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Abstract 
 
This study aims to identify the factors influencing the adoption of digital 

banking in the Nigerian youth market. The research explores the adoption of both 
mobile and internet banking as part of a single digital banking concept. The research 
model extends the technology acceptance model (TAM) by further examining the 
impact of awareness, culture, social norms, perceived trust, perceived security on 
behavioral intention. The results suggest a strong influence of perceived trust on 
behavioral intention to adopt digital banking. Perceived ease of use, perceived 
usefulness, perceived security and perceived risk are key determinants of perceived 
trust in the Nigerian context. Other factors affecting behavioral intention are 
awareness and social norms.  

 
Key words: Digital Banking, TAM, Perceived Trust, Awareness, Perceived 

Security, Social Norms 
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1. Introduction  
 
Digital banking diffusion has been a dynamic concept for the last two 

decades. Banks that offer a convincing digital customer experience are gaining 
momentum in the global financial services landscape. During the coronavirus 
pandemic, digital transactions, once a convenience, have turned into a necessity 
(PwC, 2020). Sub-Saharan Africa has risen above the rest of the world as the leader 
in mobile money transmission services, which has facilitated widespread access to 
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financial services. Even though sub-Saharan Africa has lagged behind the rest of 
the world in terms of access to finance, certain nations in the region are now global 
leaders. East Africa has the highest rate of mobile money adoption and 
utilization throughout the region (IMF, 2019). Sub-Saharan Africa has a total of 1.1 
billion population (World Bank, 2019a), with Nigeria being the most populated 
country with an estimated population of 200 million and the second-largest 
economy (IFC, 2020). The banking sector in Nigeria accounts for 80% of the 
financial sector. In Nigeria, the second largest technology center in Africa, investors 
are acquiring positions or stakes in the country's expanding technology ecosystem 
(PwC, 2020). International investors in Nigeria's banks have shown increasing 
interest due to economic growth, the country's young population, and the size of the 
market. 62% of the population is between 0-24 years of age (Indexmundi, 2020). 
Nigeria's non-banked population remains one of the largest in Sub-Saharan Africa 
(worldfinance.com, 2020). Nigeria's median age is 18. and digital banking is a good 
way to provide financial services to a segment of the population that is young and 
active on the Internet. Only 35% of the adults have a registered financial account 
and are digitally included (Finclusion.org, 2017). Thus, a range of studies has been 
carried out to explore indicators that affect digital banking adoption in Nigeria.  

 
It has been reported that there is a lack of trust and confidence as so many 

Nigerian customers lost all their savings in past bank failures (Okpara, 2009). 
Further, the banks’ lack of patronage is also a problem with the usage of technology 
(Agwu, 2016). According to Agwu (2012) the younger the customers, the more 
confident they are in using electronic banking in Nigeria. Young customers, as a 
market segment, expect the most up-to-date technical delivery channels for their 
banking transactions. This generation is classified as early adopters, as they are 
familiar and at ease with self-service digital channels that are convenient and 
transparent (Van Deventer et al., 2017). Despite the fact that 80 percent of students 
have mobile phones with internet access, the rising use of mobile phones has not 
resulted in higher mobile banking adoption in Nigeria. (Anyanwu et al., 2017). 
According to Chukwumah (2017), in rural areas, it can be attributed to a lack of 
awareness about mobile banking as well as a lack of language alternatives due to 
Nigeria's nearly 200 local languages. The author also points out that most of 
Nigeria’s research focused on the adoption of online (not mobile) banking. 
Similarly, Shaikh and Karjaluoto (2015) called for studies addressing the use of m-
banking adoption through smartphones or tablets, as existing literature remains 
limited by its narrow focus on SMS banking in developing countries. A large 
number of studies in the Technology Acceptance Model (TAM) research stream are 
dedicated to investigating the factors influencing the mobile banking adoption 
where perceived usefulness (PU) and perceived ease of use (PEU) are the major 
drivers. Recent African research has emphasized the role of trust in mobile banking 
adoption and investigated the factors that influence trust (Ifeonu and Ward 2015; 
Anyanwu et al., 2017). Further, Bankole et al. (2011) stated the importance of 
culture in the behavior of digital banking users in Nigeria. Although there have been 
studies undertaken among young customers in Africa (Van Deventer et al., 2017; 
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Van Deventer, 2019; Owusu, 2020), this is the first to investigate the digital banking 
adoption of Nigerian youth. 

 
The major goal of this study is to investigate factors that affect the intention 

of Nigerian youth market to adopt digital banking. The research explores the 
adoption of both mobile and internet banking as part of a single digital banking 
concept. TAM is extended with the mediating effect of trust and a number of other 
influential factors in mobile banking adoption. This work aims to contribute digital 
banking services, the effects of which can be seen in the nation's e-commerce 
activities. The next section presents a literature review that discusses the factors 
affecting the adoption of digital banking. The third section covers the research 
methodology and results. The last section is the concluding remarks. 

 
2. Literature Review 
 
The rapid and effective change in the use of new information technology 

has affected consumers' behavioral habits, in particular their diverse banking 
practices, with more focus on protecting their money and privacy (Esendemirli et 
al., 2015). Digital banking is the digitization of all conventional banking operations 
and services that have traditionally been available only to customers while they are 
physically located inside a bank branch. The broad definition of digital banking 
includes activities such as money transfers, withdrawals, deposits, bill pay, credit, 
and account services conducted through ATMs, online and mobile banking. The 
narrow definition includes internet/online and mobile banking transactions 
(Proctor, 2019). Hence digital banking can be defined as banking services provided 
through the Internet and/or mobile banking (Larsson and Viitaoja, 2017). In this 
article, digital banking refers to mobile and/or internet banking activities. 
Behavioral intention to accept technologies is predicted and explained by the 
Theory of Reasoned Action (TRA) and the Theory of Planned Behavior (TPB). 
(Fishbein & Ajzen, 1975; Ajzen, 1991). Innovation Diffusion Theory (IDT) is yet 
another early model that covers a range of issues related to the adoption of 
innovations, introduced by Rogers in the 1960s and developed since then (Rogers, 
1995). This section provides a literature review to evaluate factors that influence 
digital banking adoption based on the TAM and extensions of TAM (E-TAM).  

 
The Technology Acceptance Model (TAM) with two determinants, 

perceived ease of use (PEU) and perceived usefulness (PU), provided the basis for 
numerous studies evaluating the adoption of new technology (Davis, 1989). 
According to Yousafzai et al. (2010), the traditional focus of digital banking 
research is moving from technological innovations to consumer behavior, pointing 
out that the main factor in the future growth of digital banking is customer 
acceptance. The results of their research showed that, in the context of digital 
banking, the TAM was superior to both the TRA and the TPB, explaining variance 
in actual behavior and in terms of model fit. A number of studies have been 
conducted to extend TAM (Venkatesh and Davis, 2000; Pikkarainen et al., 2004). 
According to the extension of the Technology Acceptance Model, social influence 
processes and cognitive instrumental processes had a significant influence on user 
acceptance (Venkatesh and Davis, 2000). One of the most well-known one is the 
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Unified Theory of Acceptance and Use of Technology (UTAUT) which provides 
three direct determinants of intention to use (performance expectation, effort 
expectation, and social impact) and two direct determinants of use actions (intention 
and facilitating conditions). The theory suggests that the influence of core 
constructs is moderated by gender, age, experience, and voluntary use (Venkatesh 
et al., 2003). According to Hanafizadeh et al. (2014), the separation of belief, 
attitude, intention and behavior are those factors that influence the usage intention 
of information technology (Shaikh and Karjaluoto, 2015).  

 
Research based on TAM extensions has generated varying results in 

different developing countries. In Malaysia PEU and PU were identified as having 
a major effect on digital banking adoption. In addition, perceived credibility, the 
amount of information on mobile banking and normative pressure were significant 
factors in explaining the acceptance of mobile banking (Amin et al., 2008). Zhou 
(2011) investigated the impact of trust on the adoption of mobile banking in China. 
He found that the fundamental guarantee and information quality are the main 
factors influencing the initial trust, while trust affects PU and both factors exert 
influence upon the intention to use. Mobile banking adoption by young people has 
been studied by Akturan and Tezcan (2012) in Turkey. The results of the 
combination of the TAM model and adoption risks indicated a strong influence of 
PU, social risk, performance risk, perceived advantages on users’ attitudes. Kazi 
and Mannan (2013) found that Pakistani customers’ behavioral intentions to adopt 
digital banking have been strongly influenced by social norms (SN), perceived risk 
(PR), PU, and PEU, where SN has the most important positive impact. In Kenya, 
both PU and PEU had a positive effect on digital banking adoption. In contrast, 
there was a negative association with the adoption of digital banking between PR 
and perceived transaction costs (Wamai and Kandiri, 2015).  

 
The results of the comparative analysis suggested that PEU, PU and PR were 

the principal drivers of digital banking adoption for Australian customers. The 
major determinants for Thai customers, on the other hand, were PU, PR and SN 
indicating the influence of national culture. In determining the adoption of mobile 
banking by Thai users, Lin (2011) included innovation attributes and knowledge-
based trust as explanatory variables.  The findings revealed the strong impact of 
perceived relative advantage, PEU, compatibility, competence and integrity on 
customer attitudes and behavioral intentions. Alkhaldi (2017) developed an 
extended UTAUT conceptual model based on customers' awareness and found that 
service awareness had a direct impact on performance and effort expectancy in 
Saudi Arabia. Sivathanu (2018) evaluated the actual use of digital payments using 
UTAUT 2 and the innovation resistance theory.  It was discovered that behavioral 
intention and resistance to innovation had an impact on digital payment systems. 
During the emergence of the Covid-19 pandemic, Coskun et al. (2022) investigated 
online payment system adoption factors among the customers of Turkish banking 
industry.  Dmour et al. (2021) investigated the main variables influencing Jordanian 
consumers' adoption of the electronic payment system (EPS) based on the TAM. 
They gathered information from 567 Jordanian banking customers using an online 
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survey questionnaire. They concluded that PU, trust, and PEU are the most 
significant predictors of behavioral intention to use e-payments among Jordanian 
consumers. 

 
Digital Banking Adoption in Nigeria 
 
Mobile phones are Africa’s most popular communication methods, with 

Nigeria being the leading trading nation where mobile phones are used as 
communication channels. With around 173 million subscribers and a penetration 
rate of 123 percent, Nigeria has Africa's largest mobile market 
(globenewswire.com, 2020). Mobile phones are the only information technology 
that is prevalent and widely applicable in Africa, of which Nigeria has the highest 
percentage of population patronage. High mobile phone penetration in developing 
countries provided banks and other financial institutions to reach the non-banked 
population (Chukwumah, 2017). After years of internet development, Nigeria is 
now home to over 100 million internet users with internet use hitting 48% of the 
population.  

 
According to recent statistics provided by the World Bank in 2010 

commercial bank branches per 100.000 adults were 6.56 and in 2010 and 4.3 in 
2018 (World Bank, 2020b). It is noted that the advent of more advanced technology 
has modified the different methods through which financial transactions are 
conducted. The introduction of digital banking transactions by using a mobile 
phone contributes to the pace at which the technology is being adopted. In the last 
decade, Nigerian banks confronted with rising competition, changing regulations 
and macroeconomic instability. While the outbreak of Covid-19 causes problems 
to deepen, it also has potential prospects. Fears of infection contribute to digital 
banking (Akwagyiram and Ohuocha, 2020). As a result, the current trend is toward 
the use of digital banking systems (Fintechnews, 2020). Given that the digital 
banking model is more cost-effective than physical branches it is projected to 
improve Africa's economies in the long run by providing financial services to 
people unable to access conventional banking (Lago, 2021). The Nigerian fintech 
industry also has the potential to expand at a rapid pace, with investments growing 
far beyond expectations in the last few years (Kola-Oyeneyin et al., 2020). By 2020, 
there are six digital banks with no physical infrastructure operating in Nigeria 
(Iyanda, 2020). 

 
The cost of cybercrime is rising across Africa, lowering the potential for 

Africa’s digital revolution (Farrah, 2018). Serianu (2017) reported that African 
nations collectively lost around $ 3 billion as a result of cybercrime in 2017, with 
Nigeria losing an estimated $ 649 million. In this respect, the results of the study 
conducted by Chukwumah(2017) revealed that perceived convenience and trust are 
more influential than any other indicator affecting the adoption of digital banking. 
Further, many rural residents did not see the financial cost as an obstacle to mobile 
banking, and most people in rural areas were not aware of mobile banking. 
Moreover, dimensions of service quality dimensions and customer input variables 
have a significant effect on consumers’ intention of using electronic banking 
(Agwu, 2016). Perceived risk factors have been found to negatively affect the 
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probability of using electronic banking. In addition, the possibility of personal 
information being obtained by a third party adversely affects the likelihood of 
electronic banking being used by customers. Anyanwu et al. (2017) classified PEU 
and perceived benefit as trust elements while the perceived monetary cost and PR 
were classified as distrust elements. The results of the analysis suggested that the 
trust elements which are perceived benefit and PEU had a positive effect on the 
behavioral intent of digital banking adoption. Using TAM, Ifeoma and Ward (2015) 
examined the causal relationship between technology trust and other factors 
affecting users’ intention to adopt technology; based on the influence of seven 
factors contributing to technology trust. Technology trust has shown a direct and 
substantial effect on PEU and PU, a direct impact on intention to use as well as an 
indirect impact on intention to use through its impact on PU and PEU. 

 
3. Theoretical Background and Hypothesis Development 
 
In light of the studies conducted in Nigeria and other developing countries, 

the present study broadens the original TAM model by integrating additional 
variables such as perceived trust, perceived security, perceived risk, awareness of 
mobile and internet banking, social influence, and cultural heritage.  

 
Behavioral Intention (BI): The main concept of UTAUT is behavioral 

intention (Venkatesh et al., 2003). BI was used as an indicator of digital banking 
adoption by a wide range of research studies. BI was a dependent variable in many 
of the digital banking adoption models proposed to predict the independent 
variables that would affect it (Shaikh and Karjaluoto, 2015). 

 
Perceived ease of use (PEU) and perceived usefulness (PU): PEU and PU 

were the most frequently used antecedents of digital banking in previous studies 
(Shaikh and Karjaluoto, 2015). The PEU refers to the extent to which the potential 
user considers the target system to be effortless (Davis, 1989). PU is the degree to 
which an individual perceives to enhance their work performance with a particular 
program (Davis, 1989). Some of the studies suggest that PU is more influential than 
perceived ease of use on the intention to adopt digital banking (Wamai and Kandiri, 
2015; Ifoenu and Rupert, 2015). While in several studies with other factors, only 
the effect of PU on intention was determined (Lewis et al. 2010; Daud et al., 2011). 
Users feel that technology must be useful if it is to be accepted. Recent studies 
measure PU with perceived benefits such as saving time, fast performance of tasks, 
ease of carrying out transactions and advantages of digital banking while the PEU 
measurements were ease of learning, less effort and training (Wamai and Kandiri, 
2015; Anyanwu, 2016). Alsoufi and Ali (2014) found that customer service and 
efficient transaction factors have strongly affected PU. In addition, compatibility 
and self-efficacy have significantly affected PEU. Several previous TAM studies 
have pointed to the insignificant effect of PEU on BI (Strite and Karahana, 2006; 
Lewis et al. 2010; Daud et al., 2011). Although there is limited evidence in the 
literature to explain the insignificant effect of PU on BI, it is supported by a recent 
study conducted by Chukwumah (2017) in Nigeria. The current study conducted by 
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Al-Sharafi et al. (2017) argues that PEU and PU had no direct effect on the intention 
to use online banking services in Jordan. Yet, they had an indirect effect through 
PT. Extant literature on online shopping provides evidence for the effect of PEU 
(Lee, 2009b) and PU (Amin et al., 2014) on trust. Considering the results of 
previous research, we have developed the following hypotheses: 

 
H1: There is a positive and significant impact of PEU on PT. 
 
H2: There is a positive and significant impact of PU on PT. 
 
Perceived trust (PT): PT is another important indicator in the adoption of 

digital banking (Masrek et al., 2014; Mashhour and Saleh, 2015). Trust has shown 
a direct impact on the intention to use digital banking while demonstrating that 
authentication, integrity, confidentiality, access control, non-repudiation, and best 
business practices have a significant effect on technology trust (Ifeonu and Ward, 
2015). The results of the survey conducted in Malaysia (Masrek et al., 2014) 
showed the positive relationship of digital banking satisfaction between mobile 
phone trust, network trust, and website trust. Evidence from the study conducted in 
Bahrain (Mashhour and Saleh, 2015) indicated a good awareness of digital banking 
but because of trust and security issues, the respondents were unable to use digital 
banking. 68.4% of respondents did not trust mobile banking. In light of previous 
research findings, we have developed the following hypothesis: 

 
H3: There is a positive and significant impact of PT on BI. 
 
Perceived security (PS) and Perceived Risk (PR): A range of studies have 

also shown the effect of safety and security issues on the intention to adopt digital 
banking. Security issues include firewalls, biometric encryption, smart cards, 
authentication, and digital certification, and stringent cyber regulations (Deb and 
Lomo-David, 2014). Mashhour and Saleh (2015) reported that in Bahrein the 
responders did not use mobile banking services that have not been used because of 
many issues relating to information security. Authors suggested that mobile 
banking must be able to permanently delete from mobile devices all banking history 
and all transaction data to avoid the retrieval of such data from the Universal 
Integrated Circuit Card. 

 
Previous studies have reported a negative impact of risk factors on digital 

banking adoption (Lee, 2009a; Cheah et al., 2011; Kazi and Mannan; 2013; 
Debasish and Dey, 2015; Wamai and Kandiri, 2015).  The findings of the studies 
conducted in Malaysia (Cheah et al., 2011), Pakistan (Kazi and Mannan, 2013), 
India (Safeena et al., 2012), and Kenya (Wamai and Kandiri, 2015) indicated that 
there was a negative significant relationship between PR and intention to adopt 
digital banking. Lee found that (2009a) among the dimensions of privacy risk, 
financial risk, perceived risk, performance risk, and time risk adversely affected the 
intention to adopt digital banking. While the influence of social risk was 
insignificant. Ifeonu and Ward (2015) identified the positive effect of security on 
trust and found that authentication integrity, access control, confidentiality, and 
non-repudiation had a positive impact on technology trust. As, PS, PR and PT are 
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also related factors (Mashhour and Saleh, 2015; Ifeonu and Ward, 2015). We have 
developed the following hypotheses based on the results of previous research: 

 
H4: There is a positive and significant impact of PS on PT. 
 
H5: There is a positive and significant impact of PR on PT. 
 
Awareness of Mobile and Internet Banking (AMIB):  The extent of 

knowledge on online banking has been reported as a major factor in intention to 
adopt (Pikkarainen et al., 2004), while low awareness of digital banking is a key 
indicator in avoiding customers from adopting digital banking (Amin et al., 2008; 
Safeena et al., 2012).  Studies conducted in India (Safeena et al., 2012) and 
Malaysia (Daud et al., 2011) revealed the positive effect of AMIB on the intention 
to adopt digital banking. Alkhaldi (2017) and Alsheikh and Bojei (2014) pointed 
out that awareness of mobile banking affected performance and effort expectancy. 
Further, researchers notified the positive influence of AMIB on PU (Al-Somali et 
al., 2009; Mohammadi, 2015) and PEU (Mohammadi, 2015). We constructed the 
following hypotheses based on previous research findings: 

 
H6: There is a positive and significant impact of AMIB on BI. 
 
Social Norms (SN): According to Venkatesh et al. (2003) social influence is 

the degree to which users are affected by the preferences of certain important people 
(e.g., family and friends) that they should use a specific technology. It is an 
important factor in E-TAM and the UTAUT (Venkatesh and Davis, 2000; 
Venkatesh et al., 2003). The perceptions of consumers about adoption and long-
term use of digital banking are affected by their social interactions. They are drawn 
to digital banking with family and friends’ views (Mokhtar et al. 2017). Researchers 
reported the positive effect of SN on the adoption of digital banking in Pakistan 
(Kazi and Mannan, 2013), Thailand (Mortimer et al., 2015) and India (Deb and 
Lomo-David, 2014). While, several authors did not find any significant effect of 
SN on digital banking adoption (Lee, 2009; Cheah et al., 2011). Based on prior 
research findings, we developed the following hypothesis: 

 
H7: There is a positive and significant impact of SN on BI. 
 
Cultural Heritage (CH): Cultural identity is the degree to which people 

adopt the norms and values of a particular culture (Strite and Karahanna, 2006). 
Strite and Karahanna (2006) demonstrated how aspects of national cultural values 
can influence technology acceptance behavior at the individual level. It can be 
regarded as a moderating mechanism influencing the level of significance for 
technology adoption models between independent and dependent variables (Min et 
al., 2008; Bankole et al., 2011). The results of the meta-analysis revealed that the 
national cultural dimensions of Hofstede have a moderating effect on some models 
(Zhang et al., 2018). Bankole et al. (2011) found that the cultural values of Nigerian 
customers affect their perceptions of digital banking. In a cross-country analysis of 
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Australia and Thailand, national culture has been identified as having an impact on 
key antecedents that influence the intent to adopt digital banking (Mortimer et al. 
2015). Based on previous research findings, we created the following hypothesis: 

 
H8: There is a positive and significant impact of CH on BI. 
 
4. Methodology 
 
The research aims to explore the factors influencing the adoption of digital 

banking services in the Nigerian youth market. Data were obtained from digital 
banking users and non-users in three major cities: Aba, Kano, and Lagos. Because 
the study is being done in university bank halls, non-users are viewed as having a 
strong potential to use mobile banking. There have been studies conducted with 
both user and non-user samples (Priya et al., 2018). Data was acquired through 
surveys administered to 350 students at university bank halls with a simple random 
sampling method. As shown in Table 1, 63.3 % of the participants who completed 
the information were females and 36.7 % were males. The majority of the 
respondents (94%) were younger than 34 years of age and 98% of them had 
information about digital banking services. The rate of use of digital banking 
(75.5%) is higher than the rate of use of conventional banking (54.5%). A 
questionnaire using the five-point Likert scale of 1 = strongly disagree to 5 = 
strongly agree was developed. The 52 statements of 9 dimensions, presented in 
Table 2, were taken from existing literature. 

 
Table 1. The demographic characteristics of the sample 
 

 
Gender % Age % Education % 

Conventional  
banking 
usage % 

Digital  
banking 
usage % 

Male 36.7 0-20 18.1 high school 62.7 Yes 54.5 Yes 75.5 

Female 63.3 21-25 32.9 
OND 
certificate 9.9 No 45.5 No 24.5 

  26-30 23.6 
HND 
certificate 7     

  31-35 19.5 University  20.4     
  36-40 5.9       

 
Source: Authors’ calculations 
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Table 2. Measurement Items 

 
Source: Authors 
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Analyses 
 
Regression analysis and structural equation modeling methodologies are 

performed to determine the factors that influence behavioral intention.  
 
Regression Analysis  
 
Regression analysis is conducted to determine the effects of the factors 

given in Table 2. Regression analysis is a highly reliable method for measuring 
correlations between multiple variables (Higgins, 2005; Joseph et al., 2010). Each 
variable in regression analysis is generated by assigning equal weights to each item 
under a given factor. Behavioral intention (BI) is the dependent variable.  The mean 
of BI statements from BI1 to BI6 (MBI) was used as a dependent variable for digital 
banking adoption. The independent variables were: mean of PEU statements from 
PEU1 to PEU6 (MPEU), mean of PU statements from PU1 to PU6 (MPU), mean 
of PT statements from PT1 to PT7 (MPT), mean of PS statements from PS1 to PS7 
(MPS), mean of PR statements from PR1 to PR6 (MPR), CH statements from CH1 
to CH6 (MCH) AMIB statements from AMIB1 to AMIB5 (MAMIB), and SN 
statements from SN1 to SN5 (MSN). Also, two dummy variables were created for 
regions for Regions Kano and Lagos. The following regression model is estimated 
to identify which factors have a significant effect on behavioral intention: 
 
Table 3. The regression results 

Dependent Variable: MBI 
Constant 1.310665*** 1.080730*** 0.591831*** 0.470665*** 
 (8.293715) (5.962607) (3.079091) (2.486388) 
MPS 0.671770*** 0.501907*** 0.454520*** 0.442841*** 
 (16.45654) (8.895835) (8.574516) (8.228740) 
MPT  0.227745*** 0.215096*** 0.186021*** 
  (3.594222) (3.649078) (2.906967) 
MAMIB   0.185511*** 0.142849*** 
   (4.595297) (3.243488) 
MSN    0.109169** 
      (1.885890) 
R-Squared  0.516378 0.546490 0.582945 0.590920 
Adjusted R-
Squared 0.514955 0.543815 0.579243 0.586065 
F-Statistic 363.0279 204.2518 157.4815 121.7001 
Prob (F) 0.000000 0.000000 0.000000 0.000000 
*All estimates are obtained using White's heteroskedasticity-consistent covariance 
matrix. 
t-statistics are in parentheses. 
***, **, * indicate significance levels 1%, 5% and 10%, respectively. 

 
Source: Authors’ calculations 
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𝑀𝑀𝑀𝑀𝑀𝑀 = 𝛼𝛼 + 𝛽𝛽1𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽2𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽3𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽4𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽5𝑀𝑀𝑀𝑀𝑀𝑀 +  𝛽𝛽6𝑀𝑀𝑀𝑀𝑀𝑀

+ 𝛽𝛽7𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽8𝑀𝑀𝑀𝑀 + 𝛽𝛽9𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽9𝑀𝑀𝑀𝑀𝑀𝑀𝐼𝐼𝑀𝑀𝑀𝑀 + 𝛿𝛿1𝑀𝑀𝑀𝑀𝑅𝑅𝑀𝑀𝐼𝐼𝑀𝑀1
+ 𝛿𝛿2𝑀𝑀𝑀𝑀𝑅𝑅𝑀𝑀𝐼𝐼𝑀𝑀2 + 𝜖𝜖   

 
After removing variables with insignificant effects, our model reduced to:  

𝑀𝑀𝑀𝑀𝑀𝑀 = 𝛼𝛼 + 𝛽𝛽1𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽2𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽3𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀𝑀 + 𝛽𝛽4𝑀𝑀𝑀𝑀𝑀𝑀 + 𝜖𝜖   
 

The results for four alternate regression specifications are provided in Table 
3. Since heteroscedasticity is present according to the White test, all estimates are 
obtained by using White’s heteroscedasticity-consistent covariance matrix. The 
results of the regression analysis in Table 3 show that perceived security (PS), 
perceived trust (PT), awareness of mobile and internet banking (AMIB), and social 
norms (SN) have a major effect on the BI to use digital banking. The independent 
variables PS, PT, and AMIB are statistically significant at 1% while, SN is 
statistically significant at 10%. The proposed model explains 58.6 percent of the 
variance in intention to adopt digital banking. The effect of PU, PEU, gender, 
income and region dummy variables on BI are insignificant. 

 
Structural Equation Model 
 
The structural equation model (SEM) presented in Figure 1, is developed to 

test the hypotheses formulated in the theoretical background and hypothesis 
development part. SEM in AMOS software is used to generate a more complex path 
model that incorporates both direct and indirect effects, allowing causal 
mechanisms to be modeled. 
 

 
 

Figure 1: The Conceptual Model 
Source: Authors 
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5. Findings 
 
The results of the SEM model given in Figure 2 indicated that the estimates 

were normal and acceptable, and all Critical Ratio values were greater than 1.96, 
indicating that they were all acceptable. Goodness of Fit (GFI) is 0.732 and CFI is 
0.749 with CFI deteriorates as the number of indicators per factor increases (Kenny, 
and McCoach, 2003). The proposed model consists of 9 factors and 44 sub-factors. 
The root mean square error of approximation (RMSEA) is 0.076 where research 
suggested that an RMSEA value of < .05 indicates a “close fit,” and that < .08 
suggests a reasonable model–data fit (Browne & Cudeck, 1993). Parameter 
Estimates of Re-specified Model are presented in Table 4. According to the 
summary of hypothesis testing given in Table 5. PEU and PU have an indirect effect 
on behavioral intention, mediated through perceived trust. PS has a significant 
effect on behavioral intention. 

 
One of the major contributions of this study is that it presents the significant 

positive influence of PEOU (H1), PU (H2), PS (H4) and PR (H5) on perceived trust 
in the Nigerian youth market. Nigerian young customers use digital banking if they 
trust it. The identified determinants of trust; perceived ease of use, perceived 
usefulness, perceived security and perceived risk are consistent with the findings of 
the previous studies (Lee, 2009b; Amin et al., 2014; Ifeonu and Ward, 2015; 
Mashhour and Saleh, 2015; Al-Sharafi et al., 2017). Furthermore, the results of the 
regression analysis indicate that perceived security (H4) has a positive impact on 
BI. Past studies reported the positive effect of perceived security on the adoption of 
digital banking (Pikkarainen et al., 2004; Cheng et al., 2006). Similarly, awareness 
of mobile and internet banking (H6) and social norms (H7) are found to influence 
behavioral intention to use digital banking based on regression and SEM results.  
Alkhaldi, (2017) and Doud et al. (2011) have highlighted the influence of AMIB 
on BI. In addition, a number of studies determined the impact of SN on BI (Kazi 
and Mannan, 2013; Mortimer et al., 2015; Deb and Lomo-David, 2014).  

 
The structural equation model presented in Figure 2 has been tested for 

construct validity. Construct validity includes convergence which means the items 
convergent within the factor and discriminant validity implies that the factors are 
statistically different. The formal procedure of testing convergent validity is to test 
whether AVE (average variance extracted) is higher than 0.5. Some factors are 
above and below this threshold value as shown in Table 6. However, explanatory 
factor analysis can be used to test the convergence of the items within each factor. 
As a result, items that are not homogenous for the factor and extremely low-loading 
items are excluded from the factor. Therefore, we can confidently claim that the 
results presented here do not prevent us from inferring the results of the SEM study. 
While this shortcoming is not desirable for SEM analysis, it should be noted that 
the sample includes the different participants (online banking users and non-users) 
from the Nigerian youth market. 
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Table 4.  Parameter Estimates of Re-specified Model 

 
Source: Authors 
 

The second construct validity test is discriminant validity. The formal 
method for testing discriminant validity is to test whether the square root of AVE 
is higher than the inter-correlations among the constructs. As shown in Table 6, 
discriminant validity is generally confirmed whereas there are few exceptions, 
particularly the construct of BI shows inconsistency to some degree with constructs 
of SN, AMIB, PT, and PS. We attribute this inconsistency to the characteristics of 
sample participants as it is in the case of convergent validity.  
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Figure 2. Structural Equation Model Results 
Source: Authors’ calculations 
 
 
 
Table 5.  Summary of Hypothesis Testing 
 

      
Standardize

d 
Beta 

Un-
standardized 

Beta 
S.E. C.R

. P Hypothesis 

PT <--- PEU 0,182 0,184 0,045 4,05 < 0,001 H1 supported 
PT <--- PU 0,336 0,326 0,055 5,90 < 0,001 H2 supported 
BI <--- PT 0,653 0,407 0,054 7,56 < 0,001 H3 supported 
PT <--- PS 0,788 0,58 0,059 9,84 < 0,001 H4 supported 
PT <--- PR 0,084 0,074 0,042 1,73 0,083 H5 supported 
BI <--- AMIB 0,471 0,249 0,038 6,54 < 0,001 H6 supported 
BI <--- SN 0,133 0,099 0,04 2,47 0,013 H7 supported 

BI <--- CH 0,057 0,009 0,024 0,35 0,722 H8 not 
supported 

 
Source: Authors’ calculations 
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Table 6. Convergent and Discriminant Validity* 

 

AVE 
Average 
Variance 
Extracted 

Square 
Root 
of 
AVE 

PEU PU PS PR PT CH AMIB SN BI 

PEU 0,56 0,75 0,75         
PU 0,41 0,64 0,76 0,64        
PS 0,55 0,74 0,45 0,52 0,74       
PR 0,44 0,67 0,00 0,09 0,28 0,67      
PT 0,37 0,60 0,59 0,71 0,84 0,25 0,60     
CH 2,13 1,46 0,04 0,04 0,12 -0,23 0,07 1,46    
AMIB 0,49 0,70 0,52 0,50 0,51 -0,10 0,46 -0,01 0,70   
SN 0,44 0,66 0,51 0,60 0,51 0,00 0,55 0,15 0,85 0,66  
BI 0,30 0,55 0,54 0,59 0,81 0,11 0,76 0,11 0,74 0,68 0,55 

*: AVE and The square root of AVE (shown as highlighted at diagonal) and factor 
correlation coefficients.  

Source: Authors’ calculations 
 

6. Conclusions 

 
Allowing the use of many of the advantages of information technology, the 

period of banking service provided by first-generation banks described as "armchair 
banking" is over. Nigeria's banking institutions are currently investing in and 
redirecting existing large numbers of the non-banked population to banking 
services rather than a general attitude of keeping money away from banks. Nigeria, 
with a large population, has an immense human resource capacity for technical 
knowledge of banking information technology, which is expected to improve 
banking and economic systems. Banks are currently providing a number of new 
digital services, leading to a significant rise in new accounts. Bankers have 
extended their service through digital applications that enable the users the 
opportunity to make various transactions including opening accounts, applying for 
loans, checking the account balance, transferring funds and making payments over 
the internet, and paying utility bills. The adoption of new technology puts pressure 
on commercial banks to maintain and increase their customers, as they compete on 
the distribution of the same customers.  

This research adds to the current research on digital banking by empirically 
testing the factors influencing mobile banking adoption from the perspective of 
young customers in Nigeria. Factors are derived from a review of previous TAM 
and E-TAM research. The study contributes to the existing literature by integrating 
internet and mobile banking adoption in an extended concept such as digital 
banking adoption. The study came up with three major conclusions. To begin, this 
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study reveals that PT plays a mediating role between adoption factors such as 
perceived ease of use (PEU), perceived usefulness (PU), perceived security (PS), 
perceived risk (PR) and BI. Trust affects the intention to use digital banking both 
directly and indirectly through its positive impact on PEU, PU, PS, and PR. When 
young clients trust digital banking, their perceptions of PEU, PU, PS, and PR 
strengthen, as does their intention to use the technology.  The second finding 
indicates that awareness of mobile and internet banking (AMIB) has a significant 
impact on BI. Finally, social norms (SN) have an influence on the behavioral 
intention (BI) to adopt digital banking. The results are supported by earlier research 
on the role of trust (Anyanwu et al., 2017; Van Deventer, 2019), awareness (Safeena 
et al., 2012; Alkhaldi, 2017) and social norms on mobile banking adoption 
(Mortimer et al., 2015; Mokhtar et al. 2017). The results of this study highlight the 
limitation of the primary TAM model (Davis 1989) in investigating the adoption of 
mobile banking in Nigerian young people. As this is the only study investigating 
digital banking adoption in Nigerian youth there is a lack of theoretical evidence to 
justify this finding. A similar result was achieved by Chukwumah (2017) for the 
non-banked population in Nigeria while current literature remains restricted to its 
limited focus on SMS banking in developing countries (Shaikh and Karjaluoto, 
2015).   

Although mobile banking has a large market potential, its adoption rate in 
Nigeria is modest. People that use digital banking are typically educated, relatively 
young, and wealthy, with a good understanding of computers and mobile phones. 
Given Nigeria's large youth population, they are a driving force in the country's 
mobile banking usage. This study demonstrates if Nigerian young digital banking 
customers trust digital banking, they are more likely to use it because of a lack of 
trust and confidence as so many Nigerian customers have lost all their savings in 
past bank failures. The major implication of this research is that banks should build 
strategies to maintain the security and trust of Nigerian young digital banking users. 
As young users gain more knowledge and information about the technology and 
benefits of digital banking, their willingness to use the services increases. The 
perceptions of young people on the adoption and long-term use of digital banking 
are influenced by their mass media, family, and friends. Customers are drawn to a 
product or service when their relatives and friends spread positive word of mouth 
about it. Nigerian commercial banks should promote their services to a broader 
audience and educate young clients about the benefits of online banking by utilizing 
various forms of marketing channels. 

 
Limitations 
 
This study represents the perspectives of university students in a developing 

country. This is the primary limitation of the study. In the future, the model should 
be tested on older age groups with various profiles. This study was also limited by 
geographical constraints. Data is gathered from Nigeria's three major cities. The 
authors suggest that future studies collect data from rural locations. These places 
are important for mobile banking adoption research because their populations 
include both users and non-users of the technology. This study's conceptual model 
does not incorporate measures of attitude or actual usage behavior. However, future 
scholars could expand the study's verified models to include actual usage behavior. 
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The study's research design is cross-sectional in nature. Future research could use a 
panel research design to understand the adoption intention over time. 
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