reasons for the lack of a statistically
significant relationship between effort expectancy, facilitating conditions and price value and
consumer intention to use virtual banking based on the analysis, despite the existing literature
suggesting a significant relationship. Here are some possible explanations:

Sample Characteristics: The participants in this survey might have different demographic or
behavioral characteristics compared to the populations studied in previous literature. This
variation in sample composition could influence the relationship between effort expectancy,
facilitating conditions and price value and consumer intention to use virtual banking.
Measurement Differences: Differences in how effort expectancy, facilitating conditions and
price value and consumer intention to use virtual banking were measured in this study compared

to previous research could contribute to the disparity in findings. VVariances in survey questions,
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scales, or metrics used to assess these constructs might affect the statistical significance of their
relationship.

Contextual Factors: The specific context in which this study was conducted might introduce
unique factors that moderate the relationship between effort expectancy, facilitating conditions
and price value and consumer intention to use virtual banking. Factors such as cultural
differences, market conditions, or specific features of virtual banking might influence the
perceived importance of effort expectancy, facilitating conditions and price value in the adoption
decision.

According to (Gujarati, 2004) in statistics, the p-value to reject the null hypothesis should be
less than 0.05, and possible to conclude that our finding is statistically significant. On the other
hand, if the p-value is greater than 0.05, we do not reject the null hypothesis; we say that our
finding is not statistically significant. From the above table; PE, EE, Sl and HB are significant at
5% level with p-value of 0.00, 0.07, 0.00 and 0.00 respectively. Consequently, the null
hypothesis is rejected. The other variables facilitating conditions, hedonic motivation and price
value have a p-value of greater than 0.05 and they are insignificant so that the null hypothesis

not rejected.
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4.7. Hypothesis Test
Table 20: Hypothesis Test

No. Hypothesis Result
1 Performance expectancy has a positive influence on VB adoption. Yes
2 Effort Expectancy has a positive influence on VB adoption. Yes
3 Social influence has a positive influence on VB adoption. Yes
4 Facilitating condition has a positive influence on VB adoption. No
5 Hedonic motivation has a positive influence on VB adoption. No
6 Price value has a positive influence on VB adoption. No
7 Habit has a positive influence on VB adoption. Yes
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Chapter Five
5. Summary of Major Findings, conclusion and Recommendation

5.1. Introduction

The main objective of this research was to identify the factors influencing consumers’ adoption
towards the use of virtual banking in the case of Bank of Abyssinia. Based on the data analysis
and interpretation, the finding, the conclusion and the recommendations of the study are

summarized as follows.

5.2. Major Findings

The finding of the study provides valuable insights into determinants of virtual banking adoption
revealing that multiple factors significantly influence consumers’ decision to use VB.
Performance expectancy is one of the most crucial determinants with positive coefficient value
of 0.315. This implies that consumers are most probably to adopt virtual banking if they perceive
it capable of maximizing their overall performances. Therefore, performance expectancy has a
positive significant influence on consumers’ intensions to use virtual banking. Social influence,
hedonic motivation and habit also have a positive relationship with VB adoption with coefficient
value of (b=0.251, b=0.53 and b=0.577) respectively. In other side, effort expectancy, facilitating
conditions and price value have a negative relationship with VB adoption with coefficient value

of (b=-0.119, b=-0.027 and b= -0.010) respectively.

5.3. Conclusion

The study found that performance expectancy, effort expectancy, social influence and habit
significantly affect consumers’ adoption in VB service (p= less than or equal 0.05). This implies
that customers place a high value on quick service delivery, how to use it, influence of people

around them, and frequent use of VB service. Whereas facilitating conditions, hedonic
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motivation and price value are less important or did not provide sufficient evidence to conclude

that have significant effect on consumers’ adoption with p- value greater than 0.05.

5.4. Recommendations

Based on the data analysis and result, the following listed recommendations are given on factors
influencing consumers’ adoption towards virtual banking service.

Focusing on Performance expectancy can maximize productivity, quick service delivery, save
time, and provide utility in daily life. BOA leaders should plan how the service can improve
efficiency and convenience for users.

Any technological product offered to provide multipurpose services should be easily
understandable and adaptable. Enhancing effort expectancy in VB service positively enforce to

use the service.

Emphasis on Social influence leads consumers to use virtual banking. Using social Medias,
advertising, inviting influential person and letting him to present shows, rewards clear for users

can positively enforce BOA and other bank customers towards virtual banking.

Developing consumers’ habit also ignites the intention of users to adopt virtual banking services.
BOA leaders and followers should assist customers to develop a habit they can behave and

experience frequently by using virtual banking services.

5.5. Suggestion for Further research

The researcher suggests for further research to explore the impacts of mediating Variables,
studies across all virtual banking service providers companies and qualitative studies for in-depth

insights.

50|Page



REFERENCE
Acheampong, P., Zhiwen, L., Hiran, K.K., Serwaa, O.E., Boateng, F. and Bediako, I.A. (2018)

‘Examining the intervening role of age and gender on mobile payment acceptance in
Ghana: UTAUT model’, Canadian Journal of Applied Science and Technology, Vol. 6,
No. 1, pp.141-151.

Adom, D. &.-A. (2018). Theoretical and Conceptual Framework: Mandatory Ingredients of A

Quality Research. International Journal of Scientific Research, 438-441.

Ahmed, S., & Sur, S. (2021). Change in the uses pattern of digital banking services by Indian
rural MSMEs during demonetization and Covid-19 pandemic-related restrictions.

Vilakshan-XIMB Journal of Management, 20(1), 166-192.

Ahmed, S., & Sur, S. (2021). Change in the uses pattern of digital banking services by Indian
rural MSMEs during demonetization and Covid-19 pandemic-related restrictions.

Vilakshan-XIMB Journal of Management, 20(1), 166-192.

Ahmossawi, M. (2001). Bank selection criteria employed by college students in Bahrain: an
empirical analysis. International Journal of Bank Marketing 19(3): 115-125.April 10,

2013, from http://www.bjournal.co.uk/BJASS.aspx.

Ajzen, 1. (1991), “The theory of planned behavior”, Organizational Behavior and Human

Decision Processes, Vol. 50 No. 2, pp. 179-211.

Ajzen, |., & Fishbein, M. (1977). Attitude-Behavior relations: A theoretical analysis and review

of research. Psychological https://doi.org/10.1037/0033-2909.84.5.888

51|Page


http://www.bjournal.co.uk/BJASS.aspx
https://doi.org/10.1037/0033-2909.84.5.888

Alalwan, A.A. (2020) ‘Mobile food ordering apps: an empirical study of the factors affecting
customer e-satisfaction and continued intention to reuse’, International Journal of

Information Management, Vol. 50, pp.28-44

Alkhowaiter, W. A. (2020). Digital payment and banking adoption research in Gulf countries: A
systematic literature review. International Journal of Information Management 53,
102102. doi:10.1016/j.ijinfomgt.2020.102102.

Alkhowaiter, W. A. (2020). Digital payment and banking adoption research in gulf countries: A
systematic literature review. International Journal of Information Management, 53,

102102.Available at: https://doi.org/10.1016/j.ijinfomgt.2020.102102.

Allied Market Research (2023). Virtual Teller Machine (VTM) Market. Available at:
https://www.alliedmarketresearch.com/virtual-teller-machine-vtm-market-A06950
Almunawar, M. N., Islam, M. Z., & Ordonez de Pablos, P. (Eds.). (2022). The role of strategic
flexibility in enhancing crisis management in the commercial banking sector during the
COVID-19 pandemic. Corporate Governance and Organizational Behavior Review,
6(2), 104-112. https://doi.org/10.22495/cgobrv6i2p10

Altalhi, H, H. & Basiouni, A, F. (2022). Block chain technology adoption in Canadian
pharmaceutical sectors: An empirical analysis for a future outlook. Journal of

Pharmaceutical Negative Results, http://doi.org/10.47750/pnr.2022.13. S01.233

Belsoka, M.M., Trpkova-Nestorovska, M. & Blagoeva, K.T. (2022). Predicting consumer
intention to use mobile banking services in north Macedonia. International Journal of

Multidisciplinary in Business https://hrcak.srce.hr//file/358018.

52|Page


https://doi.org/10.1016/j.ijinfomgt.2020.102102
http://doi.org/10.47750/pnr.2022.13.%20S01.233
https://hrcak.srce.hr/file/358018

Cheng, T.C.E., Lam, D.Y.C. and Yeung, A.C.L. (2006), “Adoption of internet banking: an
empirical study in Hong Kong”, Decision Support Systems, Vol. 42 No. 3, pp. 1558-
1572, doi: 10.1016/j.dss.2006.01.002.

Chong, T. P., Choo, W. K. S., Yip, Y. S,, Chan, P. Y., Teh, J. H. L., & Ng, S. S. (2019). An
adoption of fintech service in Malaysia. South East Asia Journal of Contemporary
Business, Economics and Law, 18(5), 134-147.

D. Madhava Priya et al., International Journal of Research in Management, Economics and
Commerce, ISSN 2250-057X. Impact Factor: 6.384, Volume 07 Issue 08, August 2017,
Page 10-13

Dam, S.M. and Dam, T.C., 2021. Relationships between Service Quality, Brand Image,
Customer Satisfaction, and Customer Loyalty. The Journal of Asian Finance, Economics
and Business, 8(3), pp. 585-593. https://doi.org/10.13106/jafeb.2021.vol8.n03.0585.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13, 319 — 340. Doi: 10.2307/249008

Didier, Tatiana, Erik Feyen, Ruth Llovet Montafi¢s, and Oya Ardic. 2022. “Global Patterns of
Fintech Activity and Enabling Factors.” Fintech Activity technical note for Fintech and
the Future of Finance, World Bank, Washington, DC.

Dorfleitner, G., Hornuf, L. S., & M., & W. (2017). Definition of FinTech and Description of the
FinTech Industry. FinTech in Germany. 5-10.

Erik Feyen, Jon Frost, Leonardo Gambacorta, Harish Natarajan and Matthew Saal. (2021).
Fintech and the digital transformation of financial services: implications for market
structure and public policy. International Finance Corporation (IFC). BIS Papers No

117.

53| Page


https://koreascience.kr/journal/OTGHEU.page
https://koreascience.kr/journal/OTGHEU.page
https://doi.org/10.13106/jafeb.2021.vol8.no3.0585

Fortes, N., & Rita, P. (2016). Privacy concerns and online purchasing behavior: Towards an
integrated model. European Research on Management and Business Economics, 22(3),
167-176. doi:10.1016/j.iedeen.2016.04.002

Gharaibeh, M.K. and Arshad, M.R.M. (2018) ‘Determinants of intention to use mobile banking
in the North of Jordan: extending UTAUT2 with mass media and trust’. Journal of
Engineering and Applied Sciences, Vol. 13, No. 8, pp.2023-2033.

Gokmenoglu, K. & Kaakeh, M. (2022). An empirical investigation of the extended technology
acceptance model to explain mobile banking adoption. Eastern Journal of European
Studies, 13(2), 204-225. http://doi.org/10.47743/EJES-2022-0210

Gupta, A., Dogra, N. and George, B. (2018) “What determines tourist adoption of smartphone
apps? An analysis based on the UTAUT-2 framework’. Journal of Hospitality and
Tourism Technology, Vol. 9, No. 1, pp.50-64.

H. Rezvani, A. Nik Mohammad, L. Alirezaei, and R. Farhamandnasab, Investigating the
relationship between electronic banking services and customer satisfaction during the
outbreak of the Corona virus, a case study: Ansar Bank branches in West Tehran, 7th Int.
Conf. Res. Manag. Econ. Dev., Georgia-Thilisi, 2021.

Hew, J. H. (2022). Factors affecting generation Z’s intention to use virtual banking in Malaysia:
A study in the post COVID-19 pandemic [Doctoral thesis, University Tunku Abdul

Rahman]. University Tunku Abdul Rahman. http://eprints.utar.edu.my/4858/

Https://www.bank ofabyssinia.com/virtual-banking-in-Ethiopia/

Islam, M.S., Karia, N., Khaleel, M., Fauzi, F.B.A., Soliman, M.S.M., Khalid, J. and Mamun,

M.A.A. (2019) ‘Intention to adopt mobile banking in Bangladesh: an empirical study of

54 |Page


http://eprints.utar.edu.my/4858/

emerging economy’, International Journal of Business Information Systems, Vol. 31, No.
1, pp.136-151.

Jun, K., Yoon, B., Lee, S. & Lee, D.-S. (2022). Factors influencing customer decisions to use
online food delivery service during the covid-19 pandemic. Foods, 11(1),
64.https://doi.org/10.3390/foods11010064

Kaynak, E. and Harcar, T.D. (2005) ‘Consumer attitudes towards online banking: a new strategic
marketing medium for commercial banks’, International Journal of Technology
Marketing, Vol. 1, No. 1, pp.62—78.

Kelvin, L., & Anna, S. (2018). FinTech (Financial Technology): What is It and How to Use
Technologies to Create Business Value in Fintech Way? International Journal of
Innovation, Management and Technology.

Kim, J. H. (2019). Multicollinearity and misleading statistical results. Korean J Anesthesiol,
558-569

Kimberly,A.(2021).WhatisBanking?https://www.thebalancemoney.com/what-is banking3305812

Lai, V.S. and Li, H. (2005), “Technology acceptance model for internet banking: an invariance
analysis”, Information and Management, Vol. 42 No. 2, pp. 373-386, doi:
10.1016/j.im.2004.01.007

Leong, L. Y., Hew, T. S., Ooi, K. B., & Wei, J. (2020). Predicting mobile wallet resistance: A
two-staged structural equation modeling-artificial neural network approach.
International Journal of Information Management, 51, 102047.
doi:10.1016/j.ijinfomgt.2019.102047

Li, Z. and Zhong, Y., 2005. The adoption of virtual banking in china: An Empirical

study. Chinese Business Review, 4(6), pp.75-78.

55|Page



Ling, L.W., Ahmad, W.F.W. and Singh, T.K.R. (2020) ‘Behavioral intentional to use computers
among educators’, International Journal of Business Information Systems, Vol. 33, No.
1, pp.144-155

London, W., et al. (2018), “Fintech in a global setting”, pp. 269-283, doi: 10.1016/B978-0-12-

813497 9.00014-7.

Ly, B., & Ly, R. (2022). Internet banking adoption under Technology Acceptance Model-
Evidence from Cambodian users. Computers in Human Behavior Reports, 7, 100224,

https://doi.org/10.1016/j.chbr.2022.100224

M.D. Faruque and N. Kabir Biplob, Establishment of full-fledged virtual banking in Bangladesh:
measures to overcome obstacles, Int. J. Econ. Finance Manag. Sci. 4 (2016), no. 1, 26-
30.

Ma, Q. &. (2005). The Technology Acceptance Model. In M. A. Mahmoud, Advanced Topics in
End User Computing, Volume 4.

Makanyeza, C. and Mutambayashata, S. (2018) ‘Consumers’ acceptance and use of plastic
money in Harare, Zimbabwe: application of the unified theory of acceptance and use of
technology 2’, International Journal of Bank Marketing, Vol. 36, No. 2, pp.379-392.

Malakooti V. Mohammad Dr., Hashemi Mohsen Seyyed Dr., Tavakoli Narges (2014) “An
Effective Solution for the Service Support of Virtual Banking Using the Key
Performance Indices Based on Cobit-5 Architecture”, Proceedings of the International
conference on Computing Technology and Information Management, Dubai, UAE, 2014.
ISBN: 978-0-9891305-5-4 ©2014 SDIWC.

Market and data (2023). Global Virtual Teller Machine Market. Available at:

https://www.marketsandata.com/industry-reports/virtual-teller-machine-market

56 | Page


https://doi.org/10.1016/j.chbr.2022.100224

Mort, G.S. & Drennan, J. (2005) Marketing m-services: establishing a usage benefit typology
related to mobile user characteristics. Database Marketing & Customer Strategy
Management, 12(4), pp. 327— 341. doi:10.1057/palgrave.dbm.3240269

Moturi, C.A. & Wairimu, A.G. (2022). Big data adoption in official statistics in Kenya:
Challenges, opportunities and determinants. Statistical Journal of the 1AOS, 38(1), 251
262. http://doi.org/10.3233/SJ1-210882.

Muhammet, et.al, 2013. International Conference on Economic and Social Studies (ICES0S’13),
10-11 May, 2013, Sarajevo

Mukherjee, A., & Nath, P. (2003). A model trust in online relationship banking. International
Journal of Bank Marketing, 21(1), 5-15.

Murugan.V. (2021). International E- Research Journal

Namahoot, K. S. (2021). Integrating diffusion of innovation theory with perceived risk and
attitude to measure elderly’ intention to use mobile banking in Thailand. Journal of
Business, Economics and Communications, 16(1), 198-222.

Newnote (2020).Virtual Teller Machine. Available at: https://www.newnote.pt/en/virtual-teller-

machines-vtm/

Nguyen Hoang Viet et al. (2022). Evaluating the impact of e-service quality on customer
intention to use video teller machine services, Journal of Open Innovation: Technology,
Market, and Complexity, ISSN 2199-8531, MDPI, Basel, Vol. 8, Iss. 3, pp. 1-16,
https://doi.org/10.3390/joitmc8030167

Nguyen, O. T. (2020). Factors affecting the intention to use digital banking in Vietnam. The

Journal of Asian Finance, Economics and Business, 7(3), 303-310.

57| Page



’

P. E. Tobbin, “Modeling adoption of mobile money transfer: 4 consumer behavior analysis,’
2010.

Patwardhan, A. (2017), Financial Inclusion in the Digital Age. 1st Edn, Handbook of Block
chain, Digital Finance, and Inclusion, Volume 1: Crypto currency, Fitch, InsurTech, and
Regulation, 1st end. Elsevier Inc. doi: 10.1016/B978-0-12-810441-5.00004-X.

Rita, P., Oliveira, T., Estorninho, A. and Moro, S. (2018) ‘Mobile services adoption in a
hospitality consumer context’, International Journal of Culture, Tourism and Hospitality
Research, Vol. 12, No. 1, pp.143-158

Ruangchan Thetlek, Tanpat Kraiwanit, Pongsakorn Limna, Yarnaphat Shaengchart, Papon
Moolngearn (2024). The Strategy of Virtual Banking Adoption In The Digital Economy.
Corporate & Business Strategy Review / Volume 5, Issue 1, Special Issue, 2024.

Sally Chen, Derryl Silva, Frank Packer and Siddhath Tiwari (2022). Virtual banking and beyond
BIS paper no. 120.

Schober, P. &. (2018). Correlation Coefficients: Appropriate Use and Interpretation. Anesthesia
and Analgesia.

Sha, N. & Mohammed, S. (2017). Virtual banking and online business. Banks and Bank Systems.

12(1), 75-81. https://doi.org/10.21511/bbs.12(1).2017.09.

Sharma, R., Singh, G., and Sharma, S. (2020). Modeling internet banking adoption in Fiji: a
developing  country  perspective. Int. J. Inf. Manage.53, 102116.doi:
10.1016/j.ijinfomgt.2020.102116

Shifa Fathima, J. “Challenge Management of Banking Services — with Special Reference to
Virtual Banking Service Challenges.” Shanlax International Journal of Management,

vol. 7, no. 3, 2020, pp. 57-66.

58| Page


https://doi.org/10.21511/bbs.12(1).2017.09

SHOBHA, R.(2019). A study on Consumers Attitudes towards Adoption of digital banking in
Udupi: Pramana Research Journal, 9(4), 2249-2976.

Siegel, D., Acharya, P., & Sivo, S. (2017). Extending the technology acceptance model to
improve usage & decrease resistance toward a new technology by faculty in higher
education. Journal of Technology Studies, 43(2), 58-69. doi:10.21061/jots.v43i2.a.1

Stoeckli, E., Dremel, C. &Uebernickel, F. Exploring characteristics and transformational
capabilities of InsurTech innovations to understand insurance value creation in a digital

world. Electron Markets 28, 287—-305 (2018).https://doi.org/10.1007/s12525-018-0304-7

Stoeckli, E., Dremel, C., & Uebernickel, F. (2018).Exploring characteristics and transformational
capabilities of InsurTech innovations to understand insurance value creation in a digital

world. Electronic Markets, 28(3), 287-305. https://doi.org/10.1007/s12525-018- 0304-7.

Suvarchala and V. Narasimha (2018).Consumer experience management in banking sectors.
International journal, 6(7):164-178

Tarabay R, Abou-Zeid M. Modeling the choice to switch from traditional modes to ride sourcing
services for social/ recreational trips in Lebanon [J].Transportation, 2019, 47 4):1-31.

Tarhini, A., EI-Masri, M., Ali, M., and Serrano, A. (2016). Extending the UTAUT model to
understand the customers’ acceptance and use of internet banking in Lebanon a
structural equation modeling approach. Inf. Technol. People 29, 830—849.

Tomi¢, N., Kalini¢, Z., & Todorovi¢, V. (2023). Using the UTAUT model to analyze user
intention to accept electronic payment systems in Serbia. Portuguese Economic

Journal, 22(2), 251-270. https://doi.org/10.1007/s10258-022-00210-5

59| Page


https://doi.org/10.1007/s12525-018-0304-7
https://doi.org/10.1007/s12525-018-%200304-7
https://doi.org/10.1007/s10258-022-00210-5

V. Venkatesh, J.Y. Thong, X. Xu. Consumer acceptance and use of information technology:
extending the unified theory of acceptance and use of technology. MIS Q, 36 (1) (2012),
pp. 157-178

Venkatesh, V., Morris, M., Davis, G., & Davis, F. (2003). User Acceptance of Information
Technology: Toward a Unified View. MIS Quarterly

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information
technology: extending the unified theory of acceptance and use of technology. MIS
quarterly, 36(1), 157-178

Vial, G. (2019). Understanding digital transformation: A review and a research agenda. Journal
of Strategic Information Systems, 28(2), 118-144.

Windasari, N. A., Kusumawati, N., Larasati, N., & Amelia, R. P. (2022). Digital-only banking
experience: Insights from gen Y and gen Z. Journal of Innovation & Knowledge, 7(2),

Article 100170. https://doi.org/10.1016 /j.jik.2022.100170

World Bank. 2022. World Development Report 2022: Finance for an Equitable Recovery.

Washington, DC: World Bank

Xiao, Y.Q.J. (2018), “Fintech: Al powers financial services to improve people’s lives”.

60| Page


https://doi.org/10.1016%20/j.jik.2022.100170

APPENDIX

Appendix I: Questionnaires

Dear respondents first of all 1 would like to thank you for your willingness to fill this
questionnaire. The purpose of this research is to collect data on “Factors affecting consumers’
adoption in virtual banking in case of bank of Abyssinia s.c”.

The collected information through this questionnaire will be used only for research purposes as
part of a research for master's degree in Business Leadership at the Addis Ababa University. All
the information that you provided will be kept confidential and it will not be used for any other
purposes.

PART- | Demography of respondents

Put a tick mark (V) on your choice

1. Gender: Male ( )Female( )
2. Age:18-30() 31-40 () 41-50 () above 51 ()
3. Level of education

Less than or equal to grade 12 ( ) Diploma( ) Degree () Masters( ) Phd()
4. For how long have you been a customer of Bank of Abyssinia?

Less than 1year () 1-5 years () 6-10 years () above 10 years ()
Part I1. UTAUT Dimensions

The following questions will be used to measure technology acceptance of consumers in BoA
S.C. Response ranges are set from “strongly disagree to strongly agree”. Please indicate that by
Putting a tick mark (V) in a given appropriate column aaccording to your experience of the

service offered by virtual banking centers in BoA.

Note:- 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree and 5 = Strongly Agree
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Performance expectancy (PE)

PE1. I get the service useful for daily life.

PE2. Using VB helps me to do things quickly.

PE3. Using VB increases my productivity.

PEA4. Using VB increases my chances of achieving things that are important to me.

Effort Expectancy (EE)

EEL.Learning how to use the ITM is easy for me.

EE2.My interaction with the service is clear and understandable.

EE3.I finds the ITM easy to use.

EEA4. It is easy for me to become skilful at using the VB.

Social Influence(SlI)

SI1. People who are important to me think that | should use VB.

S12. People who influence my behaviour think that | should use VB.

SI13. People whose opinions that | value prefer that | use VB.

Sl4. Most people around me are using VB.

Facilitating conditions(FC)

FCL1. I have the resources necessary to use VB.

FC2. | have the knowledge necessary to use the game.

FC3.The ITM is compatible with other technologies I use.

FCA4.1 can get help from others when | have difficulties using VB.

Hedonistic motivation(HM) 1

HML1. Using VB is fun.

HMZ2. Using the ITM is enjoyable.
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HMa3. Using the ITM is very entertaining.

Price Value(PV) 1 314 |5
PV1. VB service is reasonably priced.
PV2. VB is a good value for the money.
PV3.At the current price, VB provides a good value.
PV4. When | use VB services, | can save money.
Habit(HB) 1 314 |5
HB1.The use of VB has become a habit for me.
HB2. | am addicted to using VB services.
HB3. | must use VB services.
HB4. Using VB has become natural to me.
Consumer Adoption of Virtual Banking 1 31415
CAVBL.I intend to continue using virtual banking,
CAVB2.1 will keep using virtual banking as regularly as | do now.
CAVB3.My intention is to continue using virtual banking than use any
alternative means.
CAVBA4.1 will strongly recommend others to use virtual banking.
Appendix I: Reliability Test
Reliability Statistics
No. Cronbach's Alpha N of Items

PE 941 4

EE 913 4

SI .708 4

FC 833 4
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HM .898 3
PV 937 4
HB 948 4
ICAVB .908 4
ndix Il: Demographic profile of respondents
Frequenc | Percent Valid Percent Cumulative
y Percent
male 214 57.4 57.4 57.4
Valid female 159 42.6 42.6 100.0
Total 373 100.0 100.0
Frequenc | Percent Valid Percent Cumulative
y Percent
18-30 138 37.0 37.0 37.0
31-40 118 31.6 31.6 68.6
Valid 41-50 104 27.9 27.9 96.5
above 51 13 3.5 3.5 100.0
Total 373 100.0 100.0
Frequenc | Percent Valid Cumulative
y Percent Percent
;izgmnorequmt012 26 20 20 20
diploma 52 13.9 13.9 20.9
Valid Degree 177 47.5 47.5 68.4
Masters 116 31.1 31.1 99.5
PhD 2 5 5 100.0
Total 373 100.0 100.0
Frequenc | Percent Valid Percent Cumulative
y Percent
'S:Zrthan 11 2.9 2.9 2.9
1-5 years 185 49.6 49.6 52.5
6-10 years 166 44.5 44.5 97.1
above 10 years 11 2.9 2.9 100.0

Appe
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Total 373 100.0 100.0
Appendix I11. Descriptive statistics
N Mean Std. Deviation
PE 373 3.9088 .98138
EE 373 3.6769 96313
Sl 373 3.8546 .61494
FC 373 3.8572 .78023
HM 373 3.8239 .94264
PV 373 3.8458 .94508
HB 373 3.7245 .95884
CAVB 373 3.6273 .91085
Valid N (listwise) 373
Appendix IV. Correlation analysis
Correlations
PE EE SI FC HM PV HB CAVB
PE Pearson 1
Correlation
Sig. (2-tailed)
N 373
EE Pearson 863" 1
Correlation
Sig. (2-tailed) .000
N 373 373
SI Pearson 655" | .763" 1
Correlation -
Sig. (2-tailed) .000 .000
N 373 373 373
FC Pearson 670" | .783" | .846 1
Correlation - o
Sig. (2-tailed) .000 .000 | .000
N 373 373 373 373
HM | Pearson 846 | .868" | .818 | .853" 1
Correlation * - *
Sig. (2-tailed) .000 .000 | .000 .000
N 373 373 373 373 373
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PV Pearson .868"™ .908" .761 776" 872 1
Correlation - o * -
Sig. (2-tailed) 000 | .000 | .000 | .000 | .000
N 373 373 373 373 373 | 373
HB Pearson .835™ .888" 754 771" .845 .90 1
Correlation * - * 9T
Sig. (2-tailed) .000 .000 .000 .000 .000 .00
0
N 373 373 373 373 373 | 373 373
CA | Pearson 870 | 855" | 771 | .755° | .855 | .88 | .925
VB | Correlation * - - 0" -
Sig. (2-tailed) .000 .000 .000 .000 .000 .00 .000
0
N 373 373 373 373 373 | 373 373

**_Correlation is significant at the 0.01 level (2-tailed).

Appendix X. Regression Analysis

MNormal P-P Plot of CAVEB
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Multicollinearity test

Model Unstandardized Collinearity Statistics
Coefficients
B Std. Error VIF
(Constant) -.340 107
PE 315 .037 5.864
EE -.119 044 7.892
L Sl 251 .050 4.180
FC -.027 044 5.207
HM .053 .046 8.301
PV -.010 .049 9.247
HB 577 042 6.959
a. Dependent Variable: CAVB
Scatterplot

Dependent Variable: CAVB
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Model summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .9492 .900 .898 29113
ANOVA
ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regression 277.695 7 39.671| 468.066 .000°
1 Residual 30.935 365 .085
Total 308.631 372
Coefficient Table
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

1 (Constan -.340 107 -3.189 .002
t)
PE 315 .037 .339 8.457 .000
EE 119 044 -.126 -2.710 .007
Sl 251 .050 170 5.008 .000
FC -.027 044 -.023 -.621 535
HM .053 .046 .055 1.147 252
PV -.010 .049 -.010 -.207 .836
HB 577 .042 .607 13.885 .000
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