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Abstract 
This research provides an overview of the customer perception towards E-banking in Sri 
Lanka, thus highlighting the factors the influence the use of E-banking. The usage of the 
internet is rapidly increasing in Sri Lanka. However, the usage of E-banking is very low 
compared to the increase of internet users. In this regard, the analysis will compare the extent 
of use of E-banking in Sri Lankan rural and urban districts. The study employs both qualitative 
and quantitative research methods and will be conducted among bank users in Sri Lanka's 
urban and rural districts. To accomplish the purpose of the study, 390 complete responses 
were gathered from bank customers who were E-banking and non-E-banking users by using 
a convenience sampling method. Through this research, it was identified that the E-banking 
usage level in the rural region is low compared to the urban region. In addition, findings show 
that perceived usefulness, perceived ease of use, and awareness of the service are highly 
influencing factors in the adoption of E-banking among respondents. Like other studies 
perceived risk and trust, knowledge of the internet and access to the internet, and perceived 
cost are to be moderately influencing factors. Multi-linear regression analysis was used to 
apply for this research in order to determine the impact of customer perception on E-banking 
usage in Sri Lanka. The findings revealed that perceived cost, awareness of the service, and 
knowledge of internet and access to internet have a significant positive effect on customer 
perception towards E-banking while perceived usefulness, perceived ease of use, and 
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perceived risk and trust has no significant effect towards E-banking usage according to the 
results of the study. 
Keywords: Electronic Banking (E-banking), E-banking Usage, Customer Perception, Urban and 
Rural Districts.  
 
Introduction  
The incorporation into the banking sector of new information and communication 
technologies has had a major effect on consumer services. Indeed, the rate of technical 
development has a greater effect than any other area on the transformation in the banking 
industry (Kirakosyan and Danaiata, 2014). E-banking is recognized as one of the most effective 
and practical business services among the various contemporary information and 
communication technologies utilized by banks in the world. The rapid advancement in 
technology helps banks to give consumers banking services through the internet. Adapting to 
the new technologies help banks to more efficiently and effectively offer its services to its 
customers. A few years back, it was necessary to visit the bank to make financial transfers. 
Customers will wait in lengthy lines to conduct banking transfers under the restricted hours 
of the banking. Because of the emergence of E-banking customers nowadays, they have the 
facility to do banking transactions without entering the bank. And through this E-banking, 
customers can carry out transactions from one country to another. E-Banking utilizes the user 
interface internet browser and the internet to transfer and import data from a programming 
device, thus reducing maintenance costs. For clients, E-Banking offers 24-hour-a-day access 
to banking administrations with current data. If the internet connection is available, 
customers can access to the banking via the banking website (Fathima and Muthumani, 2015).  
As reported in the Central Bank Annual Report (2018), currently, 26 licensed commercial 
banks operating in Sri Lanka, and most of them have E-banking services. The essential services 
offered by E-banking are: displaying balance in bank account (from home or through 
branches), check the transaction history, transfer the money to other bank accounts or same 
bank accounts (Local Banks, Overseas Banks), taking out money via Automated Teller 
Machines (ATM), transfer of funds to third parties, telebanking, utilization of credit cards and 
debit cards for payment and transactions, making payments anywhere in the world are being 
added to these essential services. In developed economies, the rapid growth of E-banking 
technology is prominent. Most of the banking institutions in the developing world have 
switched away from traditional forms of banking to conduct transactions over the internet. 
Most of them have a fully integrated online system; therefore, consumers are expected to 
enjoy much, if not all, of the perceived benefits of E-banking (Al-Qeisi and Hegazy, 2015). 
Conversely, in developing countries, the rate of use of E-banking is comparatively lower. Many 
emerging countries lack a high degree of technological developments evident in developing 
nations. The attitude and behavior of customers toward E-banking in most developing nations 
are highly unpredictable (Shaikh and Karjaluoto, 2015).  
This research will examine in detail the actual perception of customers embraces E-banking 
while recognizing the factors connected to the adoption of E-banking in Sri Lanka context by 
investigating urban and rural districts in Sri Lanka. There are several types of researches 
related to E-banking adoption conducted in the global and Sri Lankan context but none of 
them represent the comparison of urban and rural districts in Sri Lanka. 
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Statement of the Problem  
According to the Central Bank Annual Report (2018), there are 7,263,161 internet and e-mail 
users out of 21 million population, which represents only 34.5% of the total population. From 
that 25% of the population used desktop or laptop, 70.9% mobile phones, 2.2% tablet and 
1.9% are using internet connection. Despite that, the internet usage level has increased, the 
usage level of E-banking is considerably less, which means monetary transactions made 
through an electronic device is low. Sri Lanka Department of Census and Statistics (2017), 
indicates that compared to other age groups, ages between 15 – 34 had a high literacy rate. 
However, in general, the E-banking usage level between this age category is less when 
compared to the literacy rate of youth. In Sri Lanka, recent findings illustrate that customers 
were more reluctant to accept this facility even it has more relative advantages 
(Nethananthan and Shanmugathas, 2018). 
As a developing country, using the concept of E-banking is very necessary and crucial to cope 
with the world of today. But the number of Sri Lankans using this facility is very limited in their 
everyday activities. Instead of the traditional system, it seems most of the people dislike using 
the new system (Kariyawasam and Jayasiri, 2016). When we consider the global level, Sri 
Lanka’s E-banking usage level was considerably low as compared to other developing nations 
(Shantha, 2019; Nayanajith, Premarathne and Gunatilake, 2016). Given the fact that most 
individuals are aware of the E-banking service, a significant portion of them did not have any 
interest in using those facilities. Customers are still following the traditional way to do their 
transactions such as withdraw money, check balances, bill payments at their bank counters. 
Since E-banking involves money, individuals are logically hesitant to utilize it on account of 
the frauds and cheats heard everywhere throughout the world. Therefore, clients would not 
care to lose their cash even it is an advantageous way (Suraweera et al., 2011). Further, the 
study revealed that E-banking was used still less than 1% of Sri Lankan banking customers. 
Through these confirmations, it is shown that in Sri Lanka, there is a problem concerning 
customers who are reluctant to use E-banking even with the expansion of internet use. 
Therefore, to promote the usage of E-banking, it is important to identify the factors that affect 
the usage of E-banking. In this manner, this investigation endeavors to give a useful picture 
of the customers’ perceptions on E-banking in Sri Lanka. Therefore, researchers have decided 
to focus on chosen urban and rural districts to collect the data to address the following 
research objectives. The literatures available in this study area does not seem to have 
discussed the research gap that we found. Therefore, this research would concentrate on 
contributing to filling the above-mentioned gap by analyzing customer perception on E-
banking in both urban and rural districts in Sri Lanka. 
 
Research Objectives  

• To explore the current usage level of E-banking among bank customers in chosen 
urban and rural districts in Sri Lanka. 

• To determine the factors and its impact which influence the usage of E-banking among 
bank customers in chosen urban and rural districts in Sri Lanka  

 
Literature Review 
E-banking in Sri Lanka 
Sri Lanka is a developing nation that has about 21.37 million population, among them 10.10 
million are internet users (Kemp, 2020). It indicates that usage of the internet is rapidly 
increased throughout the past years. However, the terrible side of E-banking in Sri Lanka is, 
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however it’s given the fact that a huge segment of the individuals thought about E-banking 
administrations, the prevailing piece of them had not been endeavored those services by 
themselves in Sri Lanka. They still following traditional ways to do their banking transactions 
at bank counters. For example, checking balances, withdraw money, bill payments and, other 
activities (Jayasiri, Gunawardena and Dharmadasa, 2016).  
Abeysiriwardhana and Arampola (2019) stated that only a small fraction of the banking 
population has shown interest in using the E-banking services in Sri Lanka. Although there is 
a banking service called “E-banking”, some people are not aware of this facility. And most 
people haven't seen the advertisement on E-banking, although they don't have any leaflets 
or other documentation linked to the bank on the E-banking platform (Shantha, 2019). 
Several researches highlighted the fact that within the Sri Lankan context E-banking adoption 
is not at a higher level except for ATM facility usage (Abeyrathna, 2015; Kariyawasam and 
Jayasiri 2016; Premarathne and Gunatilake 2016; Suraweera et al., 2011).  
Although several other research scholars argued that while Sri Lankan customers are 
conscious of the same acceptance of E-banking services, it is at a relatively low pace. In 
general, consumers used to visit bank counters for a variety of transactions despite being able 
to conduct those transactions over the internet only through a click of their own 
(Hettiarachchi, 2013). Kumari (2016) indicated that the level of use of E-bank facilities is 
considerably less than the potential. The researcher also points out that senior academics 
prefer traditional banking approaches over E-banking. Nevertheless, Weerasekara and 
Abeygunawardhana (2011) have established that while internet usage is thriving in Sri Lanka 
at a rapid rate, the use of E-banking is relatively slow, given the increase in internet usage 
statistics. According to a study conducted by Kumari (2016), it was found that most customers 
in Sri Lanka depend on private commercial banks as opposed to state banks. As a developing 
country, it is necessary to adopt E-banking operations compared with developed countries 
(Kariyawasam and Jayasiri, 2016). Moreover, the study has reported that due to security 
issues, Sri Lankans are not ready to use E-banking services. According to Premarathne and 
Gunatilake (2016), there was no relationship between the implementation cost of the E-
banking facility and the financial results. According to Jayasiri and Weerathunga (2008), while 
banks in Sri Lanka are under pressure to move on with the technology, cultural barriers also 
demotivate customers to turn to E-banking transactions. Premarathne and Gunatilake (2016), 
however, reported that users of E-banking tend to represent a richer position in Sri Lankan 
society. 
 
Factors affecting on Customer Perception towards E-banking Adoption 
The reason for understanding consumer preferences is to decide whether consumers approve 
or reject goods or services, as well as the reasons that cause those decisions. The factors 
behind the adoption of E-banking will also be discussed in this section. The six main factors 
driving the acceptance of E-banking are discussed. Those are: Perceived usefulness, Perceived 
ease of use, Perceived cost, Knowledge of Internet and Access to Internet, Awareness of the 
service, and Perceived trust and risk. 
 
Perceived Usefulness  
As stated by Davis (1989) perceived usefulness means individual believes that the use of new 
technology will improve their performance. Xiao et al. (2017) conclusion indicates that the 
perceived usefulness of E-banking takes precedence over other considerations as most 
people decide whether to use them. If customers find it convenient, they are much more 
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willing to use E-banking. Yadav (2016) found according to bank customers perceived 
usefulness is positively associated with E-banking. Therefore, banks should be widely 
promoted various benefits of E-banking, which will lead to an increase in the number of 
subscriptions to banking services via the internet. Goonetilake (2011) found that perceived 
usefulness has a major impact on the use of E-banking. To get more customers, managers 
should be improving the usefulness of the banking website system. Most banks in Sri Lanka 
do not have all facilities on their bank websites. Some of the banks allow their customers only 
for checking their balance and fund transfer. This will demotivate their customers to involve 
in the E-banking service. 
 
Perceived Ease of Use  
Davis (1989) describes the perceived ease of use as the extent to which a person thinks that 
using a given device should be effortless. Nethananthan and Shanmugathas (2018) revealed 
that easy to use is one of the reasons for customers adopting advanced technology product 
or service. If consumers find it difficult to operate they will not use the product or services. 
Goonetilake (2011) mentions that the perceived ease of use was positively associated with 
the degree of use of the E-banking. Consumers preferred banks to make banks’ websites the 
simplest and easy way to understand and use. If the banking website is more intricate and 
difficult to use, Customers do not plan to use E-banking services. Customers’ decision on 
whether to accept or reject innovation depends on how easy it is used to them. technologies 
such as E-banking, it must be convenient and easy to use, and the first experiences of 
customers about the service should be excellent and significant (Zarook, 2010). 
 
Perceived Cost 
Premarathne and Gunatilake (2016) revealed there are two types of costs related to the 
adoption of E-banking. Firstly, general computer and internet-based costs and secondly, bank 
charges. If customers use modern technologies, the technologies should be at a reasonable 
price compared to other alternatives. Otherwise, customers will not adopt the technology. 
The study’s results indicate that cost of internet access and the system cost have a negative 
impact on E-banking adoption. Aliyu and Tasmin (2012) revealed the relationship between 
the adoption of E-banking and cost factor. They found consumers accept new technologies 
only at an affordable price. Consumers who accept E-banking are aware of the cost and 
consider it acceptable. It is revealed customers can decide to accept or oppose E-banking is 
based on their perception of costs. Consumers would think twice before paying for any 
services. From the customer point of view, if customers do not find any benefits from E-
banking compared to traditional banking. They are reluctant to pay for such services (Zarook, 
2010). Customers see the cost of telecommunications, the cost of E-banking, the installation 
cost of the internet as essential in encouraging them to implement E-banking services. But 
non-E-banking users consider these costs to be higher and more expensive than E-banking 
users (Wu, 2005).  
 
Knowledge of Internet and Access to Internet  
Rajapakse (2017) study mentions that lack of knowledge on internet access and lack of 
internet access facilities play a significant role in the negative perception on E-banking. 
Increasing the opportunities for banking users and knowledge of internet access can be seen 
as a plan to improve the involvement of more traditional banking customers in the use of E-
banking. Availability of computers, quick internet connectivity, and their basic skills are 
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prerequisites for accessing E-banking services, and it is one of the main reasons behind slow 
E-banking adoption in developing countries (Melnikovas, 2018). Kariyawasam and Jayasiri 
(2016) in their study few respondents noted that the lack of basic facilities required for the 
adoption of E-banking. fast, stable internet connection and devices (PC, laptop, smartphone) 
are the basic facilities expected by customers to adopt E-banking but they have knowledge to 
access the internet. Also, researchers found few respondents stated that they do not know 
how to access the internet. This means that owing to lack of facilities, there is a proportion of 
consumers who know about internet access and E-banking but were hesitant to use E-
banking. If banks are given the right opportunities, this number of individuals can easily be 
encouraged to use E-banking. 
 
Awareness of the Service 
Shantha (2019) revealed awareness factor has no significant effect on the perception of 
consumers about E-banking services. Therefore, the banks should launch an awareness 
campaign to increase consumer awareness about E-banking facilities. Nethananthan and 
Shanmugathas (2018) revealed that E-banking is an innovative product currently offered by 
banks. When the consumer becomes aware of the product, customer adoption or E-banking 
rejection begins. The availability of such a facility should reach consumers. This study found 
that E-banking users are aware of E-banking. But when consider non-E-banking users 40% of 
them are not aware of E-banking and some users never heard of the term “E-banking”. Few 
respondents were surprised when they came to realize that they could pay their bills through 
E-banking. But the truth has been revealed from non-E-banking users is that due to lack of 
awareness they were not adopting E-banking. According to them, their bank has not made 
any awareness about E-banking. In order to attract many customers information on E-banking 
must be provided by the bank. That information should include safe, convenient, anywhere 
at any time, low cost (Sundara and Perera, 2018). 
 
Perceived Trust and Risk  
Omotayo (2020) found trust as an important factor in the use of online transactions because 
of risks associated with online transactions. It can be speculated that the key explanation for 
the poor acceptance of E-banking by older people is a lack of trust in E-banking. Elder peoples 
are aware of their security on online platforms and may not feel that E-banking is completely 
reliable, as transaction errors may occur due to human error or system failure. Older people 
need to have some form of safety concern due to the type of loss that could occur with safety. 
Therefore, customer trust and confidence in using E-banking should be improved by offering 
a stable and efficient platform. Empirical results have shown that the trust factor to be the 
most important influence factor of E-banking. Therefore, the study suggested that the 
banking industry should develop a better system for security protection and a set of standard 
operating procedures for potentially harmful attacks and reduce the customer concerns 
about the security of the internet and E-banking (Lin, et al. 2020). Ibrahim, Sudi and Warsame 
(2018) found security and privacy of E-banking transactions would impact the acceptance of 
E-banking. If there is no proper security and privacy, customers will not be accepted to use E-
banking services offered through the internet. 
 
Methodology  
In our study authors were incorporated both qualitative and quantitative data. The qualitative 
analysis focused on secondary data (existing literature) to discern the variables that affect the 
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usage of E-banking. At that point, quantitative research was followed to accomplish the 
objectives by using questionnaire survey. Since, the research is based on the customer 
perceptions in selected urban and rural regions in Sri Lanka, the primary data is collected 
through a well-designed questionnaire survey in three languages (i.e., Sinhala, English, and 
Tamil). And the survey was distributed in six districts i.e. Colombo, Kalutara, Gampaha, 
Monaragala, Mannar, and Mullaitivu. The Colombo, Gampaha, Kalutara were selected as 
Urban districts and Monaragala, Mannar, and Mullaitivu were selected as Rural districts 
through the method of judgemental sampling. The reason why Colombo, Kalutara, Gampaha 
were selected as Urban districts and Monaragala, Mannar, and Mullaitivu were selected as 
Rural districts are as follows: As per the Department of Census and Statistics-Sri Lanka (2012) 
Colombo, Kalutara and Gampaha have high density population and Monaragala, Mannar, and 
Mullaitivu have low density population. 
The target group is identified as customers who have bank accounts. In order to participate 
in the survey, the respondents should be bank customers obviously since the non-banking 
customer doesn’t have any intention of using E-banking. Although the banks have complete 
details of their customers, in order to maintain privacy these banks were not willing to provide 
the contact details of the customers. In this study, respondents were selected by using 
convenience sampling which is a non-probability sampling technique. The purpose of 
selecting this sampling technique is to collect information conveniently. The reliability and 
validity of measurement tools were ensured through a pilot study conducted on 30 
participants. The first section of the questionnaire is intended to gather specific demographic 
information from the participants (i.e., age, gender, education, geographical area, 
occupation, and etc). The second section is about the perception of the respondents about E-
banking. This will review the factors such as awareness of the service, knowledge of internet 
and access to internet, trust and risk, ease of use, and usefulness which are most frequently 
cited and emphasized by authors. It was measured on a six-point Likert scale. Further, 
descriptive and multiple regression analysis were used to test the objectives by using 
Statistical Package for Social Sciences (SPSS). 
 
Results and Discussion 
At the end of data collection, 433 responses were reported. After a thorough review of all 
responses, 390 responses were considered to be complete and therefore used for research 
purposes. As seen in Table 1, this segment shows details collected from the urban and rural 
areas comprising of 390 bank customers (E-bank users and non-E-bank users), lead up to a 
response rate of 90%. Totally, 195 responses were collected from each Urban and Rural 
region.  
 
Table 1: Respondent rate analysis 

Region  Districts  Respondents  Percentage  

Urban  Colombo  78 18% 

Gampaha  61 14.1% 

Kalutara 56 12.9% 

Rural Monaragala  84 19.4% 

Mannar  55 12.7% 
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Mullaitivu  56 12.9% 

Source: Survey data  
 
The percentage values and frequencies of the responses to the E-banking use is shown in 
Table 2. Research results suggest that total urban area responses of 50 percent and rural area 
responses of 50 percent were reported. As seen in table 2 below, a total of 55.90 percent 
(218) of the respondents are E-banking users and non-E-banking users are 44.10 percent 
(172). As we contrasted the results for urban and rural areas, the result indicates that 37.44 
% of respondents used E-banking services in urban areas, while only 12.57 % of respondents 
used E-banking services in rural areas. On the other side, 18.46 % of respondents from the 
urban region did not use E-banking services, and 31.53% of respondents from the rural region 
claimed they never used E-banking services. This showed that the rural area's amount of E-
banking use is still low relative to the urban region. Therefore, there is ample empirical 
evidence to support the anticipated difference in the growth of the E-banking industry 
between the two regions. 
 
Table 2: E-banking users vs non-E-banking users 

Districts  

E-banking Users E-banking Non-Users Total  

Cou
nt 

Percent
age 

Cumula
tive 

Percent
age 

Cou
nt 

Percent
age 

Cumula
tive 

Percent
age 

Cou
nt 

Percent
age 

Cumula
tive 

Percent
age 

Urb
an  

Colomb
o  

61 15.64% 15.64% 17 4.36% 4.36% 78 20% 20% 

Gampa
ha 

47 12.10% 27.74% 14 3.59% 7.95% 61 16% 36% 

Kalutar
a 

38 9.70% 37.44% 18 4.62% 12.57% 56 14% 50% 

Rur
al  

Monara
gala 

35 8.97% 46.41% 49 12.53% 25.10% 84 22% 72% 

Mullaiti
vu 

17 4.36% 50.77% 39 10% 35.10% 56 14% 86% 

Mannar 20 5.13% 55.90% 35 9.00% 44.10% 55 14% 100% 

  Total  218 55.90%   172 44.10%   390 100%   

Source: Statistical data collected through the survey 
 
Table 3:  Do you currently have access to the Internet? 

Access 
to the 

interne
t  

Urban Rural  

E-banking users 
Non-E-banking 

users 
E-banking users 

Non-E-banking 
users 
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Coun
t 

Percentag
e 

Coun
t 

Percentag
e 

Coun
t 

Percentag
e 

Coun
t 

Percentag
e 

Yes  146 74.90% 49 25.10% 72 37% 123 63% 

No  0 0.00% 0 0.00% 0 0.00% 0 0% 

Total  146 75% 49 25% 72 37% 123 63% 

Source: Statistical data collected through the survey 
This section discusses internet access by respondents. In the urban region, both E-banking 
and Non-E-banking users have access to the internet. It indicates 146 respondents who are E-
banking users have access to the internet and 49 respondents who are not E-banking users 
but have internet access in the urban region. In the rural region, 72 respondents who are E-
banking users have internet access and 123 respondents who are not E-banking users have 
internet access. It proved that people reluctant to use E-banking, although internet access is 
available.  
  
Table 4: How long have you used a computer or smart mobile device? 

Compute
r or 

Smart 
mobile 
device 
usage  

Urban Rural  

E-banking users 
Non-E-banking 

users 
E-banking users 

Non-E-banking 
users 

Coun
t 

Percenta
ge 

Coun
t 

Percenta
ge 

Coun
t 

Percenta
ge 

Coun
t 

Percenta
ge 

Never  0 0 0 0% 0 0.00% 0 0% 

Below 1 
year  

2 1.40% 8 16.3% 4 5.6% 16 13.0% 

1-2 years 9 6.20% 4 8.2% 8 11.1% 37 30.1% 

3-5 years 36 24.70% 12 24.5% 26 36.1% 42 34.1% 

6-10 
years 

67 45.90% 20 40.8% 16 22.2% 20 16.3% 

more 
than 10 
years  

32 21.90% 5 10.2% 18 25.0% 8 6.5% 

Total  146 100% 49 100% 72 100.00% 123 100% 

Source: statistical data collected through the survey  
In the urban region, about 146 respondents were E-banking users. Among these users, 45.90% 
(67) have used the computer/smart phone for 6-10 years. And about 49 respondents were 
non-E-banking users. Among these users, 40.8% (20) respondents have used the 
computer/smart phone for 6-10 years. In the rural region, about 72 respondents were E-
banking users. Among these users, 36.1% (26) have used the computer/smart phone for 3-5 
years. Further, about 123 respondents were non-E-banking users. Among these users, 34.1% 
(42) have used the computer/smart phone for 3-5 years. Therefore, overall, the researchers 
believe that majority of both E-banking users and non-E-banking users have used 
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computer/smart phone devices. Further, this suggests that Sri Lankans are generally 
experienced computer/smartphone users.  
 
Reliability Analysis  
Reliability is determined by Cronbach's alpha and is an optimal method to assess a 
coefficient’s reliability. In other words, the Cronbach alpha measures how precisely a latent 
framework describes a series of perceived variables. Table 5 shows that Cronbach's alpha was 
high (higher than 0.7) for all variables. This suggests that the questions put in each segment 
of the questionnaire satisfy Cronbach's specificity and are suitable for factor estimation. 
 
 Table 5: Reliability test 

Source: Statistical data collected through the survey 
 
Table 6: Major factors influencing the adoption of E-banking 

Source: Statistical data collected through the survey 
 
Both urban and rural survey respondents were asked to assess their view of factors affecting 
E-banking acceptance, and the findings are presented in Table 6. On a 6-point scale, perceived 
usefulness, ease of use, and service awareness are regarded as highly relevant factors among 
bank customers with a mean value of 4.18, 3.79, and 3.47 respectively, which can be 
interpreted as respondents believe these factors play a vital role in the adoption of e-banking. 
Furthermore, the system's flexibility allows transactions to be effectively carried out as 
consumers who use E-banking do not have to stand in queues or wait for their turns at the 
counters; E-banking can be accessed from any location at any time round the clock compared 
to traditional banking. And once consumers are aware of the integrated and reliable services 
offered everywhere, they are likely to turn to the service providers. This will increase the use 
of E-Banking. Thus, perceived usefulness, perceived ease of use, and service awareness can 
help in the adoption of E-banking, which is also proven by the survey. The mean value of 
knowledge of internet and access to internet is 2.89, which is placed between the disagreed 
level to neutral level but somewhat closer to the level of the neutral scale. It suggests 
respondents felt indifferent (neutral) towards internet knowledge and internet access. It 

Factor  Cronbach’s Alpha 

Perceived usefulness  0.943 

Perceived ease of use 0.952 

Perceived cost  0.894 

Awareness of the service  0.912 

Knowledge of internet and access to internet  0.866 

Perceived risk and trust 0.896 

Total  0.942 

Factor Mean St. Deviation 

Perceived usefulness 4.18 1.110 

Perceived ease of use 3.79 1.161 

Perceived cost 3.35 1.097 

Awareness of the service 3.47 1.151 

Knowledge of internet and access to internet 2.89 1.148 

Perceived risk and trust 3.04 1.189 
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indicates ‘lack of access to internet’ and ‘need for personal computer/smart phone’ are not 
perceived as significant barriers to adopt E-banking among the respondents belonging to the 
rural region. Similarly, the mean perceived risk and trust is 3.04 which is placed closer to the 
neutral level. It indicates that respondents’ trust in E-banking service is in neutral. Some 
people believe their confidence in the E-banking service is not as strong as that of the bank's 
offline services. Others don’t have much trust in E-banking services is that customers 
generally have enhanced security expectations due to the complexity of the financial sector 
and internet-related risk. 
Finally, multiple regression analysis is conducted to determine the impact of customer 
perception on E-banking usage in Sri Lanka. The output will be in the form: 
Y= β0+ β1x1+β2x2 +β3x3 +β4x4+β5x5+β6x6 

Here Y is E-banking usage i.e. dependent variable. β1, β2, β3 …. Β6 are predictors i.e. 

Independent variables such as; perceived usefulness, perceived ease of use, perceived cost, 
awareness of the service, knowledge of internet and access to internet, and perceived risk 
and trust.  β0 is a constant value of Y when all β values are zero.  

 
Table 7:  Table indicating r and r square value  

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 0.540a 0.292 0.233 0.435 

a. Predictors: (Constant), Perceived risk and trust, Perceived usefulness, Perceived cost, Awareness 
of the service, Knowledge of internet and access to internet, Perceived ease of use 

Source: Statistical data collected through the survey 
 
The use of E-banking is the dependent variable and the perceived usefulness, perceived ease 
of use, perceived cost, awareness of the service, knowledge of internet and access to internet, 
and perceived risk and trust are independent variables. Table 7 above reveals that the 
coefficient estimate is 0.292. Therefore, the independent variables describe approximately 
29.2 percent of the difference in the use of E-banking. In making forecasts, the regression 
equation appears to be very useful, as the R2 value is 0.292. From the above table, R=0.540, 
R2=0.292 and adjusted R square=0.233 with standard error 0.435 mean that the discrepancy 
of 29.2 percent over the dependent variable i.e. banking use was explained by six different 
variables concerning the introduction of E-banking. As shown below, it contributes to 
searching for the regression model. 
 
Table 8: Anova showing f-value and sig-value of the impact of customer perception 

Model Sum of 
Squares 

df Mean 
Square 

F Sig. 

1 Regression 28.081 30 0.936 4.937 .000b 

Residual 68.063 359 0.190   

Total 96.144 389    

a. Dependent Variable:  E-banking usage  

b. Predictors: (Constant), Perceived risk and trust, Perceived usefulness, Perceived 
cost, Awareness of the service, Knowledge of internet and access to internet, 
Perceived ease of use 

Source: Statistical data collected through the survey 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 0 , No. 10, 2020, E-ISSN: 2222-6990 © 2020 

651 

 
This means that the overall model was a good fit, and there was a statistically meaningful link 
between the perception of customers and the use of E-banking. Therefore, it can be argued 
that the customer perception has a significant influence on the use of E-banking. It shows that 
the regression fit is pretty good, and the variables used can model the customer perception 
to a good degree. 
 

Table 9: Table indicating value for unstandardized and standardized coefficients 

Model 

Unstandardized 
Coefficients 

Standardize
d 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.022 0.103  9.913 0.000 

Perceived usefulness 0.005 0.026 0.011 0.197 0.844 

Perceived ease of use -0.039 0.028 -0.092 -1.427 0.154 

Perceived cost 0.098 0.023 0.217 4.193 0.000 

Awareness of the 
service 

-0.057 0.024 -0.133 -2.341 0.020 

Knowledge of internet 
and access to internet 

0.124 0.026 0.289 4.737 0.000 

Perceived risk and 
trust 

0.011 0.026 0.026 0.401 0.688 

a. Dependent Variable:  E-banking usage 

Source: Statistical data collected through the survey 
 
From the above-mentioned statistical table 9, the estimated regression equation is: 
E-banking usage= 1.022 (constant) + 0.005 (Perceived usefulness) -0.039 (Perceived ease of 
use) + 0.098 (Perceived cost) -0.057 (Awareness of the service) + 0.124 (Knowledge of 
internet and access to internet) +0.011 (Perceived risk and trust). 
 
Table 9 shows that the perceived usefulness regression coefficient yielded a result of 
p=0.844, which may not have a substantial effect on the use of E-banking. The ease of use 
regression coefficient value yielded a result of p=0.154, which is not significant unless the 
significance range exceeds p<0.05. This indicates that the perceived ease of use does not 
have a significant effect on the use of E-banking. The third factor, perceived cost coefficient 
value yielded a result of p=0.000 which is significantly impact on E-banking usage. Similarly, 
awareness of the service and knowledge of internet and access to internet regression 
coefficient value yielded a result of p=0.020 and p=0.000 respectively. It indicates that both 
factors affect E-banking usage positively and significantly. The last factor, perceived risk and 
trust significance value is 0.688 which is not significant because the level of significance is 
greater than p>0.05. It implies that perceived risk and trust have no significant impact on the 
use of E-banking. 
 
Conclusion with Policy Implications 
The overall study is conducted to explore the current level of E-banking use among bank 
customers in selected urban and rural districts in Sri Lanka, recognize factors affecting E-
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banking use among Sri Lankan banking customers, and ascertain the effect of consumer 
expectations on Sri Lankan E-banking use. By referring to the previous studies and other 
literature sources six factors (perceived cost, service awareness, internet knowledge and 
internet access, perceived trust and risk, perceived ease of use and perceived usefulness) 
were selected as independent variables affecting E-banking adoption in urban and rural 
districts. As a developing country using the concept of E-banking is essential and important to 
compete with the world of today. But the number of Sri Lankans who use this concept is, 
unfortunately, very low in their daily activities compared to internet usage. The survey 
outcome indicates the degree of E-banking usage in Rural at a low level compared with the 
Urban areas. It has been, however, a vital need for rural area to introduce E-banking services 
to cope with the rest of the regions. It helps managers to understand variables that influence 
the use of E-banking and promote the use of technology and improve the general adoption 
for users of new networking platforms who have now accepted this platform. It is important 
that banks take initiatives to raise awareness among customers, especially districts that have 
not used their capabilities. Managers should provide their clients with knowledge regarding 
the E-banking services and the advantages they gain by utilizing E-banking. Therefore, 
effective communication strategies should be introduced to increase knowledge of E-banking 
facilities in the Rural area. For that, banks should publish advertisements to raise awareness 
of E-banking. Throughout the branch premises, the banks will have many computers 
organized and show how customers can do E-banking transactions via internet. It will clarify 
to the customers about the use and advantages that the E-banking facility will offer. 
The highly influencing factor on customer perception towards E-banking is perceived 
usefulness, perceived ease of use and service awareness based on the results. This implies 
that if clients of banks view E-banking as a convenient, simple and easier means of performing 
financial transactions than conventional branch banking, the services would be embraced or 
used. Perceived risk and trust, internet knowledge and internet access, and perceived cost 
have neutral scale. It indicates that respondents felt that these factors had a moderate 
influence on customer perception towards E-banking. Therefore, the managers will also 
increase the usefulness of E-banking website to enable the customers to utilize the facility. In 
addition, banks will expand their electronic banking operations, and consumers can be able 
to utilize E-banking. Further, if customers do not realize how to navigate the forms while 
signed up with the E-banking platform, and if issues are found when searching the website, 
consumers will get a negative feeling about the E-banking website. Thus, the website should 
be designed in an interactive way to capture the attention of the customer. The wording and 
content on the website should be clear and up to date at any given time. It should be 
consistent, and understandable. The perceived cost, awareness of the service, and knowledge 
of internet and access to internet have a significant positive impact on consumer perception 
towards E-banking while perceived usefulness, perceived ease of use, and perceived risk and 
trust have no significant effect on e-banking use according to the study findings. Researchers 
found that to improve the use of E-banking, all the significant factors are important. 
Therefore, it is better for banks to take steps to improve the features and facilities concerning 
these factors. 
 
Contribution of the Study  
From a theoretical point of view, by analyzing customer perception towards E-banking in 
urban and rural districts in Sri Lanka, this study contributes to the body of knowledge in 
extending current literatures. Nowadays, the country is facing challenges due to Covid-19, in 
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which banks have reduced their branch opening hours and recommend using online banking 
to their customers. However, a question that has arisen during the current situation is 
whether the people are following the trend or not. Therefore, in the further research section 
researchers have given an idea as to how much is the increment of E-banking services 
compared to pre covid situations. This would also allow banks to promote exposure to 
banking services with better protection and accessibility through digital platforms. The past 
researches have not addressed the comparative study of customer perception on E-banking 
in the urban and rural region in Sri Lanka. Therefore, this study would fill the knowledge gap 
and researchers will be able to use the findings used in this analysis for future studies relating 
to E-banking usage. Apart from theoretical values, the identifying factors influencing E-
banking adoption and knowing their relationships can help banks react to the views of their 
customers and answer the needs of their customers. Besides, this study seeks to segment and 
profile urban and rural customers according to their perception towards E-banking usage. 
Banks can develop effective marketing strategies to the dimensions identified thus capturing 
more customers. In other words, It will help banks to develop their business after completing 
its research by require managers to understand factors impacting the use of E-banking to 
improve the use of technology and raise the overall adoption of new connectivity platforms 
for customers who have now accepted this program. Importantly, banks should take 
initiatives to raise awareness among customers in particular districts who have not utilized its 
capabilities. After identifying the factors, it will give banks more insights as to what needs to 
be changed to take more people on board with E-banking. Changes could be adapted for 
policy frameworks, perceptions once identified will be giving proper insights for banks to 
touch the consumers’ soft or requirements of sensitive nature as to why they are reluctant in 
joining this.  
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