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ABSTRACT 

Banks spend an awesome measure of cash on giving the Internet keeping money 

administration to clients. Thus, the absence of selection of Internet saving money can 

bring negative circumstances for the banks. Therefore, banks consistently attempt to 

adjust their business methodologies to expand consumer loyalty. This paper gives a 

diagram of the surviving exploration into the connections amongst trust and Internet 

managing an account appropriation from the clients' viewpoint. In this paper two 

hypothesis were framed for measuring Gender difference and Impact. The findings 

suggests that there is significant impact of trust towards customers adoption of internet 

banking but we have not found any difference of customer’s adoption of internet 

banking across gender. 
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INTRODUCTION 

Many banks around the world have launched their e-banking to provide customers with 

more convenient ways to access banking information and services. Previous research 

has been carried out to evaluate the quality and quantity of the e-banking services 

provided, as well as the overall adoption of e-banking. The results and findings of this 

research differed, based on many factors such as the level of development of the 

particular country, its national culture, the customers’ knowledge of e-banking and the 

infrastructure of information technology. In Vietnam, e-banking research focuses on the 

adoption model, the drivers of customer intention to use e-banking, and the use of e-

payment. None of this research studied customer trust in e-banking, even though trust 

plays an important role in e-commerce adoption, especially e-banking transactions, and 

trust is one of the most significant factors in customer acceptance of e-banking (Suh 

and Han, 2002). Most of the existing literature about trust in e-banking assumes trust to 

be a factor affecting customer acceptance of e-banking (e.g. Suh and Han, 2002; 

Alsajjan and Dennis, 2006; Kassim and Abdulla, 2006; Benamati and Serva, 2007; 

Grabner-Kräuter and Faullant, 2008; Aldás-Manzano et al. 2009; AbdullahAl-Somali et 

al. 2009; Muñoz-Leiva et al. 2010; Dixit and Datta, 2010; Khalil Md Nor et al. 2010; 

and Anita Lifen Zhao et al. 2010). In addition, other studies investigated factors 

affecting the adoption and usage of e-banking in general and internet banking in 

particular (e.g. Sathye, 1999; Tan and Teo, 2000; Wan et al. 2005; Chiemeke et al. 

2006; Ndubisi and Sinti, 2006; Wang and Pho, 2009; and Alain Yee-Loong Chong et 

al. 2010). These studies concluded that many factors affect the acceptance and usage of 
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e-banking, including education, technology acceptance, security, risk, legal support, 

trust, demographic characteristics. 

The main aim of this study is to identify the effect of trust on customer intention to use 

e-banking in Vietnam. The basic model for this study has been adopted from the 

Technology Acceptance Model (TAM) (Davis, 1989) to show the characteristic of e-

banking. The TAM model is an integrated construct from disciplines such as 

psychology, sociology, and electronic commerce. Another belief, trust, is added to the 

TAM to increase the understanding of customer intention to use e-banking in Vietnam. 

A Structural Equation Modeling (SEM) approach is used to evaluate the research 

model. This study differs from the previous studies in that it conducts a comprehensive 

primary survey to collect data to be used in the model. The survey encompasses 

selected provinces in northern, central, and southern of Vietnam. This paper is 

organized as follows. Section 2 provides the research background and discusses the 

Technology Acceptance Model and trust in e-banking.Section 3 outlines the study’s 

model and sets the hypotheses. The research methodology and data used in the study 

are discussed in Section 4. Section 5 presents empirical results and Section 6 gives the 

conclusions. 

LITERATURE REVIEW  

Popoola Naimat F. (2013) in his research “The Effect of Trust in Adoption of Internet 

Banking: A case study of Nigeria” finds that that bank customers who are non-users of 

internet banking lack trust in internet banking and the users of internet banking have 

partial trust in it. The reason for this lack of trust is because of lack of security, bad 

reputation of banks, poor technology and lack of assuring policy or guarantee. The 

finding indicates that customers both users and non-users of internet banking do not 

have trust in the security system. 

Shidrokh Goudarzi, Mohammad Nazir Ahmad, Seyed Ahmad Soleymani, Nastaran 

Mohammad hosseini.(2013) in his research “The Effect of trust in  adoption of internet 

banking” A case study of According to the literature, a set of factors can have an effect 

on trust. All of the important factors have an effect on decreasing or increasing the level 

of trust in Internet banking adoption. In this paper, the factors of trust were identified 

based on the previous works with a particular focus on trust and Internet banking 

adoption. The findings summarized in this paper will be useful not only for the people 

involved in the implementation, design and management of infrastructure for online 

services, to but also for practitioners and researchers engaged in the study of trust 

George Anane Takyi,  Julia Poku. (2015) in his research  “ The Effect of trust in 

adoption of internet banking - A case study of zenith bank ghana ltd” The zenith bank 

of Ghana adopted internet banking because the management wanted customers to have 

easy access to banking services. This means that internet banking is very vital to enable 

customers to easily banking services. A Part from those other reasons includes, for 

profits and to make more effective and efficient in all their transactions.  The main 

problem that customers encountered in relation to internet banking services is up to 

data information on their accounts as far as banking is concerned. Other problems 

include inadequate information from the banking institution and high bank charges on 

the services.  The customers of zenith bank of Ghana really want ATM than the other 

forms of accessing banking services like internet banking. This is because most of the 

people who transact businesses with the bank are not connected to the internet, and that 

they have to pay for extra services should they want to access their accounts. As 

compared to ATM it is easy to use and operate by customer. 
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OBJECTIVES OF THE STUDY 

1. To standardize measures to evaluate Trust and Customer’s adoption of internet 

banking. 

2. To find the underlying factors of Trust and Customer’s adoption of internet 

banking. 

3. To find the difference of Customer’s adoption of internet banking across male and 

female users. 

4. To measure the impact of trust on customer’s adoption of internet banking. 

RESEARCH METHODOLOGY 

This study was causal in nature and survey method was used to conduct the study. The 

population included the users of internet banking in Gwalior region and it was 

completed taking the sample size of 100 respondents. Individual respondents were the 

sampling elements and Non- probability purposive sampling technique was used to 

select the sample. Standard questionnaire was used to collect the reponses form the 

internet banking users. All the study constructs were measured using five-point Likert 

scale ranged from 1=strongly disagree to 5=strongly agree. 

TOOLS FOR DATA ANALYSIS 

 Cronbach’s alpha method of reliability was applied to check the consistency of 

questionnaire. 

 Exploratory factor analysis was applied to find out the underlying factors of Trust 

and Customer’s adoption of internet banking.   

 Independent sample T – test was applied to measure the difference of Customer’s 

adoption of internet banking across gender.  

 Regression test was applied to measure the effect of Trust on Customer’s adoption 

of internet banking. 

HYPOTHESIS 

1. There is no difference of Customer’s adoption of internet banking across male and 

female users. 

2. There is no significant impact of Trust towards Customer’s adoption of internet 

banking. 

FINDINGS 

RELIABILITY TEST 

Reliability test were carried by using SPSS software. The results of test are given 

below: 

Trust 

 

 

 

 

 

RELIABILITY STATISTICS 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.841 .844 5 
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The value of Cronbach’s alpha value is .841. Which was more than the standard value 

0.7; hence the reliability of Trust was considered to be good for further study. 

 

Adoption of Internet Banking 

 

 

 

 

 

 

The value of Cronbach’s alpha value is .844. Which was more than the standard value 

0.7; hence the reliability of  Adoption of internet banking was considered to be good 

for further study 

 

FACTOR ANALYSIS 

KMO AND BARTLETT'S TEST 

KMO  test was applied to check the normal distribution  and sample adequacy and 

Bartlett’s Test has been applied to check  the identity matrix and to find out whether 

data is suitable for factor analysis or not. 

Table below shows that the value of KMO is greater than 0.5 so we can say that data is 

adequate as well as normally distributed. The results of Bartlett Test are also significant 

as the value is below 5% i.e. .000. 

 

TABLE: KMO AND BARTLETT'S TEST FOR TRUST AND CUSTOMER 

ADOPTION OF INTERNET BANKING 

Variable   KMO 

Value 

Barlett’s  Test of Sphericity 

Chi 

Square 

Significance 

Value 

Trust  0.824  194.849 .000 

Customer adoption of 

Internet banking 

 0.833  322.752 .000 

 

The Kaiser-Meyer-Olkin Measure of sampling adequacy value for Trust and Customer 

adoption of Internet banking was 0.824 and 0.833 respectively indicating that the 

sample size was adequate to consider the data as normally distributed .The Bartlett’s 

Test of Sphericity was tested through Chi-Square Value 194.849 and 322.752 

significant at 0% level indicating that the inter-item correlation matrix was not an 

identity matrix  and therefore the data was suitable for factor analysis. 

 

 

 

 

 

RELIABILITY STATISTICS 

Cronbach's 

Alpha 

Cronbach's Alpha Based on Standardized Items N of Items 

.844 .850 10 
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         EXPLORATORY FACTOR ANALYSIS FOR TRUST 

 

 

 

 

 

 

 

 

 

DESCRIPTION OF FACTORS : 

(1).Trust - This factor emerged as the first important determinant of the research with a 

total variance of 3.093 and Percentage of variance explained was 61.864. 

 

EXPLORATORY FACTOR ANALYSIS FOR CUSTOMER’S ADOPTION OF 

INTERNET BANKING 

 

DESCRIPTION OF FACTORS : 

(1). Responsiveness - This factor emerged as the first important determinant of the research 

with a total variance of 2.953 and Percentage of variance explained was 29.528. 

(2). Ease of use - This factor emerged as the first important determinant of the research with a 

total variance of 2.386 and Percentage of variance explained was 23.861. 

 

Factor 

Name 

Eigenvalue Statement Loadings 

Value Total  % of variance  

 Trust 3.093 

 

61.864 1. The internet banking site is trust worthy 

2. I trust in the benefits of the decision of the 

internet banking site. 

3. Internet banking site keeps its promises and 

commitment. 

4. Internet banking site keeps customers best 

internet in mind. 

5. I trust the internet banking site. 

0.783 

0.813 

0.840 

 

0.685 

0.803 

Factor Name Eigenvalue Statement Loadings 

Value Total  % of 

variance  

 Responsiveness 2.953 29.528 1.  I feel using internet banking is a wise idea. 

3. I like to use internet banking 

4. Using internet banking site is a pleasant idea. 

5. I would we able to operate internet banking. 

7. Using the internet banking site improves my 

performance of banking activities.  

10. Learning to use internet banking is easy for 

me 

0.620 

0.592 

0.544 

0.738 

0.895 

 

0.681 

  Ease of use 2.386 23.861 2.  I feel using internet banking is a good idea. 

8. Using the internet banking site makes it 

easier to do my banking activities. 

9. My interaction with the internet banking is 

clear and understandable. 

0.525 

0.840 

0.737 
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INDEPENDENT SAMPLES T- TEST 

H02: There is no difference of Customer’s adoption of internet banking across 

male and female users. 

 

The Sig. (2-Tailed) value in our Table is 0.344. This value is more than .05. Because of 

this, we can conclude that there is no statistically significant difference of Customer’s 

Adoption of internet banking across male and female users. Hence our Hypothesis 

(H02) is not rejected which means that Customer adoption of internet banking does not 

differs between male and female users. 

 
REGRESSION ANALYSIS 

 
H03: There is no significant impact of Customer’s trust towards their adoption of 

internet banking.  

 

MODEL SUMMARY
B
 

Model R 
R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change 
df1 df2 

Sig. F 

Change 

dimen

sion0 
1 .647

a
 .418 .412 2.66760 .418 70.456 1 98 .000 

a. Predictors: (Constant), Internet banking 

b. Independent Variable: Trust 

  

Independent Samples T - test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Adoption 

of internet 

banking 

Equal 

variances 

assumed 

.258 .612 .951 98 .344 1.27051 1.33557 -1.37988 3.92090 

Equal 

variances 

not 

assumed 

  .952 97.972 .344 1.27051 1.33493 -1.37864 3.91965 

86



The effect of trust on customer’s adoption of internet banking 

 

 
 

The value is adjusted R square is 0.412 that indicated independent variable Trust is 

explaining 41.8%  variance towards dependent variable Adoption of internet banking.  

                                                           

The model used for regression has good fit as indicate by F – Value 70.456 which is 

significant as .000% level of significance, indicating high predictability of model.  

 

COEFFICIENTS 

 

 

Regression equation for showing the relationship between trust and internet banking. 

Y= a + bX + Error 

Y= 6.551 + 0.337X + Error 

Where, 

X = Trust (independent Variable) 

Y= Internet Banking (Dependent Variable) 

Coefficient table indicated that Trust was found to have a significant effect on 

Adoption of internet banking having β value of 0.647 tested through t test value 

Internet Banking 4.200 and Trust- 8.394 significant at 0.000 level of significance. 

Hence our null hypothesis (H03) is rejected. 

CONCLUSION 

Internet banking offers many benefits to customers in performing their financial 

transaction, still many customers are unwilling to accept the serves due to many trust 

related issues. The findings from this study revealed that bank customers who are non 

users of internet banking lack trust in internet banking and the users of internet banking 

have partial trust in it. The reason for this lack of trust is because of lack of security, 

bad reputation of banks, poor technology and lack of assuring policy or guarantee. The 

finding indicates that customers both users and non users of internet banking do not 

have trust in the security system of the bank. Further, due to bad reputation of the bank, 

all the non users do not trust internet banking, however the users have partial trust in 

the service. Hence, good reputation plays a great role in developing trust in internet 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 501.372 1 501.372 70.456 .000
a
 

Residual 697.378 98 7.116   

Total 1198.750 99    

a. Predictors: (Constant), Internet banking 

b. independent Variable: Trust 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 6.551 1.560  4.200 .000 

VAR00017 .337 .040 .647 8.394 .000 
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banking. The findings further reveal that both users and non users of internet banking 

do not trust the information technology of Nigerian banks. The technology that support 

internet banking system is very crucial for the bank to achieve standard security. The 

findings show that institution-based trust is significant in trust development.  The result 

informed that customers do not believe in the integrity of banks and they are afraid to 

lose their savings because the banks do not have any legal policy to protect customers 

in case of hacking.  From the findings, the customers stressed that they will adopt 

internet banking if there is money back guarantee because they do not want to lose their 

funds to hackers. Olasanmi (2010) for instance emphasize that trust and fear have an 

effect on internet banking consumers who are victims of internet fraudulent activities. 
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