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Abstract 

The emergence of the internet has created a great impact on our daily lives. In 
recent times, financial institutions worldwide have rapidly moved from branch-



JIBC December 2015, Vol. 20, No.3 - 2 -  

 

based banking to online based service delivery changing the way services are 
rendered to customers. Despite the deployment of technology driven services in 
the banking sector, the adoption of Internet banking especially in developing 
countries such as Nigeria is still an innovation. This paper aims to explore the 
factors that may influence or hinder the acceptance of internet banking in Nigeria. 
An interpretive approach was employed to gain a deeper insight of the subject 
topic. The findings show that security is the main concerning factor that 
influences customers’ decision to adopt online banking services. Culture and 
religion were also found to be influencing factors. A set of recommendations 
were provided on how user adoption of online banking can be increased amongst 
Nigerian customers. This paper concludes that the banks should better manage 
consumers’ experiences to enhance the use of internet banking services by 
including a process of adjustment and learning over time, and not just focusing 
on the adoption process itself. 
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INTRODUCTION 

The rapid growth of internet technologies has had a tremendous impact on how 
banks operate their business and the way in which consumers conduct their 
banking activities [1]. Adopting online (i.e., internet) banking, customers have 
now the option to perform banking activities such as paying bills, checking 
account information and transferring funds remotely anytime [2-4]. As such, the 
increase in customer satisfaction about the quality of banking services has been 
accordingly noticed [4,5]. In addition, there are also numerous benefits for banks 
in adopting and incorporating use of internet banking such as cost-savings, 
increase service quality and increase their revenues [6,7]. 
 
Despite the aforementioned advantages, large groups of customers have shown 
reluctance to use online banking services [1,7-9]. The availability of internet 
infrastructures, ease of use, required skills, uncertainty and security are some 
concerns keeping the customers away from adopting online banking services 
[10-13]. Therefore, bank managers and policy makers have to come up with 
strategies to attract customers who are yet to use this service and to understand 
factors affecting customer retention management for existing and future users. 
 
The adoption and use of the internet banking by consumers varies from one 
population group, one social setting and one cultural context to another [14,15]. 
Online banking is rapidly growing in developed economics such as US [3,16], UK 
[4,17]; Canada [18]; Austria [19] and France [20]. However, online banking is still 
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relatively new phenomenon in developing countries such as Nigeria. In the 
Nigerian context, the online banking is still an innovation and very far behind 
compared to counterparties in other countries despite the huge investment in 
technology [21] due to lack of awareness about the products and inadequate 
legal framework. Several studies have been conducted to identify the factors 
affecting customers’ adoption of online banking [22-24]. Most of these studies 
were based on surveys and positivist approaches were incapable of uncovering 
deeper issues and failed to give an in-depth understanding of the subject topic 
[25]. 
 
The need for further-in-depth research to highlight the adoption issues and the 
relationships between them is thus a necessity. Moreover, other factors that may 
affect the online banking adoption such as the level of consumer support [26] and 
the attention to the consumer experience [27] should be accompanied. The study 
should also take into account online banking adoption across a wide range of 
demographics [28] rather than focusing on the thought segment such as the 
youths and the upper income demographic [8]. This paper aims to have a deep 
understanding about the critical elements that determine consumer decisions to 
adopt online banking in Nigeria and to provide relevant ideas to banks on how 
they can retain customers’ usage of online banking. An interpretive approach 
was adopted in carrying out this research because of its ability to identify issues 
that cannot be discovered using only a traditional/positivist approach. 
 
The structure of the paper is as follows. Section 2 reviews the relating literature. 
Section 3 presents the research methodology used in this study. Data analysis 
and result discussion are presented Section 4 and 5 respectively. Section 6 
concludes the paper. 

 
LITERATURE REVIEW 
 
Information technology adoption 
 
The continuous development of new technologies intends to shape our day-to-
day life and improve our future. The impact which might be achieved by those 
technologies is totally related to the degree which society accepts and adopts 
such technologies. Several studies have been conducted on information 
technology usage and adoption [29-33]. Rogers [34] identifies five steps users 
must go through before they are ready to adopt a new technology: Knowledge, 
persuasion, decision, implementation and confirmation. First, Knowledge Stage 
measures socio-economic characteristics, personality variables and 
communication behaviour with respect to innovativeness (i.e., the ability of an 
early adoption). Early adopters usually have more formal education than later 
adopters and are more likely to possess the socioeconomic characteristics. 
Second, Persuasion Stage represents the potential adopter’s behaviour towards 
the innovation. Anticipating the satisfaction or risk of an adoption, the potential 
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user develops positive or negative attitudes to the innovation. Third, Decision 
Stage occurs when an individual gets involved in activities leading to adoption or 
rejection of the innovation. Fourth, Implementation stage starts when the decision 
is finally made but the behavioural change commences. Last, Confirmation stage 
occurs when the adopters keep evaluating the results of their decision. If the 
level of satisfaction is well enough, the use of that innovation will continue. It is 
also possible that the rejection occurs after adoption though. In the latter case, 
the reverse of a previous decision is called ‘discontinuance’. 
 

The Evolution of online banking 
 
Technologies have spread to include all shapes of business including the 
financial institutions. For instance, technologies can play a vital role in the 
banking systems by establishing a direct channel connecting bank’ customers 
with their services [35]. Consequently, banks deploy various forms of Self-
Service Technologies (SST) to increase profit and gain a competitive advantage 
in the industry. The Automated Teller Machine (ATM) was the first form of SST to 
be introduced in banking and it paved the banks aim to provide customers with 
their banking needs in a convenient way while reducing the cost [27,36-38]. 
Furthermore, phone banking was next in this evolution where clients use 
telecommunication networks to interact with their banks and perform their 
financial transactions by means of phone calls [36,39- 42]. By the mid-1990s, 
banks have begun to exploit the potential of the internet technology leading to the 
introduction of online banking. This new banking channel allows customers to 
remotely perform their financial activities over the World Wide Web (www) in an 
easy and relaxing way [43,44]. 
 

Risk of online banking 
 
The introduction of online banking has led to pay a close attention to risks that 
might be encountered. As a result, customers often perceive online banking 
services as unreliable and consider the traditional banking services to be the 
most comfortable and trustworthy [45,46]. 
 
Lee [1] classified four types of online banking risks that might be encountered: 
The security/privacy risk, financial risk, social risk and time/convenience risk. 
First, the privacy risk is the possibility of losing, destroying, using or generating 
confidential data as a result of fraud or hackers attacks breaching the security of 
online banking users. Customers often face the privacy risk in the form of 
phishing, pharming, virus attacks, hacking, unauthorized access and fraudulent 
transactions. For instance, phishing attack usually takes the form of an email 
from a customer’s bank and requests sensitive information (e.g., user names, 
passwords and credit card details) by masquerading as a trusted source or 
containing a link to a website that looks almost identical to the authentic one 
where users will enter their details [47,48]. These details are then captured by 
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fraudsters and used to make unauthorized transactions on an account. Rachwald 
[49] indicates that 60% of banks suffer from phishing attacks. Moreover, the 
pharming attack entails hackers compromising a website at the level of the 
Internet Service Provider (ISP). When users enter the online banking URL, 
pharming hijacks the DNS tables to redirect the user to a fraudulent similar site to 
capture their details for fraudulent activities. This method is still dangerous even 
if users have all of their security in place on their machine. Generally, the best 
way to avoid falling victim to these kinds of attacks is to be aware of them and 
safeguard personal information. Users should be advised to look out for the 
padlock at the bottom of the screen as this indicates that the website is encrypted 
and secure. If this padlock does not appear, the user should log out immediately 
and not enter any of their details. 
 
Second, the financial risk is the possibility of monetary loss as a result of error in 
a transaction or a misuse of banking accounts. Many customers are scared of 
losing money while transferring funds or performing financial transactions over 
the Internet [49]. Currently, online banking services provide less assurance than 
traditional banking services do [1]. Consequently, customers face difficulties 
when they seek compensation for any transaction errors that have occurred. 
 
Third, the social risk is the potential loss of status in one’s social group or 
disapproval by one’s neighbors as a result of using online banking technology. 
Not all customers are willing to use this new channel and many are reluctant to 
change from traditional services because they do not want to go against their 
religious or culture beliefs [50-52]. This could be attributed to low literacy level, 
lack of awareness about the service usefulness or lack of knowledge about 
information technology in general. A survey conducted in Finland by Kuisma et 
al. [13] showed that respondents in general preferred the traditional banking 
services just because of the routine use of ATMs, absence of an official receipt 
and many more. 
 
Last, the time risk is defined as the inconvenience and loss of time incurred as a 
consequence of delays in receiving payments or navigation difficulties such as 
finding suitable hyperlinks and services. Forsythe and Shi [53] found that two 
factors leading to time risks with online experiences: A disorganized website and 
the slowness of downloading some web pages. The length of time involved in 
waiting for websites, waiting to update an account or learning new functionalities 
could also be types of time risk [1,54]. 
 
While threats are real and pose a serious risk to users of online banking, it 
cannot be denied that online banking has benefits. As long as users are aware of 
possible problems that may compromise their accounts, and take security 
seriously, these threats can be avoided and users can delight in the convenience 
of online banking without falling victim to fraud. 
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Benefits of online banking 
 
Despite all the risks might be encountered, online banking offers new value to 
customers because of the emergence of the internet. Customers now are able to 
manage their accounts remotely without any time or geographical boundary 
regardless of the banks opening hours or holidays [3,55]. Online banking can 
also be very cost effective as charges for online services are often lower than for 
those of the ordinary accounts. The only cost associated with online banking is 
the cost of the time spent online (i.e., charged by the internet service provider). 
Some banks even offer free internet service to their customers as an 
encouragement of opening an account with them [4]. Campbell and Frei [16] 
highlighted the quality effect of the internet infrastructure on the customer’s 
willingness to use the online banking services. For instance, the speed of 
completing transactions online is dependent on the internet connection speed 
[56]. Furthermore, special advantages can only be obtained by having online 
banking account. Many online banks offer as an example offset or current 
account mortgages. These mortgages permit trade-off between the balance in a 
saving or current account against personal borrowings, which can result in the 
interest on a mortgage being reduced. To summarize, the benefits of online 
banking are numerous and highly significant most importantly because of its 
perceived usefulness, convenience and time saving [8,57]. 
 

Customer adoption of online banking 
 
Despite all the benefits and high investments in online banking, its adoption 
tends to be negligible worldwide [23]. Several research studies have investigated 
the personal factors influencing online banking adoption. To begin with, lack of 
trust can be the strongest reason keeping users away from processing 
transactions online [19,46,58]. The perceived usefulness is another factor 
affecting customers’ decision to deal with online banking services [39,59]. 
Furthermore, Alalwan et al. [42] found that customers may not use online 
banking due to the lack of awareness of its benefits; whereas Yu [60] stressed 
that personal gain has the highest impact on customers to choose online banking 
services. Convenience has also been identified by a number of studies to be a 
principal adoption factor in terms of 24/7 availability and time saving [4,11,61]. 
 
Other set of non-personal factors have even a greater influence on online 
banking adoption process. The nonexistence of hightech infrastructures and 
government policies can discourage lots of customers to use online banking and 
build a kind of distrust that all services offered are stable. That is supported by 
studies conducted in Ghana [62] and Nigeria [24,63,64]. Moreover, the 
availability and stability of online banking services are not enough if there is a 
lack of deep understanding of information technologies and how can be used 
regardless the age, culture and educational level [64]. 
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Online banking in Nigeria 
 
Nigeria is a developing country which is rich of several mineral deposits, 
agricultural resources, and healthy rivers full of aquatic animals [65]. However, 
the country has a poor economy where lots of people live under poverty line due 
to several reasons such as poor management [66]. The poor economy has badly 
affected community basic services such as schools, electricity, banks and the 
internet [67,68]. 
 
Moving in the right direction, Nigeria has heavily invested in the development of 
ICT. The internet penetration rate increased from 3.5% in 2005 to 38% in 2014, 
while the GDP per capita increased from 804 USD to 3005 USD for the same 
duration. Nevertheless, ICT was not a part of the most schools’ and universities’ 
syllabus. The cost of obtaining such technologies and maintaining them are also 
beyond the majority due to the low income rate [17]. As a result, the adoption of 
new technologies was not that easy journey. 
 
The revolution in the Nigerian banking industry started in 2003, with the 
introduction of guideline of electronic banking by the Central Bank of Nigeria 
(CBN) [23]. This was followed by the reformation of Nigerian banks leaving 25 
banks out of a total of 89 that previously existed. The 25 recapitalized banks 
have engaged in the use of ICT for effective and efficient delivery of banking 
services [28,69]. In the past few years, financial activities in Nigeria have actively 
based on the development of ICT [70]. Customers’ appetite for efficient services 
and the high competition has driven financial institutions to radically transform 
their business by adopting electronic banking. Financial institutions have started 
to improve their delivery channels with websites, allowing customers to open 
accounts, apply for loans, check their balances and make and receive payments 
via the Internet. The development of the Internet has provided customers with the 
means to carry out virtual business activities [23]. 
 
On the other hand, despite the vast transformations that have taken place in the 
Nigerian banking industry, customers still prefer carrying cash and avoid to fully 
adopting online banking services [71]. Although online banking has gained 
prominence in Nigeria, customers’ attitudes and confidence in the system need 
to be changed [23]. Lallmahamood [72] stated that more than half of the people 
who have tried using online banking services do not become active users. 
Findings have also indicated that inadequate telecommunications infrastructure, 
lack of people literacy, lack of security, unreliable electricity supply, lack of trust 
and limited privacy are among the barriers to online banking acceptance in 
Nigeria [23,64]. 
 
To summarize, the benefits of online banking is very significant but the risks 
attached to it somewhat overshadow the benefits especially in developing 
countries such as Nigeria. However, increasing consumers’ awareness of the 
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risks and securing the stability of the service can be taking to mitigate the issue 
of risk. 
 

RESEARCH METHODOLOGY 
 
This research adopts the interpretive approach with the use of semistructured 
interviews to understand the factors that may influence or hinder the adoption 
and acceptance of internet banking in Nigeria. 
 

Semi-structured interviews 
 
Qualitative research has been argued to be able to provide complex textual 
descriptions of how people experience a given research issue [73]. The use of 
interviews as such gives the interviewee the chance to express his/her feeling 
about the question being asked and give relevant information that would not be 
ordinarily obtained from using questionnaires. Semi-structured interviewing (i.e., 
one way of conducting interviews) entails the interviewer a list of questions on 
topics referred to as an interview guide [74]. The interviewee also has the 
privilege to respond freely. Questions may not follow the same pattern as in the 
interview guide. 
 
The semi-structured interview method was employed in this study because one 
of the research’s objectives was to interview users and non-users of online 
banking to find out why they have accepted or rejected the technology. Thus, a 
series of questions were posed to the interviewees to understand the reason 
behind their actions. 
 

Research design, data collection and analysis methods 
 
The primary source of data for this study was interviews conducted in Lagos, 
Nigeria. The respondents were selected to represent users and non-users of 
online banking. They represented different knowledge levels, age, academic 
background and familiarity with online banking services. The questions were 
asked in such a way that interviewees would be free to express themselves. All 
interviews were conducted after approvals have been sought from the 
respondents. Ethical issues taken into consideration include privacy, anonymity, 
confidentiality, voluntary participation and risk of harm. 
 
A pilot study was conducted with four participants. During the pretesting, each 
question was discussed and analyzed in order to check the readability and 
comprehensibility. The first set of questions incurred several problems when 
pretested. There were difficulties with understanding certain questions so they 
had to be rephrased and defined in a way that participants will understand 
without having to go through them over and over again. 
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The interviews were conducted with 30 people. Overall, more nonusers turned 
out for the interview than regular users. The interviews were conducted among 
business owners, bank managers, traders, students and other individuals. The 
sample was not necessarily representative of the Nigerian population as a whole 
as it ignored the large rural population. However, the target market for online 
banking is likely to be urban region so we have a sample which is potentially 
representative of the target population. Participants were involved in conducting 
this research as their views are needed to get a proper understanding of the 
research topic. 
 
Analyzing qualitative data can be more challenging when compared to 
quantitative data. Several approaches have been proposed for analyzing 
qualitative data [75,76]. This study adopts a content analysis approach as 
described by Taylor-Powell and Renner [77]: Get to know your data, focus the 
analysis, categorize information, and identify patterns between categories and 
interpretation. 
 

DATA ANALYSIS 
 
Demographic statistics 
 
The interviews were conducted with 30 people. Overall, more nonusers turned 
out for the interview than regular users. The interview was conducted among 
business owners, bank managers, traders, students and other individuals. 
 

RESULTS 
 
Several factors have been identified as the factors influencing the adoption of 
online banking in Nigeria. Some of these factors are obviously similar and can be 
considered to have equal implications while others are obscure, often dependent 
on another. However, after a review of the literature, some of these factors 
identified as the main themes for this study were grouped into: 1) functionality 
consists of awareness, ease of use and accessibility, 2) risks consist of trust, 
security and privacy and 3) context (convenience). Participants were offered brief 
definitions for some terms to ensure full understanding of questions. Participants 
often went off topic, which became time consuming. However, measures were 
taken to ensure that their attention was drawn back to the question asked. 
 

Functionality 
 
a. Awareness: For a system to function properly there is a great need for its 
awareness. Also, it has to be available for use and it should be easy navigating 
through. 
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‘I neither see advertisements of the benefits of online banking and instructions on 
how to use it on television nor hear it on radio….’ 
 
This was a comment of a non-user highlighting the lack of awareness. Some 
other non-users mentioned that they never heard or thought of online banking 
previously nor seen the advertisements. While others mentioned that they did not 
use internet banking services because they had not attempted it, believing that it 
is too complex and has little or no importance. Many participants argued that 
banks should put more effort in advertising to let people know its benefits. 
However, some users mentioned that despite their awareness, they did not show 
an interest in using it because of the suspicion of its security. 
 
In summary, gaining customer awareness is highly imperative for a high adoption 
level of online banking in Nigeria as many participants are not aware of its 
benefits. Although some customers have actually heard about it, they have not 
paid any attention because of the lack of awareness of its benefits. 
 
b. Accessibility: The functionality of a system requires that consumers are not 
only aware of it but also having an access to it. Access to online banking was 
found to be a great issue as it is based on the existence of suitable infrastructure. 
A participant commented with depression: ‘How can I perform online banking 
when I do not have access to the internet at home and it takes ages for a page to 
come up at work? Again, I am usually busy during my work. Does it mean that I 
will leave my work and get a query because I want to make a transaction online? 
Even if I do this, how long will I keep doing it? I am very interested in online 
banking because I have heard a lot about it but getting access to the internet is 
the problem’. 
 
This was a comment from a non-user stating that internet accessibility is a key 
influence on the adoption of online banking. One issue is that some participants 
accessing the internet have a limited internet connection plan to save some cost. 
Another issue found is the restrictive workplace internet practices and policy. 
Several nonusers were relaying stories of limited hours at work where they can 
access the internet. As a result, this time frame was used to perform their tasks 
rather doing online banking. The importance of the internet accessibility at work 
with open time frame has influenced online banking users to adopt online 
banking. 
 
Furthermore, constant electricity is still a dream yet to be achieved in Nigeria. 
Participants also complained that the lack of electricity influences their decision 
not to use online banking services. Several non-users highlighted the issue of 
power supply as a setback for them to adopt online banking. This study noticed 
that most users of online banking perform online banking transactions at work as 
most firms run their generators if they are out of power supply. 
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c. Ease of use: ‘The internet is quiet familiar to me because I have been using it 
for a very long time so online banking is not much of a task for me’. 
Most users expressed confidence in their ability to use the internet. They also 
mentioned that navigating through the online banking site is not a problem 
provided the pre-requisites for use are available. However, non-users nominated 
lack of familiarity with the system as the main reason for their non-adoption. 
 

Risks 
 
Participants often considered internet-based risks when deciding whether or not 
to adopt online banking. However, the findings noticed that Nigerian online 
banking customers are yet to adjust to the presence of internet based risks and 
are not yet prepared to avoid these risks. This study classified risks into three 
sub-categories: Trust, privacy and security. 
 
a. Trust: A participant commented: ‘I do not trust the bank with my details, I 
cannot bank online.... As a matter of fact, I do not even bank at all’. 
Due to the lack of trust, people in some parts of Nigeria often prefer to keep their 
money at home or in a storage box. Money is also alternatively kept with 
someone who is trusted; the low literacy level may be a reason. 
 
Another participant commented: ‘I do not even trust the bank staff enough with 
my details, they could be fraudulent…I would rather go to the bank whenever I 
need to do a transaction so I can always have a proof for every transaction 
done’. 
 
This comment shows how trust influences the participant’s decision to adopt 
online banking. Participants often emphasized on trust when answering the 
interview questions as they believe that nobody should be trusted especially 
when it involves sensitive information including money. 
 
b. Privacy: This study found that users are less concerned about their privacy 
with respect to online banking. 
 
‘Well, I believe my privacy is at risk because my details might be used by banks 
or other parties who might want to market new services to me but its ok I am in it 
and will stick to it because I am happy with the benefits it gives me’. 
 
Users were aware of privacy issues including whether their personal information 
would be used by non-authorized parties to do what they did not authorize. Most 
users highlighted that privacy is not an important factor in making a decision to 
adopt online banking. 
 
c. Security: Security was found to be a major influencing factor on customers’ 
decision to bank on the internet: ‘Security is a known challenge for online 
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banking all over the world. Although new and better measures are always taken 
to ensure that online transactions and customer details can be as safe as 
possible, [public] education still seems paramount as endusers are often the 
weakest link’. 
 
Most participants emphasized on security as the major reason why they would 
not adopt online banking. They do not believe that money is safe online because 
of the past events of online fraud. Participants often stressed on the issue of 
credit card scams, the internet fraud and how several people they know have 
been affected. 
 
Exhibiting fear, another participant commented: ‘I do not even use ATM cards let 
alone online banking. I go to the bank whenever I want to perform a transaction. I 
don’t trust those things. I cannot afford to allow some young greedy computer 
literate steal all my money’. 
 
This non-user’s comment illustrates how the issue of security has prevented him 
from adopting online banking and even ATMs which most participants highlighted 
to be their fastest way of making withdrawals and topping up their mobile 
phones. Most non-users highlighted that the easiest way to check your account 
history without going to the bank is with the use of ATMs as ATMs are readily 
available to users. However, they also highlighted that the use of ATMs is not 
safe as people often lose their cards to the machine when they make a 
transaction and their money is stolen through this means. 
 
Participants believe that since banks find it difficult to do a reversal when 
customers are present in the bank complaining bitterly, it is impossible for them 
to manage a problem like this when it happens online and the customer is not 
present. Banks in Nigeria are prone to having issues with payment making 
because there is inadequate power supply and internet accessibility. Thus, 
transactions might freeze thereby making a payment to be made twice and 
causing issues for both the sender and the receiver. 
 

Context 
 
Convenience was found as another reason why consumers adopt online 
banking. Participants described convenience in terms of lifestyle, workplace 
usage and waiting time. 
 
A user commented: ‘I prefer using online banking because I do not have to leave 
the comfort of my seat to go to the bank. I can do whatever I want to do on my 
seat in front of my computer’. 
 
Most users emphasized on the convenience of online banking saving lots of 
waiting time at bank branches although some users complained about site 
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slowness. However, non-users highlighted their satisfaction with traditional 
method of banking and they do not see any reason for change. Additionally, this 
study found that customers perceived phone banking more convenient. The 
emergence of smart phones has made people especially youths very attached to 
their phones by which they could access their bank account and make 
transactions anytime. 
 
In summary, most participants considered security as having a huge impact in 
the adoption of online baking in Nigeria. Non-users kept hammering on the fact 
that the government, the people and the whole system in corrupted. 
 

Additional themes 
 
Some other themes were also found out in the data collection process. 
 
a. Culture: As mentioned before, some Nigerian people do not save money in 
the bank but they save money with someone who they know and trust. This 
method of saving money has been going on for decades and most people are not 
willing to change. 
 
A participant who just relocated to Lagos commented: ‘I do not use the bank at 
all let alone online banking. I do not even know what it is. My parents did not use 
the bank when they were alive and my friends do not use the bank as well so I 
know little or nothing about it. If I get to know some things about it and if I see 
that both banking and online banking will be beneficial to me then I’ll consider 
using it’. 
 
This was the comment of a non-user which shows that if he gets to know about 
the benefits that the bank could bring, he would consider using online banking. 
 
b. Relative advantage: The advantage of using online banking was also found 
to be an influencing factor in this study. A participant commented: ‘The main 
reason why I do not use online banking is that I do not know the benefits it has to 
offer me’. 
 
Participant perceptions of relative advantage have clearly influenced choices of 
banking method, as illustrated by the above comment. The study found that while 
non-users were unaware of many of the relative advantages of online banking, 
users cited these advantages such as the ability to print receipts (unavailable in 
phone banking) and check their account details online. 
 
c. Support and knowledge: ‘Before I started online banking, I phoned the bank 
and they told me how to go about it and other basic things I needed to know so I 
proceeded’. 
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This comment highlights how responsive, personalized consumer support 
combined with access to knowledge played a role in influencing a participant’s 
decision to adopt online banking. However, some participants complained about 
insufficient access to sources of knowledge. Most participants believed that this 
knowledge should be made available through immediate forms of interaction with 
banking personnel such as face to face, online chat or telephone. Participants 
complained that many bank personnel knew very little about online banking and 
how it works. In particular, personnel in branches did not appear to have this 
sufficient understanding and this was taken as a discouraging sign of poor levels 
of consumer service and support. Moreover, non-users’ impatience about 
obtaining immediate assistance, together with their lack of confidence in respect 
of locating the information they needed quickly from documentation or online 
databases, influenced their decision on adoption. 
 
d. Literacy level: Some non-users blamed their inability to use the internet on 
their low literacy level. A participant commented: ‘Well, I do not know a lot about 
online banking, my kids try to tell me about it but I never pay attention to things 
that are difficult to use for example, the internet. I feel it is too complex. It is 
meant for people who are educated…’. 
 
This statement illustrates how a non-user perceives online banking as difficult to 
operate. Some users also mentioned that they thought online banking was 
complex initially but after spending some time navigating through it, they realized 
that it is not as complex as they thought it was. Banks often send e-mails to 
customers to advertise their new products and services (e.g., online banking) and 
give directions on how to use these services. This initiative will draw customers’ 
attention to how easy online banking is. 
 
Not only complexity of the online banking site affects customers’ adoption but 
also the language affects as well. For example, when mobile phones were 
introduced in Nigeria, the customer service operated in English alone but after a 
while the three major languages in Nigeria (i.e., Igbo, Yoruba and Hausa) were 
included to enhance the adoption process. 
 
Additionally, religion was also revealed as a factor that influences consumer 
decision to bank online. Some participants believe that if money is kept in the 
bank, their wealth will keep depreciating and poverty will befall them and their 
generations to come. 
 

DISCUSSION 
 
The key findings of this study are presented in Table 1. This study found that 
there is a need for extensive and deep levels of consumer support from banks, 
especially in terms of immediate availability of support oriented knowledge 
provided by bank personnel using interactive channels. Such support should be 
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obtainable from all banking personnel encountered. It is simply unacceptable 
nowadays for a bank employee to know little or nothing about online banking. 
 
Table 1: Online Banking- Key recommendation for banks. 

 

Consumer issue Recommendation 

Inadequate knowledge and 

support 

 Train bank staff in online banking. 

 Develop new consumer support 

solutions. 

 Develop innovative knowledge 

management strategies. 

 

Risks of privacy, security and 

trust 

 

 Buy customer’s trust by implementing 

a better application that enhances security 

and privacy. 

 Assist customers in the development 

of secure online banking practices and risk 

management procedures. 

 

Difficulty in the initial set up 

procedure 

 Introduce an easier set up procedure 

and provide set up support. 

Difficult to use  Provide an easy navigable website. 

Preference of phone banking  Offer training in online banking. 

 Market relative advantages of online 

banking. 

Low self-esteem in the use of 

internet 

 Offer free internet training 

 Work with the government to raise the 

internet literacy of the population 

Lack of accessibility- No internet 

access 

 Establish facilities such as dedicated 

online banking kiosks in banks and public 
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places 

Lack of awareness of online 

banking and its benefits 

 Draw consumer attention to internet 

services through better marketing. 

 Inform consumers about features, 

advantages and benefits of online banking. 

 Relieve consumer concerns about 

technology and support. 

Resistance to banking because 

of religious beliefs 

 

 Educate people on banking i.e. 

purpose of banking, its benefits and so on. 

 
 
Some people are not confident about their ability to use the internet. Banks can 
consider offering internet training for people with low internet self-efficacy. In 
addition, some banking customers may still be unaware of the benefits, 
existence, relative advantages and the features of online banking. The issue of 
awareness demands a great concern and it is advised that banks should 
emphasize on the benefits of making their consumers aware of online banking 
services and provide the knowledge needed to attract these markets. Marketing 
campaigns, attractive dedicated literature and awareness sessions may prove 
valuable for this purpose. Furthermore, phone banking was found to be the main 
method used by people who might have attempted online banking. Phone 
bankers believed that their banking needs were currently met. However, there 
may be potential market segment within current phone bankers who also 
perceive internet as easy to use but are unaware of the features, relative 
advantages and benefits. Banks should provide improved knowledge in this 
respect to this potential market segment. 
 
The key findings of this study are that security, accessibility and convenience 
have the highest influence on customer decision to adopt online banking in 
Nigeria. The majority of non-users highlighted that security is the main reason for 
not adopting online banking while others mentioned the accessibility to be the 
main reason. On the contrary, users highlighted that convenience especially in 
terms of time saving and 24/7 access. 
 
This study also found that customers have lost their trust in the online banking 
security system due to the constantly reported fraudulent acts occurring mostly 
online. For an effective online banking, banks need to win customers trust by 
improving bank information security. Moreover, customers often complained 
about inadequate power supply and little or no internet access. The issue of 
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power has been on ground for a very long time even before the existence of the 
internet in Nigeria. In this regard, it is advised that the Nigerian government 
should help in eliminating the mentioned above challenges as it disrupts the 
progress of their business. Furthermore, Nigerian government should encourage 
its citizens to be computer literate in this era of globalization that is affecting all 
ramifications of its citizen’s career and life in general. 
 
Another set of influencing factors keeping non-users away from adopting online 
banking were reported in this study: perceptions that their current banking 
method was convenient, lack of awareness of the relative advantages, lack of 
proficiency in the technology, low levels of accessibility, cultural, religious, 
security, privacy issues, and distrust of the internet banking channel. These 
issues have been discussed above. 
 
 

Conclusion 
 
The study findings were reported from a series of interviews that explored the 
factors influencing Nigerian banking consumers’ adoption of online banking. 
Thirty interviews were conducted indicating a range of factors affecting online 
banking in Nigeria. On a practical level, the recommendations provided by this 
study may be useful to Nigerian banks and perhaps other countries’ banks that 
are seeking ways to attract consumers to their online banking offerings. It was 
also observed that security is one of the critical factors hindering the adoption 
process in Nigeria as it was cited by many participants. However, some 
participants were aware of this issue but they still use online banking services 
because of its convenience. Banks are also trying as much as possible to win 
customers trust in terms of security by coming up with innovations such as giving 
customers the privilege to print their receipt after every transaction and notifying 
them through e-mail about the existence of such services. This study suggests 
that organizations will better manage consumer attitudes to new internet service 
applications if they realize that such experiences involve a process of adjustment 
and learning over time, and not merely the adoption of a new technology. 
 
As with any research, our study has some potential limitations that need to be 
identified and discussed. First, our sample frame is relatively small which is 
considered one of the major drawbacks of using qualitative approach [74]. Our 
findings would have been strengthened if it were supported by using triangulation 
method (both survey and interviews) in an effort to produce more reliable data. 
Therefore, generalizability of the findings should be treated with caution. Second, 
the issues of culture and religion in Nigeria would be very beneficial to look into 
as this affects the growth of the bank and information systems in general. 
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