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ABSTRACT: This paper examined the factors that influence the academic staff of higher education
intention to adopt Internet banking in Nigeria. The Technology Acceptance Model (TAM) was used for this
study as a theoretical framework with three independent variables and one dependent variable. A total of 146
academic staff from federal universities in Nigeria participated in the survey. The results of the SPSS 22
regression analysis supported the hypothesized direct relationship. Simple probability sampling technique
was used with a total valid of 146 respondents and data was collected through a self-administered
questionnaire. The results revealed that convenience, perceived credibility, and perceived usefulness had
significant positive influence among academic staff of higher education on the intention to adopt Internet
banking. The findings from this research would be useful for bank managers in the banking industry and
their customers, particularly for academic staff of higher education in Nigeria.
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1.0 INTRODUCTION

Today technology is the major forces behind so many changes happenings in the financial sector such
as creating new products, services market opportunities and developing more information, system oriented
business and management processes of business firms (Cheung, Xiao, & Liu, 2014). Moreover, the
advantages of technology in services business firms are to reduce expenses, boost consumer service and
delivery, and also to homogenize nucleus service contributions (Al-Alak & Alnawas, 2011). The Nigerian
banking has been innovative and receptive to a new technological development in the area of internet
banking in the financial service industry (Chatrchyan et al, 2013).

The internet banking has an ever-growing significance in the banking industry because of the dual
benefits it brings to both the customers and the banking industry. Even though an information system (1S)
overhead is regarded as both risky and costly, today financial institutions are one of the largest investors in
IS (Mashhour & Zaatreh, 2008). Today, because of the challenging facing business firms in the financial
industry, banks have been adopted harried to initiate a various alternative delivery channel to pull consumers
and improve consumers’ awareness. It has been observed in the developed countries generally and more
especially in the developing countries during the last decade, internet banking has enjoyed remarkable
multidimensional growth and provide effective service delivery as compared to the traditional banking
system (Gonzélez, Comesafia, & Brea, 2007).

Similarly, the main purpose of this study is to examine the factors facing internet banking service
among academic staff of higher education in Nigeria. Internet banking adoption will be studied using the
various factors that influence factors such as perceived usefulness, perceived ease of use and convenience.
Hence, more knowledge on the factors that affect Internet banking adoption is always needed in order to
facilitate and understand the adoption of internet banking. Based on the aforementioned, the researcher
examined the factors that influence academic staff of higher education in Nigeria to use the Internet for their
banking transactions. In order to address the research issues in this paper, the researcher reviewed existing
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works on Internet banking adoption including research methods appropriate for this paper, and then applied
them to the context of Nigeria.
2.0 LITERATURE REVIEW

Today one the most significant theories used by researchers when studying customer’s intention to
adopt Internet banking is Technology Acceptance Model (TAM), which originally proposed by Davis
(1989). TAM was considered by the previous researchers as a robust instrument for studying and researching
the adoption and usage of Internet banking, by looking at the demand side issues of IT/IS usage (Howcroft,
Hamilton, & Hewer, 2002; Mayer, Davis, & Schoorman, 1995), rather than the supply, or developer’s
perspective, as is often the case. Overall, TAM can successfully guide technology implementation,
developments and innovations within the area of Internet banking in the banking industry.

2.1Perceived Usefulness

Davis (1989) defined perceived usefulness as “the degree to which a person believes that using a
particular system would enhance his or her job performance”. The significance of perceived usefulness has
been widely recognized in the field of e-banking and internet banking (Polatoglu & Ekin, 2001). There is
also broad research that presents evidence of the important impact of perceived usefulness on user
acceptance of e-banking ( Davis, Bagozzi, & Warshaw, 1989; Venkatesh, Morris, Davis, & Davis, 2003).
Davis (1989) reported that user acceptance of computer systems is driven to a large extent by perceived
usefulness. However, previously researcher have found that perceived usefulness had a direct effect on
internet banking usage (Pikkarainen, Pikkarainen, Karjaluoto, & Pahnila, 2004). People use online banking
services because they find that using banking websites enhances the productivity of their banking activities
and that they are useful for performing financial transactions (Kesharwani & Bisht, 2012).

Meanwhile according to Calais (2003) discovered that perceived usefulness effect Taiwan people’s
intentions to adopt e-banking systems significantly. Hence, the greater the perceived usefulness of using e-
banking and internet banking services, the more likely that internet banking will be accepted by users and a
customer will have a positive attitude towards Internet banking when customers feel that using Internet
banking provide benefits for them (Polatoglu & Ekin, 2001).

Hence, the following hypothesis has been proposed:
H1: Perceived usefulness has a positive influence on the intention to adopt Internet banking among academic
staff of higher education in Nigeria.

2.2 Perceived Ease of Use (PEOU)

In TAM, an individual’s belief develops the intention to use the system. According to Davis (1989),
PEQU refers to the degree to which a person believes that using a particular system would be free of effort.
Similarly, Zeithaml (2002)) stated that the degree to which an innovation is easy to understand or use could
be considered as perceived ease of use. Lawrence et al., (2009) found that PEOU has a positive effect on
behavioral intention to use the Internet banking. Also with less complexity in interacting with the system,
positive attitude could be developed subsequently towards intention and behavior. According to Guriting &
Ndubisi (2006) found that PEOU had a significant positive effect on behavioral intention to use online
banking in Malaysia. Several researchers have proposed that a system that is easy to use will be more widely
accepted than the one that is not as easy to use (Ndubisi & Sinti, 2006). Based on these findings, it is highly
expected that the general causalities found in TAM are also applicable to Internet banking services.
Hence, the following hypothesis has been proposed:
H2: Perceived ease of use has a positive influence on the intention to adopt Internet banking among
academic staff of higher education in Nigeria.
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2.3 Convenience (CONV)

According to Copeland, Mizuno, & Shaeri (2009) defined convenience goods as a class of consumer
products that were intensively distributed and required minimal time and physical and mental effort to
purchase. Some later definitions of convenience also focused on resources such as time and effort required of
the consumer in shopping for a product (Downing, 1990). Other researchers, however, expanded the concept
of convenience to incorporate no shopping activities. It is related to the visual view of the Internet compared
to telephone banking (Compton, Conway, Stinson, & Grant, 2006). Convenience is one of the most
beneficial features of Internet banking (Liao and Cheung, 2002; Daniel, 1999). People can bank online to pay
bills, check balances, transfer funds, apply for auto loans and mortgages, and use other complementary
services at the tip of a finger anytime from anywhere (Yu & Fang, 2009) indicate that time-saving and 24/7
access appear to be the most important aspects of the convenience of Internet banking services (Grant,
Mergen, & Widrick, 2004), explains that as people become more time and leisure conscious, the convenience
aspects of Internet banking will be increasingly valued.

Therefore, the following hypothesis has been proposed.
H3: Convenience has a positive influence on the intention to adopt Internet banking among academic staff of
higher education in Nigeria.

3.0 METHOD AND MATERIAL

This present study focused on how the academic staff of higher education in Nigeria perceived the
adoption of Internet banking. The main motivation for this research work was that there was an inadequate
study conducted that involved academic staff intention to adopt Internet banking in Nigeria. However, a
population of 146 academic staff from federal university participated in the survey exercise. A convenience
sampling method was used as survey instrument for this study. Convenience sampling is a type of no
probability sampling which involves the sample being drawn from that part of the population which is close
to hand. Convenience sampling method is cost effective, and this method has been used in many information
systems research (Lee, Eze, & Ndubisi, 2011).

Research Framework of the Study

v DV
Perceived H1
Usefulness
H2 Intention to adopt
Internet banking
Perceived
Ease of Use

Convenience

Figure 1: Research Framework.

4.0 RESULTS AND ANALYSIS
The researchers used the statistical package for social sciences (SPSS). The first statistical analysis to
be performed was coefficient Cronbach's alpha to measure the internal reliability analyses to examine
various scales. Reliabilities of these scales were as follows, Perceived Usefulness is 0.953, Perceived Ease of
Use is 0.801, and Convenience is 0.781
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Table 1: Model Summary

Model R R Adjusted R Std. Error of the Estimate
Square | Square
1 .810* | 0.655 0.653 0.62

a. Predictors: (Constant), Convenience, Perceived Usefulness,  Perceived Ease of Use
b. Dependent Variable: Intention to adopt

The adjusted R? under the model summary show the exploratory power of the model, from 0 to
1.00. In the data above, the adjusted R? in table 1 above is 0.653 which reflects 65% by the model of why
the intention to adopt internet banking.

Table 2: ANOVA Result

ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 Regression | 323.339 3 107.780 280.317 |.000°
Residual 169.945 442 .384
Total 493.284 445
a. Dependent Variable: Intention_to_adopt
b. Predictors: (Constant), Convenience, Perceived_Usefulness,

Perceived_Ease of Use

After checking the adjusted R?, look at the significance value in the F test under
the ANOVA. If it is less than 0.05, the relationship is significant between the
variables. The ANOVA table of indicates that the model as a whole is significant
{F (280.317), P < 0.000}.

Table 3 : Multiples Regression Analysis
Results of correlation analysis when Intention to adopt is dependent variable

Unstandardized Standardize )
Coefficients d . t Sig.
Model Coefficients
B Std. Beta
Error
(Constant) 0.964 |0.131 7.375 0.000
Perceived Usefulness 0.11 0.027 0.131 4.032*** | 0.000
1
Perceived Ease of Use |0.593 [ 0.04 0.632 14.84*** | 0.000
Convenience 0.122 | 0.038 0.133 3.215*** | 0.001

*** Correlation is significant at the 0.001 level (1-tailed)
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The correlation statistics clearly establish a very strong and positive relationship of Intention to adopt
internet banking with perceived usefulness, perceived ease, and convenience. Intention to adopt internet
banking also shares a positively strong relationship with perceived usefulness, perceived ease, and
convenience. All of the above-depicted relationships are statistically significant, also as the two-tailed
significance value is 0.000 for all which is lower than the present significance level i.e. 0.01. Therefore, H1,
H2, and H3 were all supported. However, the relationship between Intention to adopt internet banking and
perceived usefulness, perceived ease and convenience was found to be stronger and statistically significant.

5.0 DISCUSSION

The study validates copiously discussed and established a relationship between Intention to adopt
internet banking and perceived usefulness, perceived ease, and convenience. The study brings forth the fact
that perceived usefulness, perceived ease, and convenience shares an extremely strong and significant
relationship with Intention to adopt internet banking. High coefficient of correlation establishes a high degree
of association between the three constructs, whereas the high value of the coefficient of determination
communicates considerably greater predictive strength of the identified model and hence significant
generalizability.

6.0 SUMMARY AND CONCLUSION

Future researchers could explore the research model of mediated moderation by searching and testing
the variables that possibly provide direction to the moderating effects on the Intention to adopt internet
banking and perceived usefulness, perceived ease and convenience link. The present study has established a
significant linear relationship of Intention to adopt internet banking and perceived usefulness, perceived ease,
and convenience. However, the possibility of plausible nonlinear relationships between these two constructs
cannot be denied. Further researchers could hypothesize and test the non-linear relationship between
Intention to adopt internet banking and perceived usefulness, perceived ease, and convenience to refine the
explanatory power of the hypothesized model. Moreover, the study could be replicated in other industries
with distinct characteristics by surveying the respondents with diverse cultural, social and consequently,
psychological mindset.
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