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Abstract: Internet banking is recognized as the latest and key 
technology driven revolution in executing financial transactions in the 
recent past. Although several prior research projects have focused on 
the factors affecting attitude towards the adoption of information 
technology or internet banking or e-banking from customers’ point of 
view, there was no empirical work which focused on the factors 
influencing the employees’ attitude towards internet banking adoption. 
The purpose of this paper is to investigate the antecedents predicting the 
employees’ attitude towards the adoption of internet banking. This study 
is basically descriptive in nature. A survey on 192 samples was 
conducted to collect primary data and collected data were analyzed 
through Structural Equation Modeling (SEM) to measure the causal 
relationships between constructs. Results indicate that except personal 
innovativeness all other predictors namely perceived usefulness, 
perceived ease of use, facilitating conditions and perceived risk clearly 
explain the employees’ attitude towards internet banking adoption. 
Perceived usefulness was found to be the most significant and positive 
predictor of attitude towards internet banking adoption which was 
subsequently followed by facilitating conditions and perceived ease of 
use. As expected, perceived risk was found to be significant negative 
predictor. This research contributes to the banking industry in a sense 
that the findings will help policy makers of banking organizations to 
concentrate on internet banking adoption from employees’ point of view 
which will result in arranging more training and knowledge sharing 
programs as well as ensuring timely support services for minimizing 
risks.
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1. Introduction

In absence of efficient financial market, banking organizations are the significant 
players for ensuring smooth flow of funds from savers to borrowers (Siddik et al., 
2016). Worldwide revolution in Information and Communication Technology 
sector has brought about a radical change in banking sector. E-commerce, e-
business or e-banking are no more newly, innovative ideas that businesses are trying 
to adapt. Right now, these are just the ways business should follow for doing 
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business (Salehi & Alipour, 2014). Thus, Internet banking services are no longer a 
“need to have” rather than a “nice to have” services and progressively becoming an 
“impossible to survive without” for all banks.

Pikkarainen, Pikkarainen, Karjaluoto & Pahnila (2004) stated that internet banking 
refers to the system that allow an access for the customer to the banking services 
through an internet portal set up by the physical bank. In accessing true Internet 
banking, any transaction or inquiry is processed online regardless of location of 
branch at any time. Internet banking, unlike conventional information systems, 
enables customers to conduct financial activities virtually by using emerging 
information technologies such as internet and WWW (Suh & Han, 2002). Banking 
through using internet is leading the world into a new spectrum of banking by 
allowing customers conducting their day-to-day business and banking related 
activities at their comfort (Kesharwani & Bisht, 2012). Moreover, Internet banking 
services enjoy a relative advantage over brick-and-mortar banks in terms of 
“timeliness and accuracy of information flow” that help to lessen the information 
latency in an intense decision-making environment (Kesharwani & Bisht, 2012). 

Besides, from bank’s perspective several factors such as competitive cost, 
timeliness, customer service, and demographic considerations are stimulating 
banks to explore the modern technology and reconcile their electronic commerce 
and Internet banking strategies. But the challenge faced by banks in Bangladesh in 
providing internet banking services is to make sure that the savings from internet 
banking technology are more than the costs and risks associated with conducting 
business in cyberspace. This situation can be conquered if the parties associated 
with internet banking play their role accordingly having a positive attitude towards 
it. In this regard, the current study has undertaken to examine the antecedents of 
employee attitude towards internet banking adoption.

2. Literature Review

Years back, banking transactions were done manually which cost extensive time and 
energy of a large workforce (Siddik et al., 2016). But, things have changed. 
Bangladesh began to adapt internet technology in banking sector since 2001 
(Rahman, 2007) still in the process, the country fell short in exploiting the extensive 
prospects offered by e-business (Ahmed & Islam, 2008). Good thing is that 
pioneered by foreign banks (Jahangir & Begum, 2008) in last few years several 
private and public banks are integrating internet technology within their traditional 
banking settings (Hasan, Baten, Kamil & Parveen, 2010). This adoption process 
will get more momentum and the benefits from it will be more exploitable if all the 
participants of this process hold optimistic attitude towards it. 

Almost all the researches done earlier explained internet banking adoption from 
customers’ point of view using TAM, extended TAM or UTAUT model (Lee, 2009; 
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Kesharwani & Bisht, 2012; Akhlaq & Ahmed, 2013; Yiu, Grant & Edgar, 2007; 
Jahangir & Begum, 2008). Unfortunately, no attention has been given to analyze the 
extent to which the factors identified in TAM or UTAUT model affects employees’ 
attitude towards adoption of internet banking. But to evaluate the level of adoption 
of internet banking services, it’s not only necessary to measure customers’ attitude 
toward internet banking but also that of employees’ as well, because at times when 
banking transactions occur it requires active participation of both parties. Therefore, 
it must be worthwhile and interesting to uncover if findings from earlier studies can 
be confirmed in the process of investigating the antecedents of employees’ attitude 
towards adoption of internet banking.

2.1 Perceived usefulness

In information system research, technology acceptance model (TAM) is considered 
to be the most widely used model to predict the individual adoption of a new 
technology (Venkatesh & Davis, 1996; Venkatesh & Davis, 2000; Venkatesh & 
Bala, 2008; Yusoff, Muhammad, Zahari, Pasah & Robert, 2009). One of the 
significant constructs of this model is perceived usefulness, which is the term that 
has been extensively recognized in the field of electronic banking. Perceived 
Usefulness (USF) is defined as the subjective probability that prospective users by 
using a specific application system or technology will boost up his or her job 
performance within the context of an organization (Davis, Bagozzi & Warshaw, 
1989). Perceived usefulness indicates whether a given task would have been 
completed more easily through the use of technology (Guriting & Ndubisi, 2006; 
Jaruwachirathanakul & Fink, 2005; Eriksson, Kerem & Nilsson, 2005). 

Former research suggested that perceived usefulness is a significant indicator for 
technology acceptance (Chau, 1996; Jiang, Hsu, Klein & Lin, 2000; Taylor & Todd, 
1995). Tan and Teo (2000) noted that the perceived usefulness is an important factor 
in determining adaptation of innovations. Therefore, perceived usefulness has 
significant impact on intention to adapt a particular system (Chen & Barnes, 2007; 
Eriksson et al., 2005; Venkatesh, 2000; Venkatesh et al., 2003). Lu, Yao and Yu 
(2005) found positive and significant impact of perceived usefulness on intention to 
adopt wireless internet services via mobile technology. Another study (Lai & Zainal, 
2015) on intention to use single platform E-Payment posited positive and significant 
association between perceived usefulness and customer’s intention to use.

Jahangir and Begum (2008) found that perceived usefulness has significant and 
positive effect on customer attitude towards and customer adaptation of electronic 
banking. Therefore, the greater the perceived usefulness of using electronic banking 
services, the more likely that electronic banking will be adopted 
(Jaruwachirathanakul & Fink, 2005). Pikkarainen et al. (2004) applied TAM and 
found that perceived usefulness is one of the significant determinants of actual 
behavior which motivated the user of the twenty first century banking to use more 
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innovative as well as user friendly self-service technologies which provides them 
greater autonomy in performing banking transactions. In line with these findings, 
researchers (Yiu et al., 2007; Lee, 2009; Kesharwani & Bisht, 2012) also illustrated 
positive and significant influence of perceived usefulness on internet banking 
adoption. Therefore, the current study proposes that:

H1: Perceived usefulness has a positive and significant impact on employee attitude 
towards internet banking adoption.   

2.2 Perceived ease of use

Perceived ease of use is the term that refers to the degree to which an innovation is 
perceived not to be difficult to understand, learn or operate and use of that system 
will be free of effort (Davis, 1989; Rogers, 1962). Former researchers argued that 
perceived ease of use is the extent to which a person believes that using a particular 
system or technology would be at no cost to that individual (Jahangir & Begum, 
2008; Davis et al., 1989; Mathieson, 1991; Gefen & Straub, 2000; Gahtani, 2001). 
Similarly, Zeithaml, Parasuraman and Malhotra (2002) stated that the degree to 
which an innovation is easy to understand or use could be considered as perceived 
ease of use. 

According to Mathieson (1991), the perceived ease of use is the consumer’s 
perception that if banking transactions take place on the internet, it will require a 
minimum of effort and time. Extensive research over the past decade provides 
evidence of the significant effect of perceived ease of use on usage intention, either 
directly or indirectly (Hernandez & Mazzon, 2007; Wang, Wang, Lin, & Tang, 2003; 
Venkatesh & Morris, 2000). Recently, Chen and Barnes (2007) have empirically 
found that two technological aspects of the edge, namely perceived ease of use and 
perceived usefulness significantly influence customer intention to adapt a new 
technology or system. Lu et al. (2005) identified direct positive effect of perceived 
ease of use on intention to adopt wireless internet services via mobile technology. 
Besides, several studies (Yiu et al., 2007; Lee, 2009) on internet banking adoption 
pointed up perceived ease of use as a significant determinant. Hence, the authors’ 
proposes following hypothesis:

H2: Perceived ease of use has a positive and significant impact on employee attitude 
towards internet banking adoption.

2.3 Facilitating conditions

Facilitating condition is one of the four constructs of Unified Theory of Acceptance 
and Use of Technology (UTAUT) which has served as a baseline model and has been 
applied to the study of a variety of technologies in both organizational and non-
organizational settings (Venkatesh, Thong & Xu, 2012). Facilitating conditions 
refer to the extent to which an individual perceives that adequate resources and 
support are available to perform behavior or function (Venkatesh et al., 2012).
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It is quite likely that as Facilitating Conditions involves broader infrastructure as 
well as support issues but it will always be an important factor to those who value it 
even if they have significant experience with the target technology (Venkatesh et al., 
2012). In Unified Theory of Acceptance and Use of Technology (UTAUT), 
facilitating conditions is hypothesized to persuade technology use directly based on 
the concept that facilitating conditions in an organizational environment can serve 
as the substitute for actual behavioural control while influencing behaviour directly 
(Ajzen, 1991). As many aspects of facilitating conditions, such as training and 
support provided, will be freely available within an organization and quite invariant 
across users, facilitating conditions will act more like perceived behavioural control 
in the theory of planned behaviour (TPB) and influence both intention and 
behaviour (Ajzen, 1991). Specially, individual who has access to a favorable set of 
facilitating conditions is more likely to have a higher intention to use a technology, 
on the contrary, individual having lower level of facilitating conditions will have 
lower intention to use technology (Venkatesh et al., 2012). So, the study 
hypothesized that:

H3: Facilitating condition has a positive and significant impact on employee 
attitude towards internet banking adoption.

2.4 Personal Innovativeness

Innovativeness refers to the degree to which an individual is more or less receptive 
to adopting new ideas or behavior than the other members of a system or a 
community (Rogers, 1995). The term personal innovativeness has long been 
recognized in the field of innovation diffusion research and suggested that highly 
innovative individuals are active information seekers about innovation and intend to 
adapt high levels of uncertainty as well as develop more positive intentions toward 
acceptance (Rogers, 1983; 1995). 

Earlier, Agarwal and Prasad (1998) proposed personal innovativeness as a new 
construct in information technology since up to that period role of personal 
innovativeness has not been included in any of the dominant technology acceptance 
models. They argued that personal innovativeness is an imperative notion for 
explaining the acceptance of information technology innovations and define 
personal innovativeness as the willingness and endeavour of an individual to take 
the risk and experience of any new information technology (Agarwal & Prasad, 
1998). They referred this influential personal trait as Personal Innovativeness in 
Information Technology (PIIT) and added it to Davis’ original TAM model and 
hypothesized that individuals with higher levels of PIIT are intended to develop 
more positive perceptions about the innovation in terms of advantage, ease of use, 
compatibility, etc. and have more positive intentions toward adoption of a new 
Information Technology/System (Lu et al., 2005). Though Lu et al. (2005) failed to 
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identify significant impact of personal innovativeness on intention to adopt wireless 
internet services via mobile technology, later Zhang, Zhu and Liu (2012) cited 11 
studies that found significant positive association between innovativeness and 
behavioural intention to mobile commerce adoption. Besides, Yiu et al. (2007) 
posited positive association between personal innovativeness and internet banking 
adoption. Hence, the study hypothesized that:

H4: Personal Innovativeness has a positive and significant impact on employee 
attitude towards internet banking adoption.

2.5 Perceived Risk

Introducing a new technology may involve benefits as well as risks to the user, and 
before forming intention to adopt a new technology, the individual may want to 
weigh up risks and benefits (Smadi, 2012). Electronic banking services will not be 
an exception to this general rule. Adoption to Information system or new technology 
has been shown to create anxiety and discomfort for consumers and employees as 
well (Featherman & Fuller, 2003). The perceived benefit of the technology is 
reduced due to a larger perception of risk of adoption (Horst, Kuttschreuter, & 
Gutteling, 2007). Specifically, increased risk perceptions leads to the increased 
feeling of psychological discomfort and anxiety that would cause the potential 
adopter both to undervalue perceived usefulness of the e-service and downstream 
adoption intentions. 

Accumulation of uncertainty (probability of loss) and danger (cost of loss) that 
make up perceived risk have been shown to restrain product evaluation (e.g. 
perceived usefulness) and adoption (Dowling & Staelin, 1994). Previous studies 
mentioned that perceived risk was one of the most important aspects that influence 
the adoption of electronic banking services (Polatoglu & Ekin, 2001; Tan & Teo, 
2000). Perceived risk has been found to restrain product evaluation and adoption 
(Dowling & Staelin, 1994) and e-services adoption (Featherman & Pavlou, 2003). 
Kesharwani & Bisht (2012) extended the technology acceptance model (TAM) in 
the context of internet banking adoption in India under security and privacy threat 
(Oruç & Tatar, 2016). Featherman and Pavlou (2003) found that perceived risk has a 
negative impact on behavioral intention of internet banking adoption.

In previous studies six dimensions of perceived risk have been identified and 
Performance risk is one of them (Featherman & Pavlou, 2003; Kuisma, Laukkanen 
& Hiltunen, 2007; Natarajan, Balasubramanian & Manickavasagam, 2010). 
Cunningham (1967) classified performance into three types (i) economic, (ii) 
temporal, (iii) effort. He also posited that all risk facets stem from performance risk 
and noted that performance risk refers to the extent to which there is a likelihood of 
the product malfunctioning and not performing as it was designed and advertised 
and therefore failing to deliver the desired benefits. According to Grewal, Gotlieb & 
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Marmorstein (1994) Performance risk means losses that incurred due to the 
deficiencies of electronic services. Users of electronic services are often concerned 
that a break down in the system servers will occur while conducting electronic 
services, because these situations may result in unexpected losses (Kuisma et al., 
2007). Featherman & Pavlou (2003) found that e-services adoption is adversely 
affected primarily by performance-based risk perceptions. 

On the other hand, time risk refers to the loss of time in implementing, learning how 
to use, adapting and troubleshooting a new electronic service or a new technology 
(Natarajan et al., 2010). Usually, consumers are less interested to adopt an electronic 
service that they believe will have high setup and maintenance costs (Featherman & 
Pavlou, 2003). Therefore, the study hypothesized that:

H5: Perceived risk has a negative and significant impact on employee attitude 
towards internet banking adoption.

Based on discussions of literature review section and stated hypotheses, following 
model has been proposed for current study:

Personal
Innovativeness

Perceived
Usefulness

Personal
Innovativeness

Perceived
Ease of Use

Facilitating 
Conditions

Attitude

H-

H+

H+

H+
H+

Fig. 1: Proposed model of the study
(Source: Review of previous literatures)

3. Purpose of the Study

The major purpose of the study was to investigate the antecedents predicting the 
employees’ attitude towards the adoption of internet banking. In the process, the 
study seeks to achieve other specific objectives like:
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a) Evaluating whether perceived usefulness, perceived ease of use, facilitating 
conditions, personal innovativeness and perceived risks adequately predicts the 
variation in the attitude towards internet banking adoption.

b) Suggesting some theoretical and practical implications based on the findings of 
the study.

4. Methodology

4.1. Research Design: The current study followed descriptive research design and as 
data has been gathered only once from a group of individuals, so it is a part of single 
cross sectional research design.

4.2. Measurement and Scaling: Likert type scale is convenient to understand as well 
as fit for personal, electronic and mail interviews (Malhotra & Das, 2017). In line 
with previous studies, a Likert type scale has been used, ranging from 1 (Strongly 
disagree) to 7 (Strongly agree) (Lee, 2009; Kesharwani & Bisht, 2012; Lu et al., 
2005). 

4.3. Data Collection and Analysis: Both the primary and secondary data have been 
used for the study purpose. Survey approach has been followed for collecting 
primary data (Anderson & Sullivan, 1993; Ranaweera & Neely, 2003). Collected 
data were then analyzed by using AMOS 16 software. Structural equation modeling 
(SEM) has been used for analyzing the data because SEM can measure the causal 
relationships between constructs with multiple measurement items (Hair, Black, 
Babin & Anderson, 2010a). 

4.4. Sampling: Employees of banks were the target population for the study. At least 
a size of 100 samples is required for performing confirmatory factor analysis (CFA) 
as stated by Gorsuch (1983) and Kline (1979) (MacCallum, Widaman, Zhang & 
Hong, 1999). Among the disbursed 320 questionnaires to target population only 192 
usable responses have yielded. In this regard, a probabilistic sampling strategy has 
been adopted (Yiu et al., 2007). The size of the sample may look small but not 
unusual when survey is conducted on any South-East Asian countries (Harzing, 
2000; Zhao, Flynn, & Roth, 2006). Besides, the current sample size is analogous to 
other studies (Akhlaq & Ahmed, 2013; Munoz-Leiva, Climent-Climent & Liébana-
Cabanillas, 2017).    

4.5. Instrument and Measures: Questionnaire, frequently used types of instrument 
was used for data collection (Hair, Bush & Ortinau, 2003). Questionnaire had two 
parts. First part was used to collect basic information regarding respondents’ 
characteristics like age, gender, education, occupational designation and usage 
experience of internet banking (Lee, 2009). The second part contained the items 
regarding the constructs namely perceived usefulness, perceived ease of use, 
facilitating conditions, personal innovativeness, perceived risk and attitude towards 
adoption. Table I shows number of items used to measure each construct along with 
their sources.
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Table 1 : Constructs, number of measure items and items’ sources.

Constructs

Perceived Usefulness (PU)

Perceived Ease of Use (PEU)

Facilitating Conditions (FC)

Personal Innovativeness (PI)

Perceived Risk (PR)

Attitude (ATT)

Items

4

3

4

3

4

4

Sources

Cheng, Lam & Yeung (2006)

Cheng et al. (2006)

Venkatesh et al. (2012)

Agarwal & Prasad (1998)

Featherman & Pavlou (2003)

Cheng et al. (2006)

(Source: Authors’ Compilation)

5. Analysis and Results:

Table 2 : Demographic profile of the respondents.

Items

25-29

30-34

35-39

40-44

45+

Total

Manager

Executive Officer

Officer

Others

Total

SSC

HSC

Graduate

Post Graduate

Above Post Graduate

Total

Male

Female

Total

<1 year

1-3 years

3-5 years

>5 years

Total

Frequency

65

53

40

32

2

192

28

48

85

31

192

3

14

88

84

3

192

148

44

192

44

72

51

25

192

Valid Percentage

33.9

27.6

20.8

16.7

1.0

100.0

14.6

25.0

44.3

16.1

100.0

1.6

7.3

45.8

43.8

1.6

100.0

77.1

22.9

100.0

22.9

37.5

26.6

13.0

100.0

Age

Occupational
Designation

Education
Level

Gender

Years Using
Internet Banking

(Source: Authors’ Calculations)
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Two-step procedure has been followed for analyzing the data as suggested by 
Anderson & Gerbing (1988) namely measurement model and structural model.

5.1 Measurement model

Measurement model assessed construct reliability, convergent validity, and 
discriminant validity. The analysis started with 22 items of 6 constructs. After 
estimating measurement model, 1 item (PU2) of perceived usefulness and 1 item 

(ATT1) of attitude were dropped due to having poor factor loadings (l<.70). Though 
Hair, Black, Babin, Anderson & Tatham (2010b) posited acceptable threshold for 
standardized factor loadings is .50, still cutoff criterion of .70 were used because a 
factor loading value of .70 or more facilitate achieving convergent validity 
(Malhotra & Das, 2017). 

As of Table 3, all the constructs have composite reliability (CR) and Cronbach’s 

alpha (a) greater than 0.7, satisfying the criteria for constructs’ reliability (Straub, 
1989).

Besides, factor loadings (l) range from .728 to .990, composite reliability ranges 
from .823 to .984 and average variance explained ranges from .609 to .937 (Table 3). 
All of these values are well above the cut-off value for meeting the conditions of 
convergent validity of measurement scales as suggested by Fornell & Larcker 
(1981) and Hair et al. (2010b). 

Discriminant validity was assessed using Fornell and Larcker (1981) criteria. 
According to them, the square root of the average variance extracted by constructs 
should be greater than the correlation coefficients between those constructs for 
adequate discriminant validity. Table 4 is the correlation matrix of constructs, where 
non-diagonal elements represent correlation among constructs and diagonal 
elements represent square root of average variance extracted by that construct. 
Therefore, Table 4 indicates that all six factors are different from each other as well 
as all diagonal elements exceed inter-construct correlation coefficients satisfying 
Fornell Larcker (1981) criteria for discriminant validity.    
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Table 3 : Construct reliability and convergent validity.

Perceived Usefulness

Perceived Ease of Use

Facilitating Conditions

Personal Innovativeness

Attitude

Perceived Risk

Item

PU1

PU3

PU4

PEU1

PEU2

PEU3

FC1

FC2

FC3

FC4

PI1

PI2

PI3

ATT2

ATT3

ATT4

PR1

PR2

PR3

PR4

.906

.734

.990

.809

.846

.728

.949

.945

.988

.990

.757

.852

.872

.743

.855

.737

.918

.900

.922

.902

Composite

reliability (CR)

.780

.633

.937

.686

.609

.829

Cronbach’s alpha

a

Construct/Indicator Factor loading

l

.913

.838

.984

.867

.823

.951

Average variance

extracted (AVE)

906

.837

.984

.865

.818

.950
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(*All factor loadings (l) are significant at p < 0.001)
(Source: Authors’ Calculations)

Table 4 : Square root of AVE (in bold on diagonal)
and constructs correlation coefficients.

Perceived Risk

Attitude

Personal

Innovativeness

Facilitating

Conditions

Perceived

Ease of Use

Perceived

Usefulness

Mean

4.716

5.639

5.042

5.540

5.247

5.898

*SD= Standard Deviation.
(Source: Authors’ Calculations)

SD

1.537

1.192

1.424

1.292

1.203

1.060

Perceived

Risk

.910

-.240

-.202

.416

-.022

-.123

Attitude Personal

Innovativeness

 

.828

.202

.375

.460

Facilitating

Conditions

 

.968

.031

.287

 

780

.455

.290

.331

.592

Perceived

Ease of Use

.796

.306

Perceived

Usefulness

.883

The overall goodness of fit of measurement model was evaluated through different 
model fit indices represented in Table 5.

133



M. M. Sabbir & T. Jahan/The Comilla University Journal of Business Studies  05 (2018) 123-141

Model fit indices

2x /df

GFI

AGFI

CFI

RFI

NFI

TLI

RMSEA

SRMR

Results

22.075 (x =321.7, df=155)

.870

.824

.956

.900

.918

.946

.075

.042

Recommended value

£3.0 (Hair et al., 2010a)

³0.9 (Hair et al., 2010a)

³0.8 (Hair et al., 2010a)

³0.9 (Hair et al., 2010a)

³0.9 (Bagozzi, Yi & Phillips, 1991)

³0.9 (Malhotra and Das, 2017)

³0.9 (Malhotra and Das, 2017)

£0.08 (Hair, Black, Babin & Anderson, 2014)

£0.08 (Hair et al., 2014)

(Source: Authors’ Calculations)

Table 5 : Goodness-of-fit indicators in the measurement model.

Notes: GFI, goodness-of-fit index; AGFI, adjusted goodness-of-fit index; CFI, comparative goodness 
of fit index; RFI, relative fit index; NFI, normed fit index; TLI, Tucker-Lewis index; RMSEA, root mean 
square error of approximation; SRMR, standardized root mean residual.

All the model fit indices except GFI are within the acceptable range suggesting 
satisfactory model fit of measurement model. GFI value was close to the 
recommended value. Besides, Malhotra & Das (2017) and Hair et al. (2014) claimed 
that both GFI and AGFI are sensitive to sample size. Therefore, they warned that 
usage of these indices as model fit indices has declined due to recent evolution of 
alternative fit indices.

5.2 Structural model

Having satisfactory measurement model the study further analyzed structural model 
as part of confirmatory factory analysis (CFA). As with value of goodness of fit 
indices presented in Table 6, the proposed model was found to fit the data.

Model fit indices

2x /df

GFI

AGFI

CFI

RFI

NFI

TLI

RMSEA

SRMR

Results

22.075 (x =321.7, df=155)

.870

.824

.956

.900

.918

.946

.075

.042

Recommended value

£ 3.0 (Hair et al., 2010a)

³ 0.9 (Hair et al., 2010a)

³ 0.8 (Hair et al., 2010a)

³ 0.9 (Hair et al., 2010a)

³ 0.9 (Bagozzi et al.,)

³ 0.9 (Malhotra & Das, 2017)

³ 0.9 (Malhotra & Das, 2017)

£ 0.08 (Hair et al., 2014)

£ 0.08 (Hair et al., 2014)

(Source: Authors’ Calculations)

Table 6 : Goodness-of-fit indicators in the structural model.

Notes: GFI, goodness-of-fit index; AGFI, adjusted goodness-of-fit index; CFI, comparative goodness 
of fit index; RFI, relative fit index; NFI, normed fit index; TLI, Tucker-Lewis index; RMSEA, root mean 
square error of approximation; SRMR, standardized root mean residual.
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Findings of the structural models found H1, H2 , H3 and H5 to be significant whereas , 
H4 was found to be insignificant. Fig 2 represents the structural model and path 
coefficients.

Figure 2 : Results of structural modeling analysis
(Source: Authors’ Calculations)

Personal
Innovativeness

Perceived
Usefulness

Perceived
Risk

Perceived
Ease of Use

Facilitating
Conditions

Attitude

**-.28

**.38

*.11

*.16
**.27

2r =.47

2Fig 2 shows that the predictors in the model explain a 47% (r =.47) of variation in 
attitude. Perceived usefulness was found as significant and positive predictor of 
attitude towards internet banking adoption with highest coefficient (b=.38, p<.001) 
which was subsequently followed by facilitating conditions (ß =.27, p<.001) and 
perceived ease of use (b =.16, p<.05). The path coefficient from personal 
innovativeness to attitude was found insignificant (ß =.11, p>.05) therefore not 
supporting the H4. Whereas, as hypothesized perceived risk was found as the 
significant and negative predictor (b =-.28, p<.001) of attitude.

6. Discussions

The study set out to investigate the factors predicting attitude towards internet 
banking adoption from employee perspective. As for that objective, the findings of 
the study suggest that the predictors clearly explain the employees’ attitude towards 
internet banking adoption. This is in line with previous findings that investigated 
internet banking adoption from customer’s point of view.

The result showed perceived usefulness has significant and positive (b =.38, 
p<.001) impact on attitude which is consistent with earlier studies (Yiu et al., 2007; 
Lee, 2009; Kesharwani & Bisht, 2012). The same is also true for facilitating 
conditions (b =.27, p<.001) which is partially in line with Baptista and Oliveira 
(2015) and perceived ease of use (b =.16, p<.05) which conforms the findings of Yiu 
et al. (2007).
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Contrary to hypothesis, the empirical data failed to find significant effect of personal 
innovativeness on attitude (p=.199). Earlier Lu et al. (2005) also found insignificant 
influence of personal innovativeness on intention to adopt wireless internet 
services. Possible explanation for this result might be that in some cases people 
make decision to adopt internet technology based on its reasonableness rather than 
sheer curiosity (Lu et al., 2005). Besides, most of cases employees of banks have to 
maintain their banking activities through internet technology because it’s just the 
way it is. Therefore, they don’t feel any essence to think about their innovativeness 
in most cases.

As for the impact of perceived risk it was found that perceived risk negatively 
influence attitude towards adoption of internet banking (ß =-.28, p<.001) which 
corresponds to earlier studies (Kesharwani & Bisht, 2012; Featherman, & Pavlou, 
2003). 

7. Theoretical and Practical Implications

Most of the earlier researches on internet banking focused on customer’s point of 
view. But an important player of internet banking services is the employee of 
respective banks. If they are convinced of its usefulness and timely provided with 
required facilitating conditions then attitude towards internet banking adoption will 
be more affirmative. In this regard, the findings of this study will come in handy as it 
clearly investigated the antecedents of employee attitude towards internet banking 
adoption. 

Theoretically, current study contributed to existing literatures on adoption of 
internet banking by incorporating constructs from traditional Technology 
Acceptance Model (TAM) (Davis et al., 1989) and Unified Theory of Acceptance 
and Use of Technology (UTAUT) (Venkatesh et al., 2003) along with personal 
innovativeness and perceived risk to investigate a model on a different set of sample.

Now-a-days there is no scope of running away from technological adoption but the 
adoption process gets easy if the implementer got every resistant point covered. To 
do so, identifying the antecedents of adoption process is crucial and that was the 
main concern of current study. So practically, the findings will help policy makers of 
banking organizations to think about internet banking adoption from employees’ 
point of view which will result in arranging more training and knowledge sharing 
programs as well as timely support services for minimizing risks.

8. Limitations and future research directions

Generalizing the results of current study should be done cautiously as the study used 
a small sample with cross-sectional design. A future research should include a large 
sample following different sampling technique. Moreover, instead of using cross-
sectional design a longitudinal study in future research will facilitate data collection 
in different time periods and contrast among them thus providing more insights.
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Adjusting the model to include moderating role of employees’ demographic 
characteristics like age, gender and experience with the technology (Venkatesh et 
al., 2012) can be of a good examination.

Moreover cultural issues, government legislations along with the advancement in 
information technology sector vary from country to country. That’s why inclusion of 
those as predictors/moderators in the model in future research will enrich the 
research findings. 

9. Conclusion

The Internet banking is now regarded as more of a norm rather than an exception in 
many developed countries because it is the cheapest way of providing banking 
services. Cost efficiency, geographical reach, easy-to-use application, streamlined 
functionality, access to accurate information, speed and flexibility- all of these 
factors are creating positive attitude towards the adoption of internet banking 
services by customers and employees as well. On the contrary, several factors such 
as perceived risk, lack of efficient use of IT network, low-level of computer literacy 
etc act as barriers to the intention to adopt internet banking. Therefore, a sound IT 
infrastructure, facilitating conditions like IT training to improve employees’ 
efficiency and IT security and governance will enhance the positive experiences of 
internet banking services and set pace for next generation internet banking in 
Bangladesh.
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Appendix 01 : Questionnaire

Age: [a] 25-29 [b] 30-34 [c] 35-39 [d] 40-50 [e] 50+
Gender: [a] Female [b] Male
Education level: [a] SSC [b] HSC [c] Graduate [d] Post Graduate [e] Above Post Graduate
Designation: [a] Manager [b] Executive officer [c] Officer [d] Others
Years using internet banking: [a] Less than 1 year [b] 1-3 years [c] 3-5 years [d] More than 
5 years

1. Perceived usefulness
PU1  I think that using the online banking would enable me to accomplish the banking tasks 
more quickly.
PU2  I think that using the online banking would make it easier for me to carry out banking 
tasks.
PU3  I think the online banking is useful.
PU4  Overall, I think that using the online banking is advantageous.

2. Perceived ease of use
PEU1  I think that learning to use online banking would be easy.
PEU2  I think that interaction with online banking does not require a lot of mental effort.
PEU3  I think that it is easy to use online banking to accomplish my banking tasks.

3. Facilitating conditions
FC1  I have the resources necessary to use Online banking activities.
FC2  I have the knowledge necessary to use Online banking activities.
FC3  Online banking is compatible with other technologies I use.
FC4  I can get help from others when I have difficulties using Online banking activities.

4. Personal Innovativeness
PI1  I like to experiment with new information technologies.
PI2  When I hear about a new information technology, I look forward to examining it.
PI3  Among my colleagues, I am usually the first to try out a new innovation in technology.

5. Perceived Risk
PR1  Online banking servers may not perform well because of slow download speeds, the 
servers’ being down or because the web site is undergoing maintenance.
PR2  Online banking servers may not perform well and process payments incorrectly.
PR3  Using online banking service would lead to a loss of convenience of me because I 
would have to waste a lot of time fixing payments errors.
PR4  It would take me lots of time to learn how to use online banking services.

6. Attitude
ATT1  I think that using online banking is a good idea.
ATT2  I think that using online banking for financial transactions would be a wise idea.
ATT3  I think that using online banking is pleasant.
ATT4  In my opinion, it is desirable to use online banking.
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