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ABSTRACT

This paper aimed to empirically examine the factors that affect the adoption of online banking in Iringa Region, Tanzania, using the extended technology acceptance model (TAM). Perceived usefulness, perceived ease of use, perceived risk, and perceived trust were factors assessed as determinants for online banking adoption. The study adopted descriptive research design whereby a sample of 300 respondents featured in the survey. The survey was conducted in Iringa Municipality where convenience sampling technique was used in selecting the respondents. Data collection was through questionnaire completion by selected respondents. Data analysis was done by applying descriptive analysis, correlational and multiple regression model techniques. Perceived usefulness and perceived trust were found to be significant positive predictors of the adoption of online banking. While Perceived risk had negative significant effect on online banking adoption, the perceived Ease of Use had an insignificant effect on online banking adoption. The findings imply that for bank customers to increase their adoption of the online banking services, the bank should strive to make the service more useful, include more features that can increase the level of customers’ trust on it while at the same time reduce the underlying risk.
Keywords: Internet Banking, Adoption, Technology Acceptance, Perceived Risk.
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CHAPTER ONE

INTRODUCTION

1.1 Background to the Research Problem
For the past two decades, information technology has greatly influenced how every business would effectively deliver its services using various electronic channels globally (Ismaylova, 2020). As a result internet technology has greatly and significantly facilitated offering of efficient banking services (Arora & Sandhu, 2018). With a focus of electronic banking delivery in mind and given extreme increase of competition, banks have found the importance of using the technology to shift from traditional branch networking to banking online (Al-Shibiel & Ahmad, 2016). Thus, incorporating e-services is thus becoming extremely unavoidable if banks are to give consumers an excellent and interactive service on online platforms (Bultum, 2014).
In Africa, the state of the economy is on development stage. As a result, internet in most areas of the continent is not readily accessible to most banks -customers willing to conduct financial transactions without necessarily going to queue in bank halls (Gikonyo, 2014). Nevertheless, in recent past decade the banking industry has experienced a wave where more banking services have now been offered through alternative channels through adoption of mobile banking and online/internet banking (Chong et al., 2010). 
These technological platforms in turn have created enhanced, convenience to increasing number of bank customers doing self-services such as sending and receiving money, bills (utility) payments, account advise, balance enquiry, mobile airtime purchase, and transferring money between banks (Gikonyo, 2014). With current intensity of the competition within banking industry, and increased customer sensitivity regarding costs and convenience while doing transactions banks began applying technological innovations so as to override human encounters (Boateng et al., 2015). The internet banking services have assured offering of superior services online conveniently. Customers can now have services such as viewing account details and statement information, pay bills, transfer money between accounts, and make purchases and payments online (Sathye, 2007).

Banks are also favoured by emergence of online banking technologies. Several prior studies revealed how impactful the internet banking solutions have been. For instance, Al-Shibiel and Ahmad (2016), found that the banks using internet banking have a lower Cost to Income Ratio, (CIR) in range of 15%-20% unlike non-internet banking banks which are at 60%. Hence Roy et al. (2016) view this as a major upgraded of online banking platforms, adding to what mobile banking channel would offer.

Although above highlighted benefits are quite evident  (Mozie et al., 2012), the technology is not adequately accepted particularly in developing nations (Al-Hajri, 2005).The slow acceptance of internet banking technology could be attributed by lack of awareness among customers, poor infrastructure and trust (Sankari et al., 2015).  Several commercial banks in Tanzania such as Stanbic Bank, CRDB, and the National Bank of Commerce pioneered in acquiring the internet banking technology .The solution have given their customers flexibility to perform online banking transactions at any time on any day without going physically to the bank. But also, SMEs gained the ability to access international markets (Makame et al., 2014). In the past 6 years, NMB Bank joined the race with an ambitious investment in online banking.
Although the use of online banking has been on an increase as the technology spread throughout Tanzania, the penetration is not as expected that more customers would be using banking services (Mandari & Richard, 2017). Up to now such financial inclusion products have not achieved intended objective as many consumers are still without banking services. All the same, close to 26.8 percent of the adult population is still excluded from the financial system (FinScope, 2013). A survey in Iringa proved that 99% of the enumerated survey areas in Iringa had good network reception. Yet, despite this fact and the introduction of NMB Mobile and internet banking in the region the usage is still low below 30% (FinScope, 2013). Research has therefore tried to uncover the determinants of this.
Although studies in Tanzania such as Abdinoor and Mbamba (2017), Abeka (2012), Makame et al. (2014), Mandari and Richard (2017) and Chuwa (2015) have tried to unearth these determinants, they may not have adequately covered predictors for online banking adoption, let alone covering regional customers such as those from Iringa Municipality.  Therefore, this research sought to fill this gap by assessing the determinants for customers’ adoption of online banking in the context of developing country like Tanzania with specific focus to Iringa.
1.2 Statement of the Research Problem
The customer needs for banking services in developing nations is forecasted to be centered more on online banking solutions in the next decade (Tarhini et al., 2014). Internet banking is amongst key solutions in driving change to allow a wide range of banking services be offered online (Hoehle, 2012).  Several banks have attempted to acquire the internet technology in view to improve customer experience while minimizing operational costs (Raza et al., 2017).The  technology has arguably appeared as a crucial platform for generating more bank revenue, hence a more profitable application, (Wang, et al 2017). Similarly, the banks apply online banking systems to improve the way they actually conduct operations and thereby remain competitive, enhance financial inclusion and offer more convenience to customers, (Gumbo, 2010). 

Despite several advantageous positions that both customers and banks are offered when they accept and use internet banking, customers still prefer traditional banking methods. The adoption Appears to be limited and fallen short of expectations (Martins et al., 2014).But again the systems seem unnoticed or largely under-used in spite of their availability (Widdows et al., 2005). Massive number of customers still refuses to accept online banking applications. This is due to concerns on uncertainty and level of security (Ghani et al., 2017). Therefore, it is important to understand the determinants that influence the user intention to adopt internet banking. 
In Tanzania for example, the online banking technology started being embraced massively in the early 2000s with the new private-banks pioneering the adoption (Milanzi, 2013). However still the customers prefer going to ATMs and in banks for services, than using online applications. Considerably a large section of bank customers is still not using the platform due to several factors such as lack of internet access and perceived risks (Lee, 2009). Various documented studies have investigated the determinants of consumers’ adoption of online banking. 

For example, studies from different countries by Mandari and Richard (2017), Raza et al. (2017), Roy et al. (2017), Karjaluoto et al. (2004), Jahangir and Begun, (2008), Nasri and Zarai (2014), Ghani et al. (2017), and Perkins and Jonathan (2013), all applied the TAM model to study predictors of online banking adoption. In their investigations they were able to establish strong significant relationship between perceived ease of use and perceived usefulness and technology acceptance. Cudjoe et al. (2015) put perceived credibility and cost ahead, underlining the Ease of use and Perceived Usefulness as weak influencers. On the other hand, while Abdinoor and Mbamba (2017) and Hassan et al. (2014) highlighted a positive relationship on the role which demographics play in influencing the adoption of online banking, Maduku (2013) was on a contrasting view after concluding that demographic variables were proved to be weaker and poor predictors of customers’ attitude towards adoption. 
In Tanzania the researches of user’s acceptance of online banking is still scarce. Limited consideration has been placed on studying determinants for online banking adoption and its contribution locally and maybe could be a reason behind sluggish acceptance of the technology in this region and country at large. The fact that most banking customers are not engaged in online banking usage contraindicate that a locally based study of this nature is essential to investigate the reasons behind it. Hence a study on factors influencing adoption of online banking becomes paramount. This empirical study was aimed at filling the gap while focusing on the determinants for customers’ online banking adoption in Tanzanian banking industry, specifically Iringa Municipality. This study considered customers from NMB bank in Iringa. Mostly, NMB Bank Plcs is predominant in the area and has branches in the township which is largely becoming the epi-center of business for highlands regions. The study was inclusive to gather information from different categories of customers from the bank branches.
1.3 Research Objectives
1.3.1
General Objective
The general objective of the study was to evaluate the factors that influence the adoption of online banking.
1.3.2
Specific Objectives

i. To assess the level of online mobile banking adoption in Tanzania. 

ii. To determine the effect of perceived ease of use on online banking adoption.
iii. To determine the effect of perceived usefulness on online banking adoption.
iv. To determine the effect of perceived risk on online banking adoption.
v. To determine the effects of trust on online banking adoption. 
1.4
 Research Questions

i. What is the level of online banking adoption in the study area?

ii. Does perceived ease of use affect customers’ adoption of online banking?

iii. Does perceived usefulness affect customers’ adoption of online banking?

iv. Does perceived risk affect customers’ adoption of online banking?

v. Does perceived trust affect customers’ adoption of online banking?

1.5 Justification/Rationale/Significance

The research renders a practical apprehension of online banking adoption among the banking and financial institutions. From that practical standpoint, the research will provide banks with a better understanding of the determinants of online banking adoption and hence support their initiatives to address and critically review their online banking strategies, and online security features and the online services in general.
Findings of this research work will provide better insights into the behavior of the customers in accepting online banking and bring to light how the technology could be restructured as embedded in banking services to cater for customers’ needs in the adoption of online banking. This will help the management in banks to come up with relevant policies to remedy present or invent proper plans to better Internet-based transactions through online banking adoption and implementation. Hence, the findings may assist to further plan, and ensure banks are increasingly aware of the Internet-based factors for adoption and likelihood their services consumption is improved.
1.6 Organization of the Chapters
The remaining part of the dissertation is organized as follows. A review of preceding literatures is covered in chapter two. The chapter covers the most relevant theories and concepts of the study. The section highlights of Models that are useful in studies of adoption of technology both globally and empirically in local context, identifying the research gap. Chapter three covers the overview of the research design and methodology, research strategies, survey of the population and describes the areas of the research. It also presents the sampling design and procedures, the variables and measurement procedures section, Validity and Reliability part. The chapter also presents the methods of data collection, data sorting and processing technique, including models for data analysis. The later chapters presents also the Findings for discussions deduced from interpretation of the analysed data and Conclusions are drawn and recommendations made.
CHAPTER TWO

 LITERATURE REVIEW

2.1 Overview

This chapter presents detailed insights from a review of previous researches. It defines the key concepts used in the study, as well as the theoretical framework on determinants for online/internet banking adoption. Adopted Technology Acceptance Model (TAM) is discussed giving full apprehension based on other related studies which have used the same model. Empirical studies done both globally and locally are also reviewed and the empirical evidences summarized, followed by identification of the research gaps. Finally, a conceptual framework linking the different variables in the study is presented followed by statements of hypothesis tested in the study. 
2.2 Conceptual Definitions
2.2.1 Online (Internet) banking (IB) Defined

The online/internet banking is defined as the delivery of banking services and information by banks to their customers through the use of gadgets that can access internet is referred to as internet banking or online banking (Daniel, 1999).  Online banking offer's customer’s flexibility to perform financial transactions without necessarily visiting a bank branch. The platform offers room to execute banking functions online without time limitations for bank opening hours (Onay & Ozsoz, 2013).  
According to Kyobutungi (2014) and Wang et al. (2003), It allows bank customers to initiate banking transactions on their accounts in remotely fashion away from bank premises. The concept of IB adoption can be understood as a combination of four fields: information technology, finance, marketing and service management.

2.2.2 Perceived Usefulness

Perceived usefulness is defined as the individual’s perception that using the new technology will enhance or improve his or her performance (Davis, 1989). Relating this concept to the online banking services adoption, Usefulness refers to that degree to which bank customers believe that using online services will improve their performance, productivity, convenience; hence improved experiences.
2.2.3 Perceived Ease of Use

The concept of ease of use is that user friendliness to use systems which lessens the threat that consumers fear in acceptance of certain technology (Pikkarainen et al., 2004). Banking application for online transactions that are perceived to be easier to learn, apply or use than others are likely to be more adopted and used than others. Perceived ease of use is therefore a variable that is tied to an individual’s assessment of the effort involved in the process of using the system (Venkatesh & Davis, 2000).
2.2.4 Perceived Risk
Being the first to introduce the concept of perceived risk, in marketing, Bauer (1960) defined it as the individuals subjective feeling of certainty that the consequences will be unfavorable and the amount that would be lost if the consequences of an act were not favorable. Other scholars such as Wynne (1983), defined it as the individual or group evaluation of the level of risk likely to result from a certain action. Risk preferences are used to infer perceived risk (Lee, 1981). 
Alternatively, perceived risk is defined by consumers’ perception of lack of trust and it is associated with potential effects when purchasing goods, products or services, (Littler & Melanthiou, 2003).  Other scholars like Peter and Ryan (1976) and Bauer (1960) have defined perceived risk as expected unpleasant outcome or loss associated with customer’s procurement or purchase. Risk is therefore essentially considered an influential factor that determines customer behavior (Pavlou, 2003).
2.2.5 Perceived Trust

Trust received various definitions in previous works. Moorman (1993) defined it as that willingness that the parties in a transaction are able to rely on one another as partners and have confidence that the other part will act in line with positive expectations. Thus, trusting a person or system entails someone’s’ belief that given a chance there shall never be damaging acts to us. In the context of technology acceptance, Perceived Trust may be related to consumer judgment on security and privacy issues (Wang et al., 2003). Trust is approved of being highly supreme parameter by many scholars when it comes to the effect it has on online banking adoption (Perkins & Jonathan, 2013). Trust is an identified significant element influencing consumer behavior and it determines the success of technologies adoption such as e-commerce and others (Chen & Barnes, 2007).
2.2.6 Online (Internet) banking Adoption
“A decision to use and implement a new idea” (Rogers, 2003). Rogers established four categories as regarded to technology adoption. The first one is Innovators who are willing to face a level of uncertainty and take up the new innovation whether they will be a success or a failure. Second, is early adopters, who are influenced by social system perceptions but would take leadership roles in adoption process. Early majority, are a group whose interpersonal effects also influence the adoption. There are those who wait until substantial part of peers have accepted the innovation to accept it, this is referred as Late Majority. Lastly is the laggards who are more doubtful to any form of change and are resisting changes.
2.3 Theoretical Literature Review
Multiple scientific studies have developed different frame works for examining factors influencing adoption of new technological innovation. Some of of those frameworks (models) are Theory of Planned Behaviour (TPB), Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA), Theory of Diffusion of Innovations (DIT), and Decomposed Theory of Planned Behaviour, as  proposed by Ajzen (1985, 1991),  Davis et al. (1989),  Fishbein and Ajzen (1975),  Rogers (1995),  and Taylor and Todd (1995), respectively.
Amongst the most operative theory is the Theory of Reasoned Action (TRA) (Venkatesh et al., 2003). This theory explains how customer’s intention to use a certain technology is related to the subjective norm and attitudinal orientations. While the concept of attitudinal behaviors refers to the negative or positive frame of mind towards certain behaviors, Subjective norm refers to the societal view that certain behaviors are or are not to be performed by an individual (Fishbein & Ajzen, 1975) Another theory used in adoption of technology is the Theory of Planned Behavior (TPB). The theory was proposed by Ajzen (1991) as an extension of the TRA. Like TRA the theory suggests the intentions as the pivotal parameter when it comes to human acceptance of technology but these intentions are a function of attitude, subjective norms and perceived behavioral control. Behavioral control reflects on internal and external influencers of the behavior depicting how easy or difficult it could be to perform certain behavior. 

In addition to the above theories the TAM has been applied by several scholars in studies relating to technology acceptance and adoption. The model has been used in many researches in developing nations like Tanzania. Davis’ (1989) TAM model, illustrates acceptance and adoption of new technology It also illustrates how customers develop perception about the usefulness and ease of use of various technologies which lead to the actual usage of the technology. This Model explains the nature of “belief-attitude-intention-behavior” and as related to the actual adoption. Many scholars have applied TAM to study consumers’ behavior, predominantly when organization decides to acquire and implement new technological systems. Some of these studies include Kyristi and Santouridis (2014), Lederer et al. (2000), Venkatesh and Davis (2000), Suresh (2019), and AlKailani (2016).
TAM has therefore widely been applied in different contexts on a diverse set of technology acceptance studies. It has been practical to various research works regardless of where the study is done whether rural, urban or periphery areas. Since TAM is tailored to explain how external variables are likely to influence customers intention to use a technology the Model is relevant for a study of predictors of online banking in context of a developing nation. Hence, the model is useful in giving the insight on adoption of new technology.
In Disregard of criticism TAM received, it still offers a huge theoretical contribution when studying to understand factors hindering the adoption and actual use of systems. TAM describes the relationship between the variables of ease of use, and perceived usefulness as independent variable and technology adoption. Some of the criticism and extensions of TAM include Extended TAM known as TAM2 (Venkatesh & Davis, 2000), UTAUT (Venkatesh & Zhang, 2010) and others. Given existing studies, this research used TAM as the base model and extend the model by considering added variables of trust and perceived risk as adopted from Chong et al. (2010). The Model is considered to fit the environment of third world countries such as Tanzanian and fit its context.
2.4 A review of Empirical Literature
The Technology Acceptance Model (TAM) has turned to be a useful framework to recent researchers studying on adoption of technologies to the extent that are finding hard to skip it. The Model primarily has helped test intention of consumers to accept or reject an innovation deployed in the community (Perkins & Jonathan, 2013). The extant literature portrays the level of attention the topic has gained across academicians in recent years. Some of the literatures has to it that, privacy, security, trust and complexity of the technology are factors that influence the acceptance of online banking amongst customers and somehow on the side of banks as well.
Several others have extended their coverage to include demographic profiles of consumers to see as how they are also determining the rate of technology acceptance, (Hassan et al., 2014). Though Fawzy and Esawai (2017) commend that the perceived risk is the very pivotal factor of all, the effects of demographics are yet very well accounted for. Generally, there are studies done all over the globe, but again there those done in Africa and some which are directly specified to Tanzanian case informing in conformity or otherwise. The prevalent recent findings done thus about online banking and Technology Acceptance Model are reviewed next, presenting their main findings and the empirical evidences and environment. 
2.4.1 General Studies
There have been many general studies on the Technology Acceptance Model (TMA), some of which include Abeka, (2012), AlKailani (2016), Al-Shibiel and Ahmad (2016), Chong et al. (2010), Khater (2019), Ghani  et al. (2017), Raza et al. (2017), Perkins et al. (2013), and Solomon et al. (2013). Chong et al. (2010) for example, attempted to study Perceived ease of use and perceived usefulness on a deep dive fashion, supporting his research with extended TAM Model but added trust and government support as additional variables. 
This Model was implemented in similar fashion by Perkins et al. (2013). They strategically engaged bank customers using online banking services and non-users totaling to 156. They came out with results which indicated that Perceived usefulness, government support, and trust were positively associated with intention to use IB, but ease of use was not supported. On the contrary, Yousafzaid and Yani-de-Soriano (2012) found both perceived usefulness   and perceived ease of use-having insignificant influence on adoption. Similarly, Cudjoe et al. (2015) did not support perceived ease of use as having a significant influence towards online banking adoption, contradicting with findings by Sikdar et al. (2015); Jahangir and Begun (2008); and Hanafisadeh et al. (2012).
Likewise, from the Greek banking sector, Kyristi and Santouridis (2014) reported that there is a significant influence posed by customer perception about usefulness and ease of use as related to adoption of IB. According to Muthumani and Fathima (2015) perceived usefulness is one of the factors that affected the use of online banking especially in current generation. Perceived usefulness predominantly influenced the behavioural intentions. Findings from this study supported earlier published papers by Wang et al. (2003) and Pikkarainen et al. (2004). 
With an earlier assertion by Pikkarainen et al. (2004), evidence was further put forth relating to the preceding literatures that the perceived usefulness was arguably the most crucial factor influencing online banking adoption. This is because the variable has pressing effect on behavioral intention as concerning to technology use (Lee, 2009). This conclusion fetched followers as received validation by various researchers allover (Ghani et al. 2017). See also Alkailan (2016), Al-Shibiel and Ahmad (2016).
Solomon et al. (2013) studied online banking acceptance considering trust and financial security as integral factors for adoption. The variables (trust and financial security) were proved essential determinants of internet banking usage. Trust to a customer is that anticipation that the other party will act in responsible manner never to disappoint him or her (Pavlou, 2003). As such it emerges crucial part in any business transactions between individuals and organization due to a risk element being involved (Solomon et al., 2013). In recent times there is a continuing debate about level of customers trust to the banking system, to the level that some researchers have pinpointed it as a strongest predictor of online banking adoption, (Maduku 2013).
Usually when banking transactions take place a level of risk is to be faced by initiators of transactions, as money is involved. This is especially when doing it online. The same fact was attested by Solomon et al. (2013), Obeid and Ahmad (2016), and Hanafizadeh et al. (2014), who identified and proved trust and security to be the most influential determinant on consumer’s online banking adoption. The question of security and trust has been identified as most pressing fear of online customers, as perception of uncertainty and risks is regarded as inherent in most business transactions done online (Harrison et al., 2014). The influence of trust towards online banking adoption is as well discussed very well by Harisson et al. (2014), Alkailan (2016), Jahangir and Began (2008), Nasri and Zarai (2014), and Nasri (2011). 
As evidenced in the above references, while giving his verdict based on scientific findings on the effect of trust, Alkailan (2016) worked on the effect of perceived risk on online banking adoption. He asserted that online banking adoption is significantly affected by perceived risk and perceived usefulness. Kesharwani and Bisht (2011), treated perceived risk and confirmed its negative impact on behavioral intention of online/internet banking adoption. However, despite all above attestations, contrasting views are prevalent in the literatures concerning how perceived risk is weak in predicting online/internet banking acceptance. To be specific, Yadav, Chauhan, and Pathak (2015) did not find a significant effect of perceived risk in customers’ intentions to use online banking.
The demographics have always remained paramount to take into account due to role they are likely to impose on the choice probabilities consumers would have. For instance, Gao and Owolabi (2008) study in Nigeria, established outcomes favoring female respondents on their quicker rate of adoption of IB than their male counterparts. But again, Sohail and Shanmugham (2003) applauded young people who he also referred to as affluent as were more likely to use online/internet banking services in Malaysia than elderly segment of the population. 
Demographics have also been covered by Yousafzaid and Yani de Soriano (2012) just as in Harrison et al. (2014), Gikonyo (2014) and Nasri (2011) who also were much interested to understand adoption in the light of demographics patterns. He was able to envisage that the correlation between Usefulness- behaviors was stronger to younger males than females, as are more innovative and explorative. Whilst the relationship of Ease of use – Behavioral intention was stronger for older Women (laggards) who are with high level of discomfort using new technology. While Nasri (2011) put forward impact of demographic factors which were found significantly influencing online/internet banking adoption behavior, specifically, occupation was on top of list as a more impactful variable. Gikonyo (2014) found that more men adopted IB than females, with middle aged respondents embracing more the adoption, with education level not a barrier to the actual adoption.
While Stavins (2001) noted how married consumers adopted online/internet banking more readily than other consumers, Polatoglu and Ekin (2001) checked how likely educated people had an upper hand in acceptance of online/internet banking. The result showed that highly educated customers are more likely than less educated on acceptance issue. This was similar to Gerrard et al. (2006). Flavián et al. (2006) reported older generation in Chile as disadvantaged when it comes to accessing bank transactions or services online. All of these findings and opinions are to be tested in Tanzanian context.
2.4.2 Studies in African Countries
Nyanyofio et al. (2015), studied determinants of mobile banking adoption, across banking customers in Ghana. In their findings it was evident in the study majority of respondents (114) confirmed that, they placed the usefulness on a high, as very influential factor on their decision to use the online banking service while the rest (36) said, that usefulness of the self-service is not likely to influence their decision to use it. The research also indicated that perceived credibility and perceived financial cost have a stronger effect on consumer intention to adopt and use mobile banking service than perceived usefulness and perceived ease of use. Ghanaians had formed a negative behavioral pattern towards mobile banking, due to considering that, perceived credibility and perceived financial cost as hindrance.
Perceived risk and security were included as variables in the study by Fawzy and Esawai (2017). They quantitatively studied adoption rate as implicated within private and public banks in Egypt. Released findings indicated significant effects of perceived risk and computer efficacy on online banking adoption. The study used extended Model to the TAM where both PU and PEOU were found to have positive influence to online banking adoption. Therefore, the PU and PEOU reliability was found to be satisfactory (Gikonyo, 2014). 
However, the perceived risk was placed as the highest pivotal predictor of IB adoption. Comparable to Fawzy and Esawai (2017), Solomon et al. (2013) discovered Trust and financial security, are all barriers to the acceptance and could predict adoption. But again, Predictors of online banking adoption is widely covered in Africa. Scholars who have attempted to study determinants for online banking adoption are such as Bultum (2014) in Ethiopia, Edwin and Mercy, (2016) in Nigeria, Khater, et al. (2014) in Sudan, Nasri, (2011) in Tunisia, Perkins and Jonathan (2013) in Ghana, to name but a few. All had their work well documented on the topic.
2.4.3 Empirical Studies in Tanzania 

Various authors have documented their studies on determinants for online banking adoption in Tanzania. These studies include thos done by Abdinoor and Mbamba (2017), Abeka (2012), Chuwa (2015), Makame et al.(2014), and Mandari and Richard (2017) While Abeka (2012) applied Technology Acceptance Model (TAM) to study the barriers for adoption of online banking amongst corporate customers, Clearly the higher the level of education, the less experience the respondent has with both online/internet banking and other Internet services, the PEOU and organizational support were found as significant while PU was insignificant and not supported. 
The results were later supported by Mandari and Richard (2017) who assessed key factors that influence the usage of mobile banking services in Tanzania using same TAM Model. In this study awareness and Perceived ease of use were found to have imperatively more significant effect towards online banking adoption than perceived risk. Similarly, Abdinoor and Mbamba (2017) investigated consumer adoption of mobile services applying the TAM. They used the regression Model to test the hypothesis as derived from the study variables. The results of the study revealed positive relationship between perceived ease of use and IB adoption. Both perceived usefulness and benefits were also found to be significant factors influencing adoption as compared to cost effects which proved to be a weak factor. Therefore, the study supported PU in contrary to those of Abeka (2012) and Mandari and Richard (2017).
Chuwa (2015) was specific in his study aiming to test the relationship between demographics and IB adoption. Chuwa’s results are on a similar tune with those by Abdinoor and Mbamba (2017). While Chuwa (2015) recognized the effect of demographics by saying age, income, education level, and occupation have significant relationship on IB adoption, Abdinoor and Mbamba (2017) on the other hand found  sex, age, and income as more appealing demographic variables with significant relationship to IB adoption. 
2.5 Research Gap
The related literatures above have verified mostly that perceived usefulness, and ease of use are obviously approved as key determinants towards innovation acceptance .While theoretical literature pointed various attempts to extend TAM model in the previous studies in light to understand better the level of influence the variables of trust, perceived ease of use, perceived usefulness and risk have on actual adoption process, empirical literature showed imperatively how perceived usefulness and perceived ease of use regulate customers attitude toward adoption of new technology with elements of trust and perceived risk, highlighted as undoubtedly key determinants. The findings laid Implications that directed on banks to create awareness on usefulness and look on requirements to design systems offering ease way to use the IB, with better security levels and which would ensure guaranteed financial protection.
Though findings of reviewed literatures vary from each other they all focused on same aim to study indicant for online banking adoption and their implications to bank managers. A review of both theoretical and empirical orientations on literature, propelled developed theoretical framework to assess the relationship that exist between, perceived usefulness, perceived ease of use, perceived risk and trust on acceptance of IB. Different from what named scholars did, this study investigates factors influencing online banking adoption in Tanzania considering perceived risk, trust and basic TAM variables all together, something which is scarcely found. These concepts are as derived from below framework, based on thorough literature review, can be depicted as in Figure 2.1.
2.5.1 Conceptual Framework   
[image: image2.png]


                                
Figure 2.1: Proposed Research Model 

Source: Adopted from Abdinoor and Mbamba (2017), and informed by Technological Acceptance Model (TAM).
The above conceptual framework will be used in this study, the independent variable is perceived usefulness, ease of use, perceived risk, and trust that may influence the adoption of innovations. When customers have a thought that technology is useful and acceptable is thought to make it easy for customers to use the Innovation. There are however could evolve intervening variables in the adoption process which may in a way hinder innovation acceptance rates or accelerate it in form of Demographic factors.
2.6 Research Hypothesis
H1. Perceived usefulness has a positive effect on online banking adoption

H2. Perceived ease of use has a positive effect on online banking adoption.

H3. Perceived risk has a negative effect on online banking adoption.

H4. Trust has a positive effect on online banking adoption

CHAPTER THREE

RESEARCH DESIGN AND METHODS

3.1 Overview

The chapter describes the methodology used including research strategies, sample selection procedure performed, variables selection, the model used for the research and the statistical techniques that were employed in the study

3.2 Research Design 

The study employed descriptive research design and collected primary data which were gathered from NMB customers visiting bank premises. The descriptive design was used since is a systematic description of the characteristics of an event, community or a region providing accurate facts as it is, at the present moment (Goretti, 2008). 
3.3 Survey Population
The target population for this study was NMB bank customers. This study had a target population of 36,903 customers of NMB Bank within Iringa Municipality. The researcher chose to work with two branches within Iringa Municipality NMB bank branches located in the township. The population strictly targeted NMB customers because they get various NMB services with inclusion of online banking and have viable information concerning the NMB services. Therefore, from this population the researcher got required sample size and data to understand the determinant of online banking adoption in Tanzania.

3.4 Survey Area 

This study was conducted within Iringa Municipality whereby two NMB branches were involved to represent others. Customers in the Municipality still lags behind in Online banking usage currently at 25%. Iringa is largely becoming a business hub for southern regions with population of 941,238 (Census, 2012). Age between 24 and 65 years is the age of majority of the population who form 72% with only 19% living in the urban. 
In regards to male – female ratio the region records a fifty-fifty ratio (FinScope, 2017). Its main economic activity is agriculture boasting the second highest per capita GDP in the country. Mobile financial services in the region, received a remarkable push paving way to improved level of financial services acceptance which increased from 52% to 73% between 2013 to 2017 (FinScope, 2017). This is a reflection of the achieved partnership between banks and mobile money in introducing digital models in the area. 
3.5 Sampling Design and Procedure

3.5.1 Sample Size

Multistage sampling was used by identifying the NMB branches within Iringa and then focuses on respondents within the Municipality. Saunders et al. (2009) defined sample size as a subset of populations. Considering 36,903 total number of NMB customers (Encompassing SMEs, Personal customers and Retail customers) in Iringa Municipality. The study estimated a sample of 381, given a guideline provided by Krejcie & Morgan (1970). A total of 300 banking customers featured in the survey, inclusive both users and non-users of online banking. However out of these 300 samples, 93 were eradicated because were unengaged respondents, hence remained with 207 cases. 
The root-cause for eliminating 93 cases were multiple as various respondents were issued with the questionnaires upon entering the banking hall but on returning the forms were found erroneously filled, incomplete or partially attempted or did not pay sufficient attention to cause the negatively worded questions to be improperly completed. The researcher relied on Tabanichnick and Fidell, (1996) who described that a sample size of 300 is considered to be good in providing representative results, given population of 36,903. Hence, 300 questionnaires were received but only the 207 which survived the cleaning process were analyzed and were deemed sufficient to generate genuinely representative results.
Sample Size from a given Populations;
n = z 2 * p * (1 - p) / e 2 
 Where z = 1.645 for a confidence level (α) of 90%, p = proportion (expressed as a decimal), e = margin of error.  
Table 3.1: Determining Sample Size from a Given Population
	N
	S
	N
	S
	N
	S
	N
	S
	N
	S

	10
	10
	100
	80
	280
	162
	800
	260
	2800
	338

	15
	14
	110
	86
	290
	165
	850
	265
	3000
	341

	20
	19
	120
	92
	300
	169
	900
	269
	3500
	246

	25
	24
	130
	97
	320
	175
	950
	274
	4000
	351

	30
	28
	140
	103
	340
	181
	1000
	278
	4500
	351

	35
	32
	150
	108
	360
	186
	1100
	285
	5000
	357

	40
	36
	160
	113
	380
	181
	1200
	291
	6000
	361

	45
	40
	180
	118
	400
	196
	1300
	297
	7000
	364

	50
	44
	190
	123
	420
	201
	1400
	302
	8000
	367

	55
	48
	200
	127
	440
	205
	1500
	306
	9000
	368

	60
	52
	210
	132
	460
	210
	1600
	310
	10000
	373

	65
	56
	220
	136
	480
	214
	1700
	313
	15000
	375

	70
	59
	230
	140
	500
	217
	1800
	317
	20000
	377

	75
	63
	240
	144
	550
	225
	1900
	320
	30000
	379

	80
	66
	250
	148
	600
	234
	2000
	322
	40000
	380

	85
	70
	260
	152
	650
	242
	2200
	327
	50000
	381

	90
	73
	270
	155
	700
	248
	2400
	331
	75000
	382

	95
	76
	270
	159
	750
	256
	2600
	335
	100000
	384


Source: Krejcie & Morgan (1970)

Note:
“N” is population size


“S” is sample size.

3.4.2 Sampling Procedures
A sample of the study was drawn from customers visiting the bank for services at Mkwawa and Ruaha branches. Each third customer entering the bank was approached and issued with the questionnaire copy requested to complete it fully. Focus was placed on the customers with NMB bank accounts. Averages of 15 to 30 questionnaires were collected complete within a single day. The respondents engaged in this study had at least one current, personal or business bank account opened within NMB network, at the time of the survey. 
We basically sampled by convenience and approached them at bank branches at several service touch points. Also, in order to increase the reply rate, the questionnaire was administered with the researcher close to the respondents during actual questionnaire filling so as to immediately issue clarity or collect after completion. The method was applicable during one month, where 300 replies were obtained. Thus, a sample of 300 was achieved.
The choice of the two branches of NMB Bank Plc in Iringa Municipality was based on the fact that they serve a larger number of customers relative to others branches in the region. The absorbed respondents were both adopters and non-adopters. Convenience sampling method was used as proposed by Chong et al. (2010). The reasons of using Convenience sampling type are twofold. First, easily gather information or data from available study elements who are within researcher’s area that is no need for outreach or emailing hence cost effective (Ghani et al., 2017). But secondly, it allows dealing with the group of people that are easily approachable and available. 
3.5 Variables Measurement

A total of 19 items were enumerated to capture the four independent variables with each of the items being measured by five-point Likert – like scale with scales ranging from 1-strongly disagrees to 5-strongly agree. Perceived usefulness (PU), was measured using a five-item scale adapted from Chong et al. (2010). The perceived ease of use (PEU), measured using a five-item scale adopted from Chong et al. (2010) and Lai and Li (2005). 
Trust items were also adopted from Chong et al. (2010) and Lai and Li (2005) containing three items. Perceived risk was adapted from Lee (2009) and included four items. The online banking adoption was measured using items as adapted from the original TAM (Davis, 1989). The demographics characteristics were measured in terms of gender, age, and education, as adapted from (Yang, 2005). 

3.6 Methods of Data Collection
The instrument was designed to include two-part questionnaire that would portray online banking adoption in Iringa region. The first part adopted 5- point Likert scale as used by AlKailani (2016). Therefore, the study used for each item with (5 = strongly disagree, 2= agree, 3= neutral, 2= disagree, and 1= strongly disagree). The other part measured demographic profiles of study respondents. A well-structured instrument of 19 items on a five-point Likert’s scale questionnaire was used for the purpose of the study to generate the responses from focused respondents. The administration was on self-administered mode. Primary data was collected from customers who were entering the banking hall. 

To ensure good data quality, the questionnaire was pre-tested through few selected customers. Ten retail customers in banking hall, were requested to complete, it was discovered due to technical terms and language, close guidance was inevitably required in actual data collection therefore amendment was done on our questionnaires based on responses we gained from customers. A little deviation was observed out of the expectation. Hence, the instrument was judged as fitting, and was then used to collect the required data. Kothari and Garg, (2014) pointed out that pre-testing the questionnaire enables the researchers to polish and evaluate validity and reliability of data to be collected. 
3.7 Data Processing and Analysis
The 300 administered questionnaires were checked for completeness and consistence. Data were coded before were input in SPSS for data file creation. Therefore 300 questionnaires were organized in dataset for data processing. Multiple data cleaning techniques were employed to ensure data entry was error free. Out of range entries were also identified and errors were amended by checking against the actual entries in the questionnaire. The researcher worked with negatively worded item in the IBA items. With this procedure assessment of unengaged respondents was completed by calculating standard-deviation for IBA items and identified all cases with 0 values, and got 93 out of 300 cases which were discarded. Hence, only 207 questionnaires were retained for subsequent analysis.

3.7.1 Validity and Reliability 

In analysis phase the first step taken after data cleanup was to test reliability and validity of the instrument used where Cronbach’s alpha (α) test was used to test reliability. 
3.7.2 Descriptive Data Analysis 
Descriptive analysis was applied in order to profile and describe the respondents’ characteristics where frequencies, and percentage which serve as tools to profile nature of respondents. The use of frequency and percentage is considered to be useful for profiling characteristics of the phenomena. Mean scores were computed for each of the scale-based model variables.
3.7.3 Correlation and Regression Analysis 

The researcher implemented Pearson correlation analysis so as to investigate the relationship between the study variables (Jahangir and Begum, 2008). But again, we implemented multiple regression analysis model (MRA) to examine the relationship between the independent variables and the dependent variable (online banking adoption). Such practical statistical method is usually used to analyze association that exists between a set of independent variables with a single dependent variable under study, Hair et al. (2005). MRA is a capable technique to test for both the relationship and effect of the independent variables on the dependent variable.  Ramanathan (2008) witnessed that regression analysis is used to confirm the significant relationship of variables following the descriptions of the hypothesis.  
CHAPTER FOUR

FINDINGS AND DISCUSSION

4.1 Overview

This chapter presents the outcome of analysis of the data collected by the study. It also discusses the findings of the study in connection to the study’s’ specific objectives. The main objective was to identify the factors that influence the adoption of online banking amongst banking customers in Iringa, based on the extended TAM. The survey involved respondents from two branches of NMB Bank Plc within Iringa Municipality, profiling the respondents and categorized them in terms of the gender, age, level of education, online/internet banking usage, and Customers registration.
4.2 Demographics Profiles
Table 4.1: Demographic Profiles of Respondents

	Measure 
	Items
	Frequency
	Percentage

	Age of Respondents.
	Less_than_35years
	90
	44

	
	35-50years
	96
	46

	
	More_than_50years
	21
	10

	
	
	
	

	Gender.
	Male
	132
	64

	
	Female
	75
	36

	
	
	
	

	Education level
	Secondary education
	23
	11

	
	Post_Secondary
	51
	25

	
	Bachelor_and_Graduate Education.
	133
	64

	
	
	
	

	Number of times(OB-usage)
	Less_than_20times
	59
	29

	
	20-40_Times
	52
	25

	
	More_than_40times
	65
	31

	
	OB-Unregistered
	31
	15


Source: Author Computation Survey Data.
4.2.1 Age of Respondents
Age of most respondents was below 50 years. The respondents with age below 35years formed 44%, those between 35-50 years formed 46%, and the elders above 50 completed the remaining 10 % (Table 4.1).
4.2.2 Gender
Though all gender were approached to participate it appeared male customers were more willing to participate than female customers. Male participants comprised 64% of the total respondents while female only formed 36% (Table 4.1).
4.2.3 Education level of Respondents
More participants were graduates (64.3%) compared to the others. A total of 51 respondents equal to 24.6% percent of the respondents had post-secondary education (high school, Certificate and Diploma qualifications) while 23 respondents (11.1%) were customers with Secondary education (Table 4.1).
4.3 Online banking Service Usage
The study findings reveal only 31 out of 207 respondents were found unregistered with online banking. This formed only 15% which means the larger portion of surveyed customers; that is 176 respondents were registered with online services already However, the position of usage is way below that  as 59 participants of the study respondents appeared to have used the online services less than 20 times in a year. This conveys the usage of services on at most twice a month having a 33.5% response rate, while having a slight difference with other group of participants who preferred using online banking at least thrice a month with a 29.5% response rate. Only 36.9% percent of respondents were using online services frequently more than 40times in a year.
Table 4.2: Reliability Analysis Results
	Latent constructs
	Indicator.
	Number of Items
	Cronbach’s alpha

	Perceived Usefulness
	PU
	5
	0.705

	Perceived Ease of Use
	PUE
	5
	0.805

	Perceived Trust
	PT
	3
	0.819

	Perceived Risk
	PR
	4
	0.729

	Online banking adoption
	IBA
	2
	0.631


Source: Author Computation Survey Data

Table 4.2 presents the Cronbach’s alpha for each construct. Molina et al. (2007) declared that the minimal proposed Cronbach’s alpha value is 0.70. The computations for, the Cronbach’s Alpha to complete the analysis was done, in which the minimum recommended value is 0.5 (Molina et al., 2007, pp. 691). Table 4.2 indicates that in every case, the scales are within the acceptable range. 
4.4 Correlation Analysis: Relationships between Independent Variables

Since constructs were measured by several items on the instrument it was mandatory to compute average scores per construct to assist in further analysis stages up to regression Model stage. To test the correlation between the four variables under study, the Pearson correlation analysis was conducted. Table 4.3 shows the results of the correlation analysis i.e. the correlation coefficients across pairs of the study’s variables. Consequently, when considering the correlation coefficient value (r) range, 0.10 to 0.29 is considered weak, from 0.30 to 0.49 is considered medium and from 0.50 to 1.0 is considered strong, (Wong and Hiew, 2005). All coefficients are within the .38 to .52 range signifying medium correlation between the dependent and each of the independent variable. The medium and significant relationship between the dependent variable and each of the independent variables indicate satisfaction of the linearity assumption in the application of the multiple regression analysis later. 

Correlation coefficient however should not exceed 0.8 to avoid multicollinearity (Bryman & Cramer, 1997; Chong et al., 2009; Wong, et al., 2010 ;). In this research, we have the highest coefficient of correlation as 0.587, and this is below the cut-off of 0.8, that is there is no multicollinearity among the variables and that are being distinguished. Further testing based on VIF (variance inflation factor) and Tolerance level (see Table 4.6).  It is evident from Table 4.6 that VIF values for all the variables are less than 10, something further supporting that there are no multi-collinearity issues in our dataset (Hair et al., 2005; Chong and Ooi, 2008). 
Table 4.3: Pearson’s Correlation Coefficient


	　
	MPU
	MPEU
	MPT
	MPR
	MIBA

	MPU
	　
	　
	　
	　
	　

	MPEU
	0.475
	
	
	
	

	MPT
	0.462
	0.587
	
	
	

	MPR
	-0.319
	-0.312
	-0.314
	
	

	MIBA
	0.553
	0.383
	0.519
	-0.498
	　


Source: researcher, 2021
4.5 Multiple Regression Analysis Results (Hypotheses Testing)

To confirm the hypotheses of the study, multiple regression analysis technique was applied and its underlying assumptions tested. Table 4.4 presents the model summary results. These results indicate that the R-square is 0.472 meaning that approximately the 47.2% of the variance in the dependent variable of intention to adoption online banking is accounted for by the model used with the four predictors.

Table 4.4: Model Summary

	Model
	R
	R-square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.694a
	0.482
	0.472
	0.76905


Source: Author Computation Survey Data.
Table 4.5 presents the model’s fit results. The F-statistics (F(4,198) = 46.108, p < .001) indicate that the model fitted the data well. This signify that the used model has power to predict the online banking adoption using the four variables under study.

Table 4.5: Model Fit statistics (ANOVA)
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	109.079
	4
	27.27
	46.108
	.000a

	　
	Residual
	117.105
	198
	0.591
	　
	　

	　
	Total
	226.185
	202
	　
	　
	　


Source: Author Computation Survey Data
Finally, the model coefficients. Table 4.6 show that three factors were significant predictors of intention to use online banking services. Both perceived usefulness (b = 0.502, p<.001) and perceived trust (b = 0.344, p<.001) positively and significantly predicted intention to adopt online banking. On the other hand, perceived risk (b=-0.279, p <.001) negatively and significantly predicted intention to adopt online banking services.  However, perceived ease of use had a negative but insignificant effect on the intention to adopt online banking services (b=-0.067, p = .48). Perceived usefulness was show to be the most influential predictor (beta = 0.341, p<.001). Figure 4.1 further shows the data on intention to adopt online banking was normally distributed (residuals), meaning that the normality assumption of multiple regression analysis technique was also met.
Table 4.6: Regression Analysis Results
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t Sig.
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Statistics

B    Std. Error Beta Tolerance          VIF

(Constant) 1.688 0.46 3.666 0

MPU 0.502 0.089 0.341 5.608 0 0.706 1.417

MPEU -0.067 0.094 -0.047 -0.707 0.48 0.599 1.67

MPT 0.344 0.076 0.295 4.507 0 0.609 1.642

MPR -0.279 0.048 -0.317 -5.755 0 0.861 1.162

Coefficients

a

Unstandardized

Coefficients


Source: Author Computation Survey Data
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Figure 4.1: Regression Analysis Results
4.6 Discussion

This study primarily aimed to study the factors that predict online banking adoption amongst banking customers in Iringa Municipality. The research objectives were thus developed and research questions established from which hypotheses were formulated. These hypotheses regarding the relationships between the independent variables and the dependent variable were tested by using multiple regression Model. In summary it was revealed that both perceived usefulness and perceived trust positively and significantly predicted the intention to adopt online banking services. Perceived risk on the other hand negatively and significantly predicted the intention to adopt online banking services. However, perceives ease of use was an insignificant negative predictor of the same. Overall, perceived usefulness was the most influential predictor.
4.6.1. Perceived Usefulness 

The findings showed that Perceived usefulness was a superior variable in predicting whether the online banking services will be adopted by customers. The construct was found to be a significant positive predictor of the intention to adopt online banking in Iringa, Tanzania. This finding is consistent with those of other studies such as that by Mandari and Richard (2017), Raza et al. (2017), Roy et al. (2017), Karjaluoto et al. (2004), Jahangir and Begun (2008), Nasri and Zarai (2014), Ghani et al. (2017) who all were able to conclude that the perceived usefulness is a crucial variable that would determine technology acceptance by customers. 
Similarly, Kyristi and Santouridis (2014) supported the idea that there is a significant relationship between perceived usefulness and adoption of IB. Same to Muthumani and Fathima (2015), Wang et al. (2003) and Pikkarainen et al. (2004). The output actually also affirmed Pikkarainen et al. (2004), evidence that the perceived usefulness is arguably the most crucial factor influencing online banking adoption. These results however came in contradicting view with findings from Yousafzaid and Yani-de-Soriano (2012) who did not find any material or significant effect of perceived usefulness on technology acceptance. The presented results testify itself that customer are much likely to adopt online banking whenever they find it useful. So, if banks want to accelerate adoption rate of online banking in Iringa and Tanzania in general consumers must be made to feel that indeed there are super advantages of using the online services as compared to traditional banking.
That is to say the virtually issued banking services should be appealing more to the customers with their advantages overweighing disadvantaged position of not using them. Among some of the benefits customers should be let aware is, time saving, convenience of transacting anywhere anytime, improved turnaround-time for services and 24/7 accessibility, including the flexibility of deciding when to transact leaving the hustles of being dictated by bank opening hours behind. Thus, banks should focus on educating consumers on the benefits offered by online banking through advertisement and other non-personal selling methods such as sales promotion, direct marketing and public relations. 
Besides educating consumers of bank products on usefulness of the online services, banks also need to enrich features of their service offerings to match current market needs .For instance, It was suggested from earlier studies done in Malaysia that balance inquiry on current account and saving account, and bank statements report of transaction were the frequently used services whereas enquiries on Mortgage loans, and purchase of Utility services were low and thus non- useful (Sulaiman et al., 2005). Hence, bankers should research on services required by consumers so as to match their needs by creating relevant offerings. 
4.6.2 Trust 

The outcome of the analysis revealed the variable of trust positively influences the online banking acceptance especially in Iringa. That is when customers have confidence in secure banking systems and perceive them as reliable will be willing to perform transactions online. This fact is understandable since usually there is a level of transactional risk associated when customer attempts transacting online. Such assurance required by customers is as well presented in the study by Sohail and Shanmugham (2003) in Malaysia. It is thus this assurance of controlled risks that boosts customer trust to have the online banking adoption accelerated Chong et.al. (2010);  
 Wang and Barnes (2007), defined ways bankers would apply different strategies to win customers trust. Among them is building customers’ trust to bank services via continually improved and consistent services and feedbacks. Others are such as delivering the promise, privacy guarantee, and company guarantee policy and commitment statements, (Wei et al., 2009). Thus, Tanzanian banks should apply these strategies in order to get customers have trust in their service pack. 
As Al-Somali et al. (2009), put it “customers’ trust in Internet banking significantly affects their attitudes, which play an essential role in enhancing their behavioral intention to use or continue using Internet banking” the bank is should invest to make the services more effective and efficient. In this study the variable Trust was found to be significantly negatively correlated to perceived risk (r = -.314, p<.001) and so trust plays a role in mitigating risk and enhancing customer loyalty. The higher the trust customers have on the banking systems the easy for them it becomes to adopt technologies as they are introduced by banks. 
Online banking agenda therefore would actually be more adopted and usage increased if the banks have reliable systems that foster belief from customers that they are facing assurance of their funds when transacting to have a more protected platform to enjoy the conveniences that online banking services offers. Hence with trust we are engaged in a more emotionally attached variable, that is how secure customer feel to have him or her use the services banks offer. So banks should therefore device ways and strategy to have their brands more approved and emotionally connected with customers to have greater chance that their services are well received in the market, adopted and effectively implemented by customer.
4.6.3 Perceived Ease of Use
The result of the study revealed perceived ease of use as weaker factor and insignificantly negatively affected the online banking services acceptance. This outcome is in line with findings reported in various studies done by Yousafzaid and Yani-de-Soriano (2012), Cudjoe et al. (2015), and Chong et al. (2010) who reported PEOU as having insignificant influence on adoption hence a weak predictor of online banking adoption. This result was similar with Pikkarainen et al. (2004) whose finding, reported that there is no significant impact of perceived ease of use on the online banking adoption.
However, the findings from studies by Hanafisadeh et al., (2012); Sikdar et al., (2015); and Jahangir and Begum, (2008); Kyristi and Santouridis, (2014) came in contrast with the above result claiming the importance of the variable in predicting technology acceptance. It is vivid therefore, from the study findings in this investigation that ease of use variable cannot be considered as fundamental factor hindering acceptance of online banking in Tanzania. This conclusion reinforces previous findings by Lallmahamood (2007). Henceforth, although it remains imperative for banks to have simplicity in the designed systems to facilitate online services and guarantee ease of use, the same systems need to be user friendly. Thus, banks are required to ensure key features of the systems address various customer transactional needs and keeps customers using them at ease as can easily follow instructions on bank Apps. 

In addition, banks should implement fewer but yet frequently required online services on mobile channels to have them accessed by a larger group of retail customers. Lastly, bank managers need to set plans to have various campaigns and trainings to render online services awareness as relevant. Organizing of training programs related to the usage of online banking should also not be unforeseen by bankers. Implementation of these measures might end up supporting effect other variables would have on acceptance as presented in the model.
Surprisingly this finding is in conflict with the original TAM Model. This is because the outcome is different from what was expected and is probably due to the fact that about 88.9% were respondents with post-secondary education. This can be derived from their ability to follow-through issues, read and learn new technology fast as compared to other un-educated people. Refer Table 4.1 for education which shows that mostly respondents were educated portion of the population and this probably explains the reason behind their responses to render ease of use being not significant variable that would affect adoption of online banking.
4.6.4 Perceived Risk

Like the result developed by Alkailani (2016), this study proclaimed the influence of Perceived Risk, to be paramount to the technology acceptance agenda. The variable was found to have a negative and significant effect on the online banking adoption. At this point perceived risk is considered as an outstanding obstructer to consumer adoption of the online banking services. This result is as well consistent to the fact put to light by Lee, (2009). 

Again the result is concurrent with Fawzy and Esawai (2017) and, Kesharwani and Bisht (2011), who approved the perceived risk factor as key towards increased adoption of online banking. But, differently Yadav, Chauhan, and Pathak (2015) did not find a significant effect of perceived risk on customers’ acceptance of online banking. Security risk is widely considered in various online banking studies as crucial for technology acceptance to occur, especially in banking sector (Sohail & Shanmugham, 2003). Similarly, some regard it as a hindrance in the adoption agenda hence a barrier towards technology acceptances.

This is because the online systems being maintained and used for transaction are viewed as risky, not to standard secure levels and hence customer would refrain from accepting them. Customers also require assurance as a result that banks are in total conrol of risk they have to take when attempting to transact online and that have increased confidence transaction risk levels are minimized. Examples are itemized in the study of online banking obstacles in Australia and the UK, Sathye, (1999).
It is evident findings above have shown how perceived risk is a key variable and highly influential destructor of online banking services adoption. This is in agreement with other prevalent studies by earlier researchers such as Sathye (1999); Cheng et al. (2006); and Lallmahamood (2007); where they confirmed perceived risk as a key inhibitor in the adoption of online banking. This result was supported by proclaimed output by Alkailan (2016), who approved perceived risk as an outstanding obstructer to consumer adoption of the internet banking services. The relationship emerged as negative because if the security is maintained high by reducing risk then it is quite likely that the adoption of online banking would increase.

CHAPTER FIVE

CONCLUSION AND RECOMMENDATIONS
5.1 Overview

The primary objective of the study was to find out factors affecting customers’ intention to adopt internet banking in commercial banks in Tanzania, using selected branches of the NMB Bank PLC in Iringa Municipality The study was also guided by the following specific objectives i.e. To assess the level of online banking adoption in Tanzania, to determine the effect of perceived ease of use on online banking adoption. 
To determine the effect of perceived usefulness on online banking adoption. To determine the effect of perceived risk on online banking adoption and to determine the effects of trust on online banking adoption. This chapter summarizes the key findings of the study. It further concludes the study, provides recommendations, underscores the limitations and draws managerial implications, and suggestions for further research. 
5.2 Summary of the Key Findings 
The study finds that perceived usefulness and trust positively and significantly predicted customer’s intentions to adopt online banking services. Perceived risk on the other hand, negatively and significantly predicted the same. However, perceived ease of use gad a negative but insignificant negative effect on the customers’ intention to adopt online banking services. The online banking agenda is nowadays a global issue as many if not all banks are shifting more and more on internet banking, Apps and services offered virtually outside banking premises. Thus, it is practically fundamental for these institutions to identify factors hindering adoption of the technological changes that is banking online. 
This study adds to the continuum to the stream of the studies that are related to internet banking adoption. Though the study focused Tanzanian financial institution, the use of a single case study may be seen as a limitation to the research, it nonetheless demonstrates that Tanzanian banking customers as represented by NMB customers are not different from those in other countries where such studies have been conducted. 
5.3 Implications 

In this final section, first we articulate the implication of this research. Thenceforth we then outline the limitations of the study, proposing future studies areas and the conclusion of this paper. 
5.3.1 Theoretical Implication

From highlighted presiding findings, as documented above contributions to the existing literature is done in a number of ways. First, the results as discussed offers an added insight about the online banking services acceptance by giving a greater apprehension of the factors that hinder the acceptance of such technologies from Tanzanian perspective, specifically Iringa township. Secondly, the study offers relevance and applicability of the TAM model to the Tanzanian context, informing further on the empirical framework as presented therein.

5.3.2 Managerial Implications 
The used Model in this research gives a solid foundation for making propositions that are important for bank management to take into account when considering a technology adoption factors. This would render assurance on investment decision and applicability of bank Apps and online transaction platforms being introduced. Likelihood of accelerating acceptance thus lies in decisiveness of the bank managements given the findings by considering more variable relevant to the adoption agenda to cutter for customer needs. 
Another managerial implication reflects on the type of services offered by the banks, on the internet banking platform, the study revealed that the online services are preferred by customers as registration is high but usage is an issue. The privacy and security of banking systems was proved key and it would be important to have the same factored in to increase consumer acceptance rate of online banking.
5.4 Limitations of the Study
Although there are a number of limitations in this study its output is essential for scholars and other researchers. First the study specifically zoomed in on Iringa and therefore Tanzanian banking customers. The focused in Iringa however issued an understanding to the adoption process and usage of online banking as issues in developing country like Tanzania. Further the researcher is content, future investigation can apply a model used in this study to other developing countries or within Tanzania to study on issues of adoption or usage of online banking. Second, as with previous adoption studies, 
The variables under study may have not exhausted all causes or parameters that would influence adoption of online banking. Therefore, future studies can consider looking into factors related to cultural issues, and psychological aspects, which might have an influence in the adoption of online banking services.
 This study has been carried out in an attempt to apply TAM to Tanzanian context studying predictors for online banking Adoption. It’s evident with current trend of banking industry no banks can survive without introducing or embracing the Online Banking Solutions to their services pack. Thus, the experience of customers with technology adoption and use to fasten or ease service availability anywhere, anytime is paramount.

It is solely therefore the core task for bankers to propagate their online services, market and operate them securely to have many customers adopt but again ensure usage is highly enjoyed by customers. It can be noted that users still have considerable level of discomfort in utilizing these services with worries of risk factors as associated with the technology use. Henceforth it is imperative to bring to light factors that influence customers to adopt the technology of banking online and the understanding to be focused to both the users and Non-users. The questions like, what factors could potentially motivate the non-users to try the Online Banking Solutions and what factors would promote online banking usage are items to be deeply studied so that bank realize uplifted usage in performance dashboards.
The key findings of the study revealed Perceived Usefulness, perceived trust and perceived risk are crucial factors with impact towards shaping user attitudes towards adoption of online banking solutions whereas perceived ease of use is considered weak factor. It is further inferred that banks should direct deliberate efforts in engaging, educating, marketing and training customers on importance of shifting their mind to digital ways of transactions with awareness that the services are cheaper, quicker and conveniently taken as compared to services in banking halls.
Hence this study could prove a stepping stone to further endeavors that would come to explore more on online banking phenomenon especially the issue of online banking services usage which are particularly low amongst customers. This would help banks to understand the consumer and user behavior before implementing any banking technology. The results of the study can be used as an input in developing the overall customer experience towards online banking solutions and in adding robustness to infrastructures to assure users of uninterrupted services when transacting. 
5.5 Conclusion
The main objective, of this study was to identify the determinants for online banking adoption amongst banking customers of NMB bank in Iringa. The study was able to determine the major factors of adoption as perceived usefulness, trust and perceived risk. The perceived usefulness however emerged as most predominant factor than all. The perceived ease of use all the same was found as weak variable and insignificantly affecting technology acceptance. It is evident the findings unfolds that there is indeed some factors that hold back customers from adopting online banking solutions. This has rendered to approving the factors as relevant hindrances to the acceleration of the adoption of online banking in Tanzanian local market. Based on these issues, bankers can innovate marketing programmes to intuitively boost customers rate  to adopt the IB.

The findings of the study came out as equivalent to precedent studies on internet banking such as that of Chong et al., (2010) and AlKailani (2016).It assessed the predictors for online banking adoption in Tanzanian context. The results indicated superiority of perceived usefulness and trust in predicting technology acceptance. While the perceived risk had a negative influence on online banking adoption, the ease of use had none. The empirical evidences drawn on this paper highlighted and informed on predicting factors of the online banking adoption .Though effect of the three of the predictors are of different dimensions having positive and negative consequences, lessons learnt are valuable for actors in banking sector.


The research has been carried out as an attempt to use the Technology Acceptance Model (TAM) as a method to study the various factors that could influence the user in adoption of technology enabled services. Online Banking Solutions are offered by banks to empower the user and experience banking services at any time and from anywhere. It can be noted further that users still have considerable level of discomfort in utilizing these services. Therefore, bank managers have to focus on how to strengthen the usefulness perception of internet banking by emphasizing its performance, convenience, productivity and effectiveness features in their promotion campaigns. 
5.6 Areas for Further Study 

From findings of the study, the researcher proposes future research as mandatory on online banking, especially to Corporate banking customers and retail customers in regards to the online services acceptance and usage. Specifically proposed investigations highly required is on the online banking usage as it was evident from this study’s result that many respondents were confirmed to have registered with online service but they were not using them as expected by banks. 
Hence, usage is still very low. Also it is similarly important to study the impact of online-banking in economic Development of banking customers, specifically Retail bank borrowers that is sole traders. However, assessment of how cultural and psychological factors are hindering technology acceptance and usage within Tanzanian community remains paramount. This will help to show if at all adequate factors for adoption have been captured or not and help understand the concept of adoption of online services on a wider perspective.
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APPENDICES 

Customer Survey Questionnaire

My name is Revocatus Lulazya, a postgraduate student at the Open University of Tanzania. As part of the requirements for the award of the degree of Master of Business Administration (MBA in Finance), I am conducting a research on “Determinants of internet/online banking adoption among banking customers in Tanzania”. I would be grateful if you could complete the attached questionnaire which should take than 5 to a maximum of 10 minutes. Your participation is completely voluntary and the results of this survey will be reported in aggregate terms with no possibility of tracking them back to respondents.  
If you have any questions about any part of this research please do not hesitate to contact me or my supervisor Dr. Proches Ngatuni, whose contact details are available on the form. Should you want to access the results of the findings when I complete my studies, please contact me or the Open University of Tanzania

Revocatus Lulazya.

Email: lulazya@gmail.com
Address:   P.o box 52 NMB-Iringa

Phone: 0713588553
Supervisor 

Dr. Proches Ngatuni.

Faculty of Business Management.

Open University of Tanzania.

Email:   proches.ngatuni@out.ac.tz /pngatuni@yahoo.co.uk
Phone:   0754609596.

PART A: TAM indicators

Against each statement, please encircle the number that represents your fair level of agreement with it where:

1 = Strongly Disagree; 2 = Disagree; 3 = Neither Disagree nor Agree; 4 = Agree; and 5 =Strongly Agree.

	
	Perceived usefulness
	
	
	
	
	

	PU1
	Online banking allows me to manage my finances more efficiently 
	1
	2
	3
	4
	5

	PU2
	Online banking increases my productivity 
	1
	2
	3
	4
	5

	PU3
	Online banking made communications with banks much easier 
	1
	2
	3
	4
	5

	PU4
	Online banking makes it easier for me to conduct my banking Transactions
	1
	2
	3
	4
	5

	PU5
	Overall, I believe online banking is more useful than traditional ways of banking 
	1
	2
	3
	4
	5

	
	Perceived Ease of use
	
	
	
	
	

	PEU1
	I find online banking easy to use 
	1
	2
	3
	4
	5

	PEU2
	Learning to use online banking is easy for me 
	1
	2
	3
	4
	5

	PEU3
	My interaction with online banking is clear and understandable
	1
	2
	3
	4
	5

	PEU4
	It is easy for me to remember how to perform task with online banking 
	1
	2
	3
	4
	5

	PEU5
	It is easy to get online Banking to do what I want it to do 
	1
	2
	3
	4
	5

	
	Trust
	
	
	
	
	

	PT1
	I trust that transaction conducted through online banking is secure and private 
	1
	2
	3
	4
	5

	PT2
	I trust payments made through online banking channel will be processed securely 
	1
	2
	3
	4
	5

	PT3
	I believe my personal information on Internet banking will be kept confidential 
	1
	2
	3
	4
	5

	
	Perceived risk
	
	
	
	
	

	PR1
	I Don’t use online application because servers may not perform well because of slow download speeds, of the bank systems to process transactions.
	1
	2
	3
	4
	5

	PR2
	Online banking/Sim banking system may not perform well and process payments incorrectly and lose money.
	1
	2
	3
	4
	5

	PR3
	When transaction errors occur, I worry that I cannot get compensation from banks due to mistake such as wrong input of account.  
	1
	2
	3
	4
	5

	PR4
	It would take me lots of time to learn how to use Sim online banking services to avoid loss. 
	1
	2
	3
	4
	5

	
	Adoption
	
	
	
	
	

	IBA1
	I’m worried to use online/NMB online banking because other people may be able to access my account.
	1
	2
	3
	4
	5

	IBA2
	I intend to increase my use of the online banking in the future.
	1
	2
	3
	4
	5


PART B: Demographic Variables

Kindly respond to these few demographic questions as instructed against each one of them.  

1. Name of NMB branch …………… (NMB branch which hosts your account)

2. Your Age (please tick the age group to which you belong) 

< 35years (  ) , 
35 to 50 years (  ) ,Above 50 years (  ) 

3. Your sex (Please tick one):  
Male (  )          Female (   )

4. What is your highest level of education? (Please tick one) 

Secondary or lower (  )
postsecondary (  )
Bachelor ( )

Postgraduate (  )  
5. Have you ever registered with online banking or internet banking services? YES / NO  

6. If NOT, mention hereunder ONE most important reason that stops you from using the internet/online banking services

……………………………………………………………………………………………………………………………………………………………………
7. If YES ….. How many times during the last year have you used your bank's services online? (Please tick one)

(a) Less than 20 times (  ) 

(b) 20 to 40 times (  ) 

(c) More than 40 times. (  )

I thank you very much for you time and participation


















