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ABSTRACT

Digital empowerment has become inevitable in the
resent era, and the ba_nking sector in India has been
actively promoting banking transactions through digital
glatforms. This study focus to identify the determinants of
user perception and adc?ptton of digital banking services. A
descriptive and analytical study was conducted, and a
random sample of 225 customers from the Kannur district in
kerala was selected for the purpose of the study. Statistical
tools such as one-sample t-test and multiple regression were
utilized to test the significance of mean values and identify
the determinants of user perception and adoption of digital
banking. The findings revealed that customers did not
encounter any difficulty in using digital banking and
recognized its usefulness. Moreover, the security provided by
digital banking improved customers’ trust in the platform,
and the role of social influences was also acknowledged by
the customers. Furthermore, variables such as user-
Jriendliness, utility, trust and security, and social influence
synificantly influenced users' perception and adoption of
digital banking. Among these factors, user-friendliness and
social influence emerged as the highly influential facror:s in
“ser perception and adoption of digital banking Services.
Overall, this study highlights the positive attitude of
?Lﬁt?mers towards digital banking. The ﬁr}tdmgs emphﬂFer
!rf“‘mﬁﬂf‘tance of factors such as userfnendlme_ss, utmtg;
Perggr o CWitY, and  social influence in shaping user
" Plion and adoption of digital banking services.
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Introduction

The digitalization of banking transactions 5 .-
replacing the traditional banking svstem and exz..
banking €Xperience for customers m the .
technological era. In India, the demonetization :f'-u;‘
the Digital India Initiative by the covernme *

significantly ~promoted the use of digital tap
Furthermore, the special features of digital bagizr ;.
as convenience, accessibility, Tme-saving i
security, and cost savings, have also led to the =
adoption of digital banking. Digital banking semics:
India include internet banking, maobile walles miE
banking, Unified Payment Interface (UFI. ==
cards,and Bharat Interface for Money (BHIMI . ==
others. These services have gained popularity, e ™
remarkable increase in the use of digital banking m 2=

|

b

Consequently, it is important to identify the IaC
digit

influence users' perception and adoption of

By studying these factors, we can get insignts
users perceive and adopt digital banking Servs=
knowledge can help banks and pofic_}ma]:: s
informed decisions and implement strategies EU'E:-':“'i f
user experience, increase adoption rates, and addess =
hindrances or concerns associated with digita! bank=

-
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Literature Review "

(Ravish & Singh, 2019) considered the 57

plfrprqn and adoption of digital banking. The study =

Eoizeili%li han}ﬂng_ is useful to customers in ‘-"5':_'_:_‘ ”_‘

observed th;fa:-n.g time, and saving money. The stuct ©

individuals igital banking is widely used BY 7
» €specially students and Empla}'ees

(S-Ananda, Sonaj

2020) conducted devesh, & Anis Moosa Al L.a\f‘uﬁ_

a e gl
study to understand the &
109
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g retail banking customers to yuse dj

suadin , gital bankin

11;-16 study observed that the use of digital banking ig
ositively alfected by awareness, web features. and
ot ceived usefulness ?

Tiong: 2020) obseweld. that customers' behavioural
tention to embrace digital banking services is mostly
afuenced Dy  ease of use, interoperability, and
Dbservabﬂity.

(Kavya & Rakesh, 2022) during modernity, the viewpoint
of customers towards digital banking was observed.
customers revealed their satisfaction with digital banking
services and also pointed out that among the various digital
banking services, mobile banking was widely accepted by

customers.

Objectives of the study

1) To understand ' user-friendliness of digital banking.

2) To examine the utility of digital banking.

3) To measure users' trust and security towards digital
banking. _

4) To identify the social influence on users' adoption of
digital banking. .

5) Toglanalyze thg influence of user-friendliness, unhty:
trust and security, and social influence on users
perception and adoption of digital banking services.

Research Methodolo . i

The descriptive and gﬁl}fﬂcal study aims 10 ?Xﬂl‘;gﬂz
factors influencing users’ perception s ?qorljttlgﬂanking was
banking, A sample of 225 customers (.jf dl%lt}?erala Primary
randomly selected from Kannurl district © :

5 . inistered to
data was collected through a questmnnaire admi
the selected customers.

aspects

urity, soc .
s;c Tge analysis

F?E questionnaire covered
riendliness, utility, trust and
option of digital bankin
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Digital Indi
descriptive gtatistics to summarize the g
" e . ¢ de
characteristics and responscs, as well gg ';””ﬂf“rsh-,
statistics including one¢ sample t test ang ”rf;-;n:nn.-,_
ultjp),

alysis to gxplore the relationships beggy,
ser-friendliness, utility, trust ang Htt:n the
d wusers' perception and adop‘[;‘r:glt?.

of

regression an
factors such as u
social influence an

digital banking.
Table 1:Reliability Statistics

Variables Cronbach's Alpha | Number uf?t;;
_yser-fricndliness .849 5 |
| Utility .909 4 —

Trust_and 384 4
security
| social influence .929 5
User perce:ptmn 924 4
and adoption |

Source: Primary data
ability of the questionn'aire,
lated for all scaled question®

for all scaled questions was
high reliability of the

To ensure the reli

Cronbach's alpha was calcu

The Cronbach's alpha value
found to be above 0.8, indicating

scaled questions.

Analysis and Results

Table 2 : Descriptive Statistics ’—’//

Variab ¢
Shise Frequency __Ife,fEﬂt/as/
Male 80 | 36~

e

Gender
Female 45| 8~

Below 25 56 250
Age 25-35 63 28.1
l 35-45 = —a7.5_
_..l_,._.——-———"'-"-"-'
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_—T Above 45 B e~ S
) (AD N e
— | Salaried o8 - T 4 .
Galored 8 =
Business -__h‘_‘-}"““"* 3.8
Bt — ' | 3
.up;ﬂiuﬁ Student 70 31.3
O Professional __f“‘“‘“ :
Others a4y 13;
—— | Below .
Bachelor's 7 3.1
| Degree '
Bachelor's -
Educatiﬂnal degree 18.8
Qualiﬁcatio Master's Degree 91 20.6
n Professional
degree 28 12.5
Above Master's
Degree 56 25.0

JE—

Source: Primary data

It can be observed from the table that there were 80
36%) male and 145 (64%) female users. 56 (25%) users
belong to the age group below 25, 63 (28.1%) were from the
age group of 25-35, 84 (37.5%) from the 35-45 age group,
and 21 (9.4%) were above 45 years old.

This data indicates that the majority of users are
females, and the highest numbers of users belong tg Bt‘%;f;
2g¢ group of 35-45. Considering the occupation, 74 [?s'swzl
4sers were salaried, 70 (31.3%) were students, 42 (h *:VEFE
{&1] under the "others" category and 7 (3.1%) — rity of
Ulsiness and professionals. Furthermore, the mﬁjo above
Users held o RS Hagroe (40.6%‘)1 followed by

Master's degree (25%).

users with a bachelurf

There were 42 (18.8%) degree, and only /

?';%Ef € 28 (12.5%) with a prnfcssinnal
%) with below a bachelor's degree.
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Table 3:User-friendlinesg towarg
8

digity

e s

Variables Mean R“‘“Bj}k’"i
S.b ?

[ find it easy to understand the |  — —f—_ 'y
features and functions of the 422 o e 8
digital banking app. 86 0.06
Performing basic transactions e k
through the digital banking app 4.28 | 1.0; e
is easy for me 007 Ay,
[ don't need help or "“"“-x\
insfrgctions to use the mobile 4.00 [ 0.97 0.06
banking app. N R

Source: Primary data T~

The perception and adoption of digital bay
consumers depends on the user-friendliness of bank
services. The table above reveals that respondents g
highly influenced by the ease of conducting digital bas
transactions through the digital banking app, witht
highest mean score of (M=4.28, S.D=1.01). This SCOrE
statistically based on the one-sample t-test (t=0.07, p=0.ﬂl};
Additionally, respondents' perception was inﬂuer_wed b}'LF
ease of understanding the features and functions ;fl{;
digital banking app, with a mean score of (M=4.22), taf;j;t
value of one sample t test reveals that, they were algg} -
use the app easily without any support (M=% o
significantly higher than the response scale mean three.

the

The results indicate that the respondents ﬁti’:eiigﬂs
were influenced by the user-friendliness of
banking app for conducting online transactions.

Table 4: Utility towards digital bankin
Sig:
Variables Mean S.D ! T___—"g"’
Digital banking
provides me with 00
.0
convenient access to my 4.13| 0.99| 16.93
financial information
and services. _,,-/)

113
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il panking makes
pigl for me to
i financial
L’ﬂ

c:]SiEr

ut:l.

= X
g o
g
&

O

-

-

=)

v

ns
i belte‘v'ﬁ that dlglta-l __“_-___—‘__'"_“‘-—-—_
: improves my
.batz:lr}:l?g banking 3.97 | 0.99
ov

ex rience. : _
Higital panking SErviccs F—— |
ceduce costs through
;featﬂfes such as 24/? 4.41 0.86 24.39
' availability, location

w&nce,
source: Primary data

The perception of the utility of digital banking
¢mvices depends on convenience, ease of financial
ransactions, 24 /7 availability, and the improvement of
digital banking skills. The table above reveals that digital
anking services reduce costs through features such as
24/7 availability, location independence, reduced reliance
om physical branches, and the ability to perform
ransactions remotely.

These features received the highest mean score of
M=441, S.D=0.86), which was statistically significant
wcording to the test value of the one-sample t-test
1=24.39, p=0.00).

that digital banking

eed :
The respondents also agr financial transactions

Takes it easier for them to conduct ir financial
"1=4.38), provides convenient access to thel

' their
lrj*l,f;]r‘mﬁtiDIl and services (M=4.13), andthﬂlﬂ;,}:;}?esdigital
Eﬁnﬁrl‘g “iking _experience {M=3.97)al banking services

Were The results revealed that digit L
“onvenient and made financial transé

tions €asy-
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Table 5: Trust and Security towards digita ,
____———’_'——M—h_‘_ nklh
—

Mean S.D T

Variables
RIS 8ig,
-
| trust that my personal -
financial

and
information is Secure 3.53 | 1.00 | 794 g
0l

when  using digital
banking .
Digital banking provides

adequate safeguards (O
against 3.69 | 0.92| 11.20| .oog

protect
unauthorized access to
my accounts ]
"The security features
and measures
3.63 | 0.96 9,72 | .000

implemented by digital
banking instill a sense
of trust in me.

[ am satisfied with the
level of protection

offered by digital 375 | 0.66 | 16.93 000

banking against |
potential online threats i
and fraud. ) S

Source: Primary data

One key aspect of trust in digital banking is UF
security of personal and financial information. According ©
the results of the one-sample t-test, respondents agree
that the level of protection offered by digital banking agaif®
p9tenUal online threats and fraud was satisfactory, Wi e
hlghcs_r. mean value of (M=3.75, S.D=0.66). This mean vali¥
;‘:’f? 69:;'%“”‘“:3““3' higher than the response scalé me
Sy P=0.000). They also agreed that digital bankl™
Enautlﬁzrizeaddequate safeguards to  protect agﬂiﬂ-"
security featur access fo their accounts {M=3-691'
as well as the :cscin-d measures of digital banking (Ms&b“l
rity of personal and financial inform®"

{M‘E-Sal W{-re .
' - al * .
mean of three, 80 significantly higher than the poplllﬂ!m'

il_'l'.l'
115
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. {ndit‘llh‘d that respondents agreed that
sulls e and features of digital banking to
) and financial information were
re trust in digital banking.

ne I°
] 1;15

. e y
gy T ersonal
g ey have mo

R T | O
aoton] afluence of the use of digital banking

- gocial ]
b€ 6: 59 e
- S.D t Sig.

— Mean

riables
ve onced by the

“influ e
; ”:;ﬂ:d:: s d fm‘l'lil_'ﬁ" “r]'-ll':l‘l
o .:r: o using digital

3.56 | 1.12 7.52 .000

'_-'.':‘pressurc
" decision to Us€
_ang services
. social acceptance E{nd
ooy of digital |l 3841704 12,18 .000
.-cng motivate me to
-z with these SErvices.
S=mg others benefit from
gal banking encourages | g 59 | 1.17 | 7.59
= 1 explore its features
=1 benefits.

%2zl media posts and
soussions  about  digital
wing influence my | 366 (1.02
;—L‘-EFD{HI and usage of

=%t services.

Yuee: Prim
:Pﬁmal‘y data

plays a role
ce digital [ 3.22 | 1.06 | 3.10| .002

.000

9.62 .000

=g Social factors, such as social media discussions,
: clatives, and family members, have a nota}:le
~t 00 individuals' decisions to use digital banking
L-‘*-e;cTil: results of the one-sample t-test revealed that
o) ighly influenced by the widcspre_ad acceptance
X meanty of digital banking, as indn_:ated by the
g Value of (M=3.84, S.D=1.04). This mean value
18, p:n”-"' higher than the response scale mean of 3

0.000). Additionally, they were influenced by

(¥ Scanned with OKEN Scanner



i+ A Progress rowards SDGs
and discussions (M=3.66), sy,
benefits others gained .from digital banking i
ions [rom friends and relatives (M=j3 561"'

l }I‘

recmmnendatl it
peer group pressure M=3.22).

l‘rigit;d Indic

social media posts

These results indicate that social influene
with peer groups; family, and. awareness c_:f the bﬁnief?,jr"
digital banking, signiﬁcan.ﬂy impact individuals' decis;
to use digital banking Services. )

n and adoption of digital bankiy,

Table 7: Perceptio
[ . o
Variables Mean S.D t Siz.
Digital banking as & —-
convenient and |
4.03 | 0.92]| 16.77 | .000

accessible way to
manage my financial
activities

Digital banking
provides me with a

wide range of services 4.13 0.93 | 18.12 .000
and features to meet 3
my financial needs.
Digital banking

enhances my overall 4.00 1.12 | 13.36[ .000
banking experience.
Digital banking to be

reliable and eflicient

i performinglinancial | 00 1.00 | 14.93 | .00

transactions.
Source: Primary data
The table 7 depicted that the wide range of d_igif:

:?I:g;g services available, and the reliability an
digital b:rfgmes' Among these factors, the wid
(M=4,13 ng services had the highest mean valué :
(t=18.12, p=0 og&? 3), which was statistically signifi®®
that fﬂCt,nrs SIUchJ- Additionally, the respondents indlcﬂli
S banking [Mii e accessibility and conucniﬂﬂ“‘
03), the reliability and effici

e rangt i

ency
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H L

panking (M=4.00), and the gyer,

- all bank;
ed their digital bankin g ugﬁgif'lkmg eXPerience

\ .',|1:1ﬁ‘“‘”'"
. results sugeest that the ree
The resu i HC responden
duptinn of Fi!gllﬂl I)ankmg was inﬂu;-"lagreed that
Al jlbililﬁ'" reliability, convenience, ang ced by the
&5 .
" | panking services

; impact of user-friendliness
g;hltan 4 sccurity and social influen
4:1' joption of digital banking
P

_'_,J'.-—’_-_-_--—_ H _‘_‘_—ﬁ_-____———_
eses Regression weights B L P value Resuliy VIF
o PA 337 5.460 .000 Supported

— po
- » PA 172 2.280 .024 Supported
18 PA .193 2,124 .035 Supported
o PA 330 5.575 000 Supported

_J--‘“‘__ 728
146.84, P=.000
= Prmary data

zuserfriendliness, U-Utility, TS-Trust and security, SI-
waal influence, PA -perception and adoption of digital
anking

7 study focused to examine impact of user-friendliness,
sity, trust and security and social influence on users’
zeeption and adoption of digital banking.

‘= bllowing hypotheses were tested- |
) H1: User-friendliness is positively influenced the
users’ perception and adoption of digital banking

2) H2: Utility is positively in'ﬂ*l'lenced the users,
perception and adoption of digital banking

3) H3: Trust and security towards digtte bﬁfngnig
positively influenced the US€Ers, percep
adoption of digital banking

118
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Goclal influence s lmnirivr:l}' relay
ion and adopltion ”r‘“!-"ilui'ir "
8 u”ll’,

| Higel

1) HA:
aers’ percep!

s icat these hyp””_,f::-ic::s, the r_a'r:;)r:ndr:ni -
ners' perception *:mri adoption tff _f.”j.jff.‘r.ll Imnkinl;,m“'
pepressed on (he |nr_lt:{-3mlr.h:nl V:Jf"l:ﬂl::l(:ﬂ UHt:r-j'r;,:ndh“,
atility, trust and sccurily and social influence, The Mgy,
indicated  that the regression model  satigfiog 1
;mﬁUl‘.’l"lP””nH of normalily 0l ]“f_*,f:‘ildl..lﬂlﬂ, hﬂmﬂl‘iﬂﬂdagﬁql
and the absence of serial r:r:rrc:lm;mn,- as demonstrageg W
Durbin-Watson value of 2.08, which is approximalely [;ql_'..!
(o the threshold value of 2, Huggﬂﬂﬁﬂg the 3735&“&‘:
significant serial correlation. Additionally, the VIF v,
were  Jess than 10, indicating the absence |

multicollinearity.

The study found that the variables such as us
friendliness, utility, trust and security and social influen
significantly predict user’s perception and adoption ¢
digital banking, with F(4,219)= 146.84 and P=0
Moreover, the R?=.728 indicates that the model explan
72.8 percent of the variance in users’ perception &
adoption of digital banking,.

The coefficients for each independent variable W
examined to determine their influence on user’s percept™
and adoption of digital banking, The results confir med [ha
the user-friendliness  (H1) has a significant positt
mﬂuffnf:f: On user’s perception and adoption of dlg.1 Fﬂ
banking (B = .337, = 5.460, p = ,000). Similarly, vtl"
[Hﬁ '.:f;m fr;un'rJ to have g significant positive influence Cr;-
:”f;‘gg‘;’“‘ﬁptlrm and adoption of digital banking (B = 'l?;:
anth 0, p = .024).Trust and security (H3) was found "
senihcantly and positively flue . ] tjon 4
adontic e Y Inlluence users, percep 6|
f"urll‘j’qj m of digital banking (B = 193, t = 2.124, p = ’

l:l'rnnn:' the e d : ’ ' ., i of
(H4) on m“._m,f"'::?:Df{!ht.mn regarding the social mﬂll‘l":;m
SUDDOrted by p;[h;f'p“”” and adoption of digital ban ‘,1‘_.-
ﬁll{nl‘ﬁr;“n”y rﬂlnl;;d ‘”3 :‘33’;]3]:;“; HLJ_L{,I{(':HI.ing lhf_’ll it \

330, L = 5,575 , p = .000).

J "
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. short, 'thc study demonstrates
.-Ilcs& perCCIVﬁd usefulness, tryg
-r“‘“h;ﬂﬂueﬂce significantly influenc

%"‘El]ldaptiﬂﬂ of digital banking.hmon
ol i

= USETS perception,
ial infl 8 these factors, user.
and ?.001 in uenCt? €merged gas the B r
“jptil factors in USET perception and adoption of i,
* jing services: ¥
lings and Conclusion.

.. rapid growth of the internet and mob;j

_ le phones
cally contributed to the expansion of digital bankiﬁghsilrsl

giton to the impact of demonetization and the Digital
4q initiatives. The study observed that customers are
able of conducting basic digital banking transactions
:igl}eﬂd'ﬂnﬂy, without requiring assistance, The cost
aings and round-the-clock availability offered by digital
mking have played significant roles in promoting its
owth. Users also expressed satisfaction with the trust and
gurity measures in place within digital banking systems.

Additionally, social influences, such as peer groups,
mily, and knowledge of the benefits of digital banking,
ae been found to encourage the adoption of digital
uking services. Based on the findings, it can be
meluded that factors such as user-friendliness, perceived
“lulness, trust and security, and social influence have a
“Mantial impact on users' perception and adoption mlc
2l banking. These factors collectively influence users
'?S?G“‘making processes when it comes to utﬂizing digital
“ling services. These findings are consistent with the

“rch condycted by (Tiong, 2020) .

" Overall, the study highlights the importance of us':;;
-.z_litug ctors and social influences in .S.hapmg uljin
-'.'ntlt?rsetsa : behaviours towards dlgltalb ntl]i,n angd
-*,Iif-‘zfm Nding these factors is vital for ba

°IS to improve digital banking services.
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