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Abstract 
The study investigated the influence of individual, organizational and system factors on attitude 
among online banking users in Osun state, Nigeria. The influence of the five constructs: system 
and service quality, perceived risk, organizational reputation, perceived ease of use and perceived 
usefulness on attitude was used to determine users’ intention to use online banking. Survey re-
search design was adopted. Six hundred online banking users in five banks were selected using 
stratified random sampling. Data were collected using a structured questionnaire. Frequency and 
percentage distributions and multiple regression were analytical techniques used. The research 
hypotheses were tested at 0.05% level of significance.  Findings revealed that the constructs - sys-
tem and service quality (β .127, p .003), perceived risk (β .122, p .000), organizational reputation 
(β .167, p .000), perceived ease of use (β.206, p .000) and perceived usefulness (β .119, p .002) -, 
have a significant influence on the attitude of online banking users. Also attitude had a significant 
impact on the Intention to use online banking. System and service quality had the lowest weight 
of impact on attitude while perceived ease of use had the highest.  It was concluded that individ-
ual, organizational and systems factors influence attitude toward continued use of banking. Banks 
should make the interface of online banking systems as friendly as possible and adopt the latest 
technologies that are standardized for effective and efficient internet banking transactions.  

Keywords: Attitude, Online banking, System and service quality, Perceived risk, Organizational 
Reputation, Nigeria 

Introduction 
Technological advances in the banking industry have revolutionized how people manage their 
finances. In 1995, online banking was introduced to the public. It enables access to financial in-
formation via the Internet using personal computers, hand-held devices, kiosks, Web TVs, and 
cellular phones. Customers now have greater access to information, the ability to receive helpful 
updates and advice while reaping the benefits of convenience (Business Communications, 2007). 

Global internet access exceeded 1094 
million people in December 2008 
(Internet World Status, 2009), offering 
new markets for internet-based services 
such as internet banking. Internet is a 
technology that spreads faster than any 
other technology - the use of Internet is 
estimated to double in every hundred 
days (Tajudeen et al., 2006).  Since the 
new millennium, internet banking has 
experienced explosive growth in many 
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countries and has transformed traditional banking practice. By offering internet banking services, 
traditional financial institutions seek to lower operational costs, improve consumer banking ser-
vices, retain consumers and expand share of customer (Internet World Status, 2009).  

Before 1998, there were just a few dial-up e-mail providers in Nigeria - a couple of Internet ser-
vice providers (ISPs) that operated on slow links -. For years, Nigerian Telecommunications Plc 
(Nitel) dominated the whole telecommunications market. E-commerce in Nigeria is just at the 
beginning stage. From the convenient places like homes or offices, these days, most banks offer 
internet banking services which enable customers to conduct banking transactions online. Today, 
majority of Nigerian banks offer online, real-time banking services. The area of e-commerce that 
has developed mostly in Nigeria mostly is e-banking. A few banks started the Automated Teller 
Machine Consortium in 2003 to set up ATMs across the country. Report on Internet banking sys-
tem in Nigeria reveals that e-payment machinery, especially the card technology, is presently en-
joying the highest popularity in Nigeria banking market (Tajudeen, et al, 2006).  According to 
inter-switch statistics, (2010) Nigeria has 30million ATM card holders who conduct over 100 
million transactions every month. Nigeria's 24 banks operate over 9,000 Automated Teller Ma-
chines across the country's 36 states and Federal Capital Territory. Also, to enhance effective se-
curity measure, banks have since early 2011 been upgrading their ATM cards from the magnetic 
stripe to the Euro-Visa-Master card standard, popularly known as Verve Card (Business day 
online, 2011). This technological device is more fraud resistant because customer data are re-
corded on the chip. The union of technology and finance has recorded huge success and has im-
pacted on financial transactions positively.  

Background 
Banking in Nigeria today is beset by long queues, energy exacting and time-consuming, and on 
the whole, costly. It defeats the purpose of customer service to see the hard time that many cus-
tomers go through to access banking services around the end of every month when most salaries 
are paid through the banks. This has resulted in the loss in potential exchanges as many people 
simply keep money outside the banking system to avoid the ordeal meted out to them by banks 
(William and Appiah, 2008; Appiah and Agyemang, 2005). Physical cash and paperwork still 
characterize most of the payment systems in Nigeria and remain popular in spite of the introduc-
tion of digital payment cards. The main focus of adopting digital technology by the banks, as it 
appears, is to network customer accounts information across branches to create business value 
(operational excellence) rather than customer value. In eliminating time, space and distance con-
straints, customizing products and services, effecting payment or cross-selling, the internet stands 
out as the biggest digital platform for businesses that leverage the technology. In addition, com-
pression technologies are converting the internet’s platform, the web, into a multimedia platform 
(Ayobami, 2009) making the internet channel a holistic interactive platform. Kolawole and 
Kayode (2008) also identified labour cost for banks as an incentive to introduce technology-based 
self-service offer to customers.  

With these advantages for consumers in online banking, most Nigerian bank customers appear to 
be more comfortable with over-the-counter banking services than online banking and gives it lit-
tle or no attention although utilizing ATMs and other digital services. Indeed, leveraging a new 
technological platform is not a guarantee for success as learned the hard way by many early dot-
coms during the internet boom. The customer, who is at the center of strategic planning, must be 
understood from his or her perspective of the value offered by a given technological platform. 
Woodruff (2008) puts forth that the strategy of inward approach by organizations seeking im-
provement through quality management, reengineering and downsizing among others to gain 
competitive advantage must be extended to include an outward orientation towards the customer–
an emerging source of competitive advantage. Williamson (2006) also observes that the focus of 
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research in internet banking is shifting from technological development to the user. Many an aca-
demic literature has demonstrated that a customer process enhances a business’ competitive ad-
vantage (Cooper, 1992). Customer loyalty is improved through offers of superior value relative to 
competition (Salem, 2004). 

Despite all the effort of banks at developing better and easier Internet banking systems, these sys-
tems remained largely unnoticed by customers, and certainly are under-used (Appiah and Agye-
mang, 2005). There is a need to analyse the factors that can affect users’ attitude towards inten-
tion to use Internet banking. It is pertinent because the answer holds the clue that will help the 
banking industry to formulate their marketing strategies to promote new forms of Internet bank-
ing systems in the future. Another motivation came from the fact that internet banking has be-
come popular, especially in Nigeria and other parts of African countries, for a variety of reasons. 
Explaining the facts that have made internet banking technology so acceptable in these countries 
is not as simple as it sounds. The explanations to be made span long geographical distances, the 
positive attitude of people toward new technologies, and rapid economic growth (Pantzar, 
1996:136-137).  While internet banking services are numerous in number, there is not enough 
evidence of Nigerian consumers’ proper acceptance and a likely intention to continue to use the 
services (Awe, 2009). What then are the factors that influence Nigerian Internet banking users 
towards continued usage? In what ways are the users thinking about using internet banking to 
exploit new opportunities? These among others are the questions that generated curiosity to em-
bark on this study because for us to accept that internet banking has fully gained prominence in 
Nigeria, customer’s attitude towards use, system and service quality, perceived risk, perceived 
use and perceived usefulness need to be validated.  

Research Model 
Seven constructs made up the research model for the study. Three each were from Technology 
Acceptance Model (TAM) Davis (1989) and literature review while the last one was from the 
Delone & McLean model (2004).  The seven constructs were: attitude, perceived ease of use, per-
ceived usefulness, system and service quality, perceived risk, perceived trust, organizational repu-
tation and intention to use online banking. 

 
Figure 1: Research Model 

Research Hypotheses 
Based on a review of theories used in existing studies, a research framework was formulated con-
sisting of the following constructs: system and service quality, perceived risk, organization repu-
tation, perceived ease of use and perceived usefulness, attitude and intention to use. The first five 
constructs are independent variables while attitude is a dependent variable. Attitude is also an 
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independent variable to intention to use. Five hypotheses are hereby formulated based on the con-
structs as follows: 

System and service quality: According to DeLone and McLean, (2004) one of the most studied 
dimensions of IS success is system and service quality. It refers to measures of the information 
processing system itself, basically how well the hardware and the software work together. System 
quality has been operationalized in many ways in the IS literature, but some of the most relevant 
are convenience of access, flexibility of system and service, integration of system and service, 
response time (Bailey and Pearson,  1983); reliability, response time, ease of use, ease of learning 
(Belardo et al. 1982); and perceived usefulness of IS (Franz and Robey 1986). The first hypothe-
sis, which is based on system and service quality construct is formulated as follows: 

H01:  System and service quality have no significant relationship with users’ attitude to-
wards internet banking. 

Perceived Risk: Using applications involving the use of Internet entails some risks. Perceived 
risk in the field of e-banking can be defined as: "the potential for loss in the pursuit of a desired 
outcome of using e- banking services" (Pavlou, 2003 and Featherman and Pavlou, 2002). The 
perception of the relatively high risk associated with performing financial transactions via elec-
tronic means may hinder users (Kamel, Hassan, and Hilgert, 2003).The effect of perceived risk on 
adoption and post adoption of e-banking was supported by Jaruwachirathanakul and Fink, (2005); 
Kolodinsky et al. (2004); Lin (2008); and Vatanasombut et al. (2008). The second hypothesis, 
which is based on the perceived risk construct is formulated as follows: 

H02:  There is no significant relationship between users' perceived risk and attitude towards 
internet banking. 

Organization Reputation: all the adoption model (like TAM, theory of planned behaviour 
(TPB), and theory of reasoned action (TRA)) were developed for studying technology adoption in 
developed countries, however, technology adoption in developed countries might be different 
from those of developing countries as the challenges are different in various contexts (Molla and 
Licker, 2005). Considering Technology-Organization-Environment (T-O-E) framework by Tor-
natzky and Fleischer (2009), three factors are important for any technology or innovation adop-
tion diffusion process: technology context, organizational context and environmental context.  
Technology context includes both internal and external technologies applicable for firm. Organ-
izational context includes resources (capital and human), organizational scope and size. Environ-
ment context includes both the direct and indirect roles of competitors, industry associations, and 
the governments. Following this, Tan and Teo (2000) adopted organization reputation as one of 
the factors for determining adoption of Internet banking in Singapore. Their investigations re-
vealed the need for organization reputation. Thus, the third hypothesis, based on organization 
reputation construct, is formulated as follows: 

H03:  There is no significant relationship between users’ perceived organizational reputation 
and attitude towards internet banking. 

Perceived ease of use: Perceived ease of use refers to "the degree to which a person believes that 
using a particular system would be free of effort"(Davis et al., 1989; Mathieson, 1991). The effect 
of perceived ease of use on adoption of and intention to continue using Internet banking services 
was supported in a number of studies (Adesina and Ayo, 2010; Al- Sukkar and Hassan, 2005; El-
Kasheir and Salter, 2009; Kamel, Hassan, and Hilgert,  2003; Kolodinsky et al., 2004; Munirud-
deen 2007; Ravi and Turban, 2007; and Vatanasombut et al., 2008).  Thus, the fourth hypothesis, 
based on perceived ease of use construct is formulated as follows: 
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H04:  There is no significant relationship between users' perceived ease of use of internet 
banking and attitude towards using it. 

Perceived usefulness: perceived usefulness refers to "the degree to which a person believes that 
using a particular system would enhance his or her job performance"(Davis et al., 1989). A num-
ber of studies have found perceived usefulness to affect adoption of and intention to continue to 
use Internet banking services (Adesina and Ayo, 2010; Al-Sukkar and Hassan, 2005; Kamel, 
Hassan, and Hilgert,  2003; Kolodinsky and Hogarth, 2001; Kolodinsky, et al., 2004; Ravi and 
Turban, 2007; and Vatanasombut et al., 2008). The fifth hypothesis which is based on perceived 
usefulness construct is formulated as follows: 

H05:  There is no significant relationship between users' perceived usefulness of internet 
banking and attitude towards using it. 

 

Methodology 
This study adopted the survey research design. The study location was Iwo town in Osun state, 
Nigeria. The population was 5, 555 internet banking users across the five banks in the town - 
Wema Bank, Intercontinental Bank, Skye Bank, Sterling Bank and First Bank Plc. Stratified ran-
dom sampling technique was used to select 596 internet banking users: ten per cent of internet 
banking users was selected from Wema bank, fourteen per cent from Intercontinental bank, fif-
teen per cent from Sterling bank, ten per cent from First bank Plc., while from Skye bank only 
four per cent of the users participated in the survey although 10% was targeted.   

Data Collection Instrument and Measures 
Questionnaire was the data collection instrument adopted for the study owing to its usefulness 
and suitability for collecting qualitative data over a large number of respondents. It has equally 
been used successfully in similar studies (Obasi, 2001; Abid and Noreen, 2008; Ahmad and But-
tle, 2008; Olatokun and Igbinedion, 2009; Adeyinka, 2009; Burnham, 2010) and the extent of its 
reliability has been found to be high. The structured questionnaire was divided into two sections. 
Section A measured demographic characteristics of customers. Data collected from the customers 
include: age, gender, level of education and years of experience in using internet banking.  Sec-
tion B contained questions aimed at measuring the opinions of respondents on internet banking 
system and services quality, perceived risk, perceived usefulness of internet banking, perceived 
ease of use of internet banking, organizational (bank) reputation, users’ intention to use internet 
banking services and their attitude towards internet banking usage. A 4-point Likert scale was 
used in designing the questions (Strongly Disagree=1, Disagree=2, Agree=3 and Strongly 
Agree=4). Appendix 1 presents a copy of the questionnaire.  

Content validity was established by pre-testing the questionnaire among internet banking users in 
Ibadan, a Nigerian municipality using a randomly selected sample of 20. The results of the pre-
test were used to modify the framing of some questions. Cronbach alpha reliability test was ran to 
determine the internal consistency of the multiple items scales. Cronbach’s alpha was used in this 
study because every item was measuring an underlying construct (Leech and James, 2005). Table 
1 presents the Cronbach alpha coefficient for the seven constructs.  
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Table 1: Reliability Test 
Construct                                 Cronbach’s Alpha                   No. of Items   
System and Service quality 0.89    9 
Perceived Risk                                        0.87    5 
Perceived Usefulness                             0.78    4 
Perceived Ease of use                             0.75    5 
Organizational Reputation                     0.77    2 
Intention to use 0.84    4 
Attitude 0.82    5 
 
Table 1 shows the Cronbach’s alpha for the items that made up the constructs. The alpha values 
indicate that the items that formed them have reasonable internal consistency reliability – being 
from 0.75 and above. The items which were deleted had alpha values that were either less than 
0.3 or higher than 0.9. According to James and Ramaseshan (2009) items with alpha value over 
0.9 are probably repetitious and deleting such items would help in getting better results in further 
analysis.  

Data Collection and Analysis 
Data were generated directly from the respondents by the researchers and two assistants who 
were recruited and trained in data collection strategies and ethics. The two assistants were from 
Bowen University, located in the heart of Iwo, the location of the study. Six-hundred copies of 
the questionnaire were administered but a total of 596 useable copies were returned and useful for 
data analysis giving 99.3% response rate.  Only (4%) of the targeted (10%) of Internet banking 
users in Skye bank could be found. It was observed also that most of the customers who agreed to 
fill out the questionnaire were youths (19 – 30 years of age). This probably might due to the fact 
that they were more patient than the older respondents. 

Results of demographic profile of the respondents revealed that there were more male than female 
at 66.3% to 33.7%. Majority of the respondents were between the ages of 19 – 30 (53.5%), fol-
lowed by those who were between the ages of 31 – 40 (29.0%). Apparently, a very small percent-
age (3.4%) of the respondents was 18 years of age or less, followed by (6.2%) who were above 
50 years of age. Most of the respondents were students (50.2%), civil servants (22.0%) and those 
who claimed to be professionals (12.6%). It was found that most of the users had less than 5 years 
experience (72.8%), followed by users that had 6 – 10 years’ experience of using internet banking 
(24.3%). Users having experience from 11 – 15 years were a (1.2%) followed by 16 – 19 years 
(1.5%). This result is in line with previous studies on internet banking, where users tend to be 
young and have at least secondary school education (Adesina and Ayo, 2010; Abid and Noreen, 
2008; Al-Sukkar and Hassan, 2005; Casalo, Flavian, and Guinaliu, 2007; Kamel, Hassan, and 
Hilgert, 2003).  

Analysis of data was based on 596 returned questionnaires. Responses from the questionnaire 
were coded, and Statistical Package for Social Sciences (SPSS) software was used for the analy-
sis. Multi-level analysis was carried out on the data. At the first level, descriptive statistics (such 
as simple frequency table, mean, and standard deviation) was used to describe the demographic 
data about the respondents. Next, regression analysis was run to test the hypotheses with the level 
of significance fixed at 0.05. 
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Results 

Test of Hypotheses 
Results of the test of hypotheses are presented in Table 2 indicating the relationship between de-
pendent and the predictor variables. 

Table 2:  Regression Analysis of the variables 

Predictor Variable β  t Sig. Level 
Perceived Risk .122 3.630 .000 
Dependent variable : Attitude 
 
Predictor Variables β  t Sig. Level 

Perceived Usefulness .119 3.046 .002 
Dependent variable : Attitude 
 
Predictor Variables β T Sig. Level 
Perceived ease of use .206 5.698 .000 
Dependent variable : Attitude 

 
Predictor Variable β T Sig. Level 
System and service quality .127 2.966 .003 
Dependent variable : Attitude 

 
Predictor Variable β T Sig. Level 
Organizational reputation .167 4.316 .000 
Dependent variable : Attitude 
 
Predictor Variable β T Sig. Level 
Intention to use .323 7.139 .000 
Dependent variable : Attitude 

 

H01:  System and service quality have no significant relationship with users’ attitude to-
wards internet banking. 

The results in Table 2 show that at p<0.05, there is a positive and significant relationship between 
System and service quality and users’ attitude to use internet banking. (p =.003, β =.127, t = 
2.966). Therefore, the null hypothesis was not accepted.  

H02:  There is no significant relationship between users' perceived risk and attitude towards 
internet banking. 

The result in Table 2 shows that at p<0.05, there is a positive and significant relationship between 
perceived risk and attitude to use internet banking (p = .000, β =.122, t = 3.630). Therefore, the 
null hypothesis was not accepted. 

H03:  There is no significant relationship between users’ perceived organizational reputation 
and attitude towards internet banking. 

From Table 2, the results show that at p<0.05, there is a positive and significant relationship be-
tween users’ perceived organizational reputation (p =.000, β =.167, t = 4.316) and their attitude to 
using internet banking. Therefore, the null hypothesis was not accepted. 
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H04:  There is no significant relationship between users' perceived ease of use of internet 
banking and attitude towards using it. 

From Table 2, the results show that at p<0.05, there is a positive and significant relationship be-
tween users' perceived ease of use of internet banking and their attitude to use it. (p=.000, β 
=.206, t=5.698). Therefore, the null hypothesis was not accepted. 

H05:  There is no significant relationship between users' perceived usefulness of internet 
banking and attitude towards using it. 

The results in Table 2 show that at p<0.05, there is a positive and significant relationship between 
users' perceived usefulness of internet banking and their attitude to use it (p =.002, β =.119, t= 
3.046).Therefore, the null hypothesis was not accepted. 

Table 3: Summary of Values 
Variable   Beta                                     p-value 

 
Perceived Risk   0.136      p<0.05 
Perceived Usefulness  0.127                          p<0.05 
Perceived ease of use  0.233                          p<0.05 
Organization reputation                    0.163                                     p<0.05 
System and service quality               0.119                                     p<0.05 

 
 

Table 4:  Hypotheses results 
Null Hypotheses        Decision 
H01:  System and service quality have no significant relationship with users’ Rejected 
         attitude towards intention to use internet banking 
H02:  There is no significant relationship between users' perceived risk and Rejected 
         attitude towards their intention to use internet banking 
H03:  There is no significant relationship between users’ perceived organizational  Rejected  
        reputation and attitude towards their intention to use internet banking. 
H04:  There is no significant relationship between users' perceived ease of use Rejected 
         of internet banking and attitude towards their intention to use it. 
H05:  There is no significant relationship between users' perceived usefulness of    Rejected 
         internet banking and attitude towards their intention to use it 
 
Table 4 shows the results of the hypothesis tested against the p values that were obtained from the 
results above. These values are shown summarily below. 

 
Fig 2: Resultant Model 
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Discussion 
System and service quality was found to have a significant positive effect on the attitude towards 
using internet banking. The construct had the lowest impact on attitude towards intention to use 
internet banking. This could be attributed to the many benefits derived from internet banking that 
have led users to prefer it to traditional way of banking. The significant contribution of system 
and service quality to the DeLone and McLean information success theory is consistent with pre-
vious research involving information system acceptance. DeLone and McLean (2004) found that 
system and service quality both affect use and user satisfaction, both being antecedents of indi-
vidual impact, and this individual impact should ultimately affect organizational impact. Also, 
Oyelowo (2008) found system and service quality to be significant with user satisfaction and in-
dividual impact.  Wang and Young (2003) found the significant influence of system and service 
quality on the intention to use Internet banking very high and endorsed the construct as a major 
determinant of users’ intention to use new information system. Celik (2008) found that system 
and service quality had the principal influence on users attitude to adopt internet banking ser-
vices.  

The contribution of perceived risk was found to be positively significant in this study. Its signifi-
cant contribution to information system acceptance has been reported in other studies. Tan and 
Teo (2000) found perceived risk as one of the factors influencing intentions to adopt internet 
banking services while analyzing the adoption level of internet banking in Taiwan. Westland 
(2002) found perceived risk to be significant in his study and concluded that, “transaction risk 
occurs when online markets fail to assure that service will be delivered with adequate quality; 
slow response time after the Internet interaction leads to a delay of service delivery and causes 
customers to be unsure that the transaction was completed”.  

Organizational reputation had the second highest influence on attitude towards the use of internet 
banking. Its significant influence demonstrates the extent to which organizational reputation can 
affect users’ attitude and continued use of internet banking services. The contribution of organiza-
tional reputation has been in line with the findings of other studies. Oyinlola (2009) suggested 
that the rate of adoption of a new innovation such as internet banking is related to organizational 
reputation: the greater the perceived organizational reputation, the faster the adoption. Secondly, 
the desire to improve organizational reputation in financial institutions is seen to be an enabler for 
users technological acceptance change. He further suggested that if internet technology can be 
used to improve organizational reputations and performance, a bank would be able to gain advan-
tage in a competitive environment. 

Perceived ease of use had the highest impact and influence on users’ attitude to adopt and use 
internet banking. This suggests that internet banking makes it easier for users to carry out their 
tasks. This has also been highlighted in previous studies. According to Adesina and Ayo (2010) 
perceived ease of use has an important contribution towards information system and understand-
ing its usage and acceptance behaviour of users. Al- Sukkar and Hassan (2005) applied the Tech-
nology Acceptance Model in two countries with different cultures using perceived ease of use as 
their major variable and found that perceived ease of use of information system played an impor-
tant role in influencing attitude toward users’ choice of communication media. Ravi and Turban 
(2007) also investigated the effect of gender difference on acceptance of information system and 
to determine that gender significantly moderates the effects of perceived usefulness and perceived 
ease of use. They found that men were more affected by perceived usefulness, while women were 
more affected by perceived ease of use and subjective norms. Similarly Moon and Kim (2001) 
applied Technology Acceptance Model in the context of Internet usage, differentiating duties into 
entertainment and job-related task. They found that the significant factors affecting internet usage 
depended on its perceived ease of use. 
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Perceived usefulness also had impact on attitude towards using internet banking. This finding 
suggests that people adopt and use internet banking when the degree of its usefulness would en-
hance their job performance. The significant contribution of perceived usefulness to information 
success theory and TAM model is also emphasized in other studies. According to Hogarth (2001), 
perceived usefulness is an important construct that influence customer use of electronic banking. 
He mentioned that by giving different options to the customer like mobile banking, SMS banking, 
bill payments, exchange rates, news and events can attract and influence customer to use elec-
tronic banking facilities. Moon and Kim (2001) used the construct to predict attitude in a survey 
of 152 graduate students of management in Korea. Their findings showed that perceived useful-
ness is a key determinant of user acceptance of information technology. The results of Moon and 
Kim (2001) revealed that perceived usefulness had a more significant effect on attitude than per-
ceived risk in the WWW context and it equally has more significant effect on attitude than system 
and service quality. It is therefore noteworthy for skeptics of internet banking to examine the at-
tributes of the model in the light of their local situation to see how they could improve on their 
deployment of internet banking. 

Conclusions and Recommendations 
This study presented an empirical analysis of internet banking adoption and use among users in 
Iwo, Osun state, Nigeria. The research model evaluated system and service quality, perceived 
risk, perceived usefulness, perceived ease of use and organisation reputation, as antecedent to 
behavioural intention to continue using internet banking solution. Model construct for all the hy-
potheses were found to be significantly related to attitude and continued use of internet banking 
services. The findings revealed that perceived ease of use and perceived usefulness are not only 
antecedent to internet banking acceptance, they are also factors to retain customers to the use of 
internet banking system such as system and service quality, organizational reputation and per-
ceived risk. 

These findings have the following practical and policy implications: undertaking an investigation 
on technology acceptance could enrich the research centers in Nigeria, providing a standard of 
research that could receive wider recognition. It will help bank managers to identify factors that 
influence the adoption and continued use of internet banking so as to increase its use and encour-
age the general acceptance of new IT services. Also, from a theoretical perspective, the study 
provides new information about consumer behaviour in a rapidly changing financial services in-
dustry. In addition, consumer perceptions and reactions toward information technology and bank-
ing technology is a significant area to which this study has contributed. Knowing consumer be-
haviour in the context of internet banking will provide a relatively important theoretical back-
ground for future research in the area of electronic business. Moreover, the results have provided 
a good basis for future marketing strategies concerning the development of electronic banking 
services. From the researchers’ point of view, the winners in this field will be those institutions 
with appropriate knowledge of not only the technological achievements and developments but 
also those with a profound understanding of their customers.   

Based on the findings, it was recommended that banks should try to improve on their system(s) 
and service(s) quality. They can do this by making the interface of online banking technologies 
user friendly as much as possible and also adopt state-of-the-art technology for effective and effi-
cient internet banking transactions; providing newer models and system of internet banking ser-
vices that will make users’ transactions easier and more enjoyable; establishing a link with the 
customers to determine their requirements that can lead to successful electronic banking solu-
tions; focusing on their needs and using the right technology to achieve goals, rather, than acquir-
ing technology of internet banking because other banks have it. They should also employ the best 
means of drawing the publics’ attention to their product and services and also convince them of 
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the efficiency of the organization which could go a long way in sustaining internet banking use. 
All these measures are expected to aid in improving system and services quality, which would 
lead to users’ satisfaction and finally, positively affect the attitude of adopters towards internet 
banking usage. The Central Bank of Nigeria should stipulate standards for banks to follow to 
avoid making Nigerian banking sector a dumping ground for outdated technological infrastruc-
ture and counter legal and security threats posed to net banking and e-commerce to enhance 
growth in the banking industry. In addition, it is recommended that government should participate 
in ensuring that the telecommunication industry is subsidized to reduce or remove avoidable costs 
of implementing internet banking in the country.  Future studies could compare factors influenc-
ing adoption decisions, the criteria for selecting an online banking service, and the types of prod-
ucts and services perceived to be useful across cultures.  Also, testing the research model in a 
longitudinal study among different types of adopters could be studied in future.  
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Appendix. Questionnaire 
Dear Respondent. 
This study is titled “Influence of individual, organizational and system factors on attitude of online bank-
ers” and it is meant to investigate the factors that influence the attitude of online banking users in Osun 
state. Kindly fill out your responses as candidly as possible. The data you provide will be treated in confi-
dence and used only for academic purposes. Thank you for your anticipated cooperation. 

(The Researchers) 
Email: woleabbeyolatokun@yahoo.co.uk pastorjoe4u@rocketmail.com 

 
SECTION A: DEMOGRAPHIC CHARACTERISTICS  

(Please tick the most suitable option or fill the space provided) 
Gender Male                [    ]             Female            [     ] 
Age 18 yrs or less          [    ]        19 - 30 yrs              [    ]      31 – 40 years   

[    ] 41- 50 yrs      [  ]Above 50yrs            [     ] 
Occupation [     ] Student[    ] Civil Servant [   ] Self Employed [ ] Professional  

[   ]  Academic Other  (Please specify) ................................................... 
Education  [      ] Primary Secondary    [      ]  OND/NCE     [      ] HND                    

[       ] Bachelor’s  Degree    [      ] Master’s Degree        [      ] Doctor-
ate Degree       Other (Please specify)............................................. 

Years of experience of 
using internet banking  

Less than five (5) years   [   ]   6 – 10 years  [    ]  11 – 15 years   [     ] 
16 – 19 years [       ]20 years and above [    ]  
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SECTION B:  Please indicate to which extent you agree with each of the following statements 
NOTE: 1 = Strongly Disagree, 2=Disagree,  3=Agree , 4 =Strongly Agree 

SYSTEM AND SERVICE QUALITY 
The speed of login of your account is fast 
The website is available in the language you can understand 
The bank takes care of problems properly and compensate for the prob-
lems they create 
The web pages do not freeze after you have put in all your information 
Information content and text are easy to understand 
The bank is willing to help customers, provide appropriate information 
and prompt service 
Your bank site performs the service right at the first time you log in 
The bank’s site provides a confirmation of the service ordered quickly 
Links are problem-free, accurate and the pages download quickly 

PERCEIVED RISK 
I feel secure sending sensitive information during internet banking 
transaction 
I can always rely on internet banking for my banking activities 
My bank provides financial security and confidentiality  
The banks site has unrestricted access to all financial information 
I trust my bank’s  Internet banking site 

PERCEIVED USEFULNESS 
Using  internet banking enables me to accomplish my tasks more 
quickly 
Overall, I find using internet banking to be cheaper 
Using internet banking enables me to carryout transactions with ease 
Internet banking allows me to manage my finance more effectively  

PERCEIVED EASE OF USE 
Overall, I find the use of the internet banking services easy 
It is easy for me to become skillful in the use of the internet banking 
services 
Using internet banking would make it easier for me to carry out my 
tasks 
I find it easy to do what I want to do with internet  banking 
Interaction with internet banking does not require much mental effort 

ORGANIZATIONAL REPUTATION 
Do you think that the infrastructure provided by your bank is appro-
priate to utilize internet banking efficiently? 
Does your bank adopt the latest technology and standards for internet 
banking? 

INTENTION TO USE 
I will continue to use internet banking services 
I believe that internet banking will be more relevant in the future 
I still prefer to use  internet banking than withdraw money from cash-
ier in a bank 
The low risk involved in using internet banking will enable me to 
continue to use it 

ATTITUDE  
Using internet banking is a good idea 
Using internet banking is pleasant 
It would be desirable to use internet banking 
Using internet banking is a wise idea 
Using Internet banking fits well with the way I like to manage my 
finance. 

402 



Olatokun & Owoeye 

403 

d at: 

 

Biographies 
Dr Wole Michael Olatokun holds Master and PhD degrees in Infor-
mation Science from the University of Ibadan, Nigeria. He teaches in-
formation science at the Africa Regional Centre for Information Sci-
ence (ARCIS) in the same university. His research interests include: 
information and communication technology (ICT) policy issues, Social 
Informatics, knowledge management, ICT for development, indige-
nous knowledge systems and e-governance. He can be contacte
woleabbeyolatokun@yahoo.co.uk 

 

 

Owoeye Joseph Olalekan holds Bachelor’s degree in Business Ad-
ministration obtained from Bowen University and a Master of Informa-
tion Science (MInfSc) degree obtained from Africa Regional Centre 
for Information Science (ARCIS), University of Ibadan, both in Nige-
ria. He also holds Diplomas in Computer Science and Web Content 
Development; Oracle Certification and Chattered in Management (Ni
geria Institute of Management (NIM)). Currently, he works as Control 
Room Officer at XNet Security Technologies Ltd, Lagos, Nigeria. He 
can be contacted through: 

-

l.com/ pastorjoe4u@rocketmai
 mypastorjoe4u@gmail.com 

 

mailto:woleabbeyolatokun@yahoo.co.uk
mailto:pastorjoe4u@rocketmail.com
mailto:pastorjoe4u@rocketmail.com

	Influence of Individual, Organizational and System Factors on Attitude of Online Banking Users
	Wole Olatokun and Olalekan Joseph Owoeye Africa Regional Centre for Information Science (ARCIS)University of Ibadan, Nigeria
	woleabbeyolatokun@yahoo.co.uk; pastorjoe4u@rocketmail.com


	Abstract
	Introduction
	Background
	Research Model
	Research Hypotheses
	Methodology
	Data Collection Instrument and Measures
	Data Collection and Analysis

	Results
	Test of Hypotheses

	Discussion
	Conclusions and Recommendations
	References
	Appendix. Questionnaire
	Biographies

