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ABSTRACT 
Purpose – The purpose of this study is to determine and give a better 
understanding of the influencing factors on Internet banking adoption.  
Design/method – This report is a research paper based on both primary 
sources, through an online survey, and secondary sources, mainly through 
scientific articles.  
Findings/Implications – According to this report, the usage of Internet 
banking differs between segments. The younger segment (18-30) stands for 
the majority of the users while the older segment, primarily over 41, often 
choose personal service via bank offices. The most influential factors on 
adopting Internet banking is trust and perceived information of the service. 
The ability to adopt Internet banking is also dependent on the customers’ 
knowledge of technology as well as their access to the required equipment. 
Furthermore, this report shows that the influencing factors have a various 
affect on the adoption depending on the segments.   
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1. INTRODUCTION   
 
Over the last decades radical changes regarding the banks operation has 
emerged due to the rapid expansion of information technology. Along with the 
Internet growth the banking industry, among with a wide extent of other 
industries, was given new opportunities to develop their services (Chechen, Yi-
Jen & Tung-Heng, 2016). The use of Internet banking has over the years 
increased with a huge pace according to researchers as Fox and Beier (2006). 
Although, the increased usage of Internet banking seems to have a pattern and 
reflect on some individuals in particular.  
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This report will observe if there is a difference in usage of Internet banking 
between different customer-segments, and furthermore attempt to explain 
the difference. The purpose of this study is to determine and give a better 
understanding of the factors that influences Internet banking adoption. 

2. REVIEW OF PREVIOUS RESEARCH  
- WHATS IS INTERNET BANKING? 

Internet banking is a service provided by the banks that gives the customers 
ability to do their banking errands online without the need to visit a bank 
office. Internet banking is a fast and easy service that can be done, almost, 
everywhere and by that means simplifies banking (Clemes, Gan & Du, 
2012). In the early stages the banks introduced Internet banking as a 
information platform. This soon developed as the online security advanced 
and gave new opportunities for the customers to, for instance, perform 
transactions (Søilen, Nerme, Stenström & Darefelt, 2013; Margaret & 
Thompson, 2000).      

According to statistics from IIS (Internetstiftelsen I Sverige) were 3000 
individuals over 16 years old (random collected) were asked, approximately 
94% in 2016 use Internet banking. Today the use of Internet banking is not 
restricted through a computer, as a decade ago. Nowadays customers can 
reach the Internet banking services through the phone (or tablet) via 
Internet, apps but also through a phone call. Compared to 2013 the IIS 
found that twice as many use the Internet banking through mobile phone in 
2016 (IIS, 2016).  

According to Clemes, Gan and Du (2012), the Internet banking enables 
customers to perform traditional banking including “balance enquiry, 
printing statements, fund transfers to other accounts and bill payments” as 
well as “new banking services such as electronic regular payments and 
direct credit for salaries” (Clemes, Gan & Du, 2012; Frust, Lang and Nolle, 
2000; Mukherjee and Nath, 2003).  The introduction of Internet banking 
has also generated new ways of banking regarding areas such as payment, 
trading and distribution (Clemes, Gan & Du, 2012; Jayawardhena and 
Foley, 2000).  

Besides the above aspects, Internet banking is an appealing service for the 
customers due to the lower fees. Many banks choose to charge a fee for 
banking errands at the offices, a way to lead the customers towards online 
banking. The customers also avoid possible queues when choosing this 
option (Clemes, Gan & Du, 2012; Sayar and Wolfe, 2007).  
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Internet banking, in most cases, replaces the visits to bank offices which 
allows the banks to reduce staff but also reduce the number of offices. From 
the banks point of view, the service therefor enables them to lower the 
operation and fixed costs and furthermore keep a profitable growth (Clemes, 
Gan & Du, 2012; Hernando and Nieto, 2007; Chung and    Paynter, 2002).  

There are a number of challenges ahead that the banks will face with the 
service of Internet banking. The banks will be forced to keep up with the 
continuous growth in IT and develop new, faster and better systems and 
functions to prevent loss in market share. On the other hand, they´re facing a 
struggle with keeping a secure service (Jarrett, 2015). But the winning 
concept is not limited to the service functions and security but also by the 
acceptance from the customers (Oruç & Tatar, 2017).   

- FACTORS IMPACTING THE USAGE OF INTERNET BANKING  
Earlier researches has showed that there are a number of factors impacting 
the customers decision to adopt Internet banking (Clemes, Gan & Du, 2012; 
Søilen, Nerme, Stenström & Darefelt, 2013; Chechen, Yi-Jen & Tung-Heng, 
2016)  

Søilen, Nerme, Stenström & Darefelt (2013) studied usage of Internet 
banking among different segments. They found that the usage differs 
between the segments and explains the possibilities behind the differences. 
They found two strong factors that varied between the studied groups. The 
factors that differed between the segments was trust in Internet banking and 
perceived lack of information. They showed that the observed group could be 
divided into three important segmentation, ages 18-25, above 65 and the rest. 
Their findings give an indication of the expected degree of usage and 
adoption between different segments and also how much information that is 
needed for these different groups. The segment between 18-25 will not need 
as much marketing and information as the segment above 65. They state that 
the younger segment are often more willing to take risks while the older 
segment will be more careful. They show a strong positive correlation 
between perceived information and perceived security (Søilen, Nerme, 
Stenström & Darefelt, 2013).   

Clemes, Gan & Du (2012) found in their research that the decision to use 
Internet banking seems to be a function of “convenience, user-friendly 
website, Internet access/Internet familiarity, marketing communications, 
word-of-mouth, perceived risks, price, self-image and demographic 
characteristics”. The strongest factor that influenced the adoption of Internet 
banking was a user-friendly website. Thereafter was the quality of marketing 
communications and third, perceived risks (Clemes, Gan & Du, 2012).  
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Earlier studies have found that the majority of the non-users weren’t aware 
of the functions and services in Internet banking. This might depend on 
poor marketing communications from the banks (Pra- sad and Armbaka, 
2009).  
 
Clemes, Gan and Du’s (2012) third most influencing factor was perceived 
risks. They show of the importance of risk-reducing strategies from the bank 
that will foster a high level of confidence in potential customers. They also 
found that young customers and individuals in the high-income segments 
are the most probable to use Internet banking (Clemes, Gan & Du, 2012).  

Chechen, Yi-Jen & Tung-Heng (2016) focused on the factors privacy and 
trust when investigation what influenced Internet banking adoption. They 
showed in their research that users privacy concerns were affected by their 
perception of online banking security vulnerability. They show that 
customers with trust in their physical bank will also have a trust in the 
Internet bank. Their results proved, on the other hand, that the customers 
were not affected by the perceived size of the institution and they didn’t find 
that privacy concerns would have an adverse effect on Internet banking 
usage (Chechen, Yi-Jen & Tung-Heng, 2016).  

3. METHOD 

The purpose of this study is to explore the usage of Internet banking and the 
difference between segments. The final aim is to obtain a deeper and 
enhanced understanding of the factors influencing Internet banking usage 
to explain why the adoption differs between segments. To fulfil the purpose 
of this research paper both primary and secondary sources will be gathered. 
The primary sources will be collected through an internet-survey, created in 
Google Forms. The questioned population were all over 18 years old and 
with some kind of bank-contract in Sweden. 217 respondents answered the 
survey that consisted of 20 questions, both open and restricted to selected 
answers. The survey started with some introducing questions about the 
respondents to make it possible to divide the respondents into segments. I 
had 5 questions regarding the individuals’ characteristics, such as gender, 
age, living situation and bank association. These questions were shaped to 
be completely emptying and mutually exclusive. The majority of my 
questions were more-options questions were the respondents could choose 
why they are/why they are not using Internet banking. In these questions 
there were between 5-7 stated answers but I also gave the opportunity to fill 
in an open answer. I chose this type of structure on the questions to avoid 
the respondents feeling pressured to choose one option. Through these 
questions I desired to get an explanation of the factors affecting the use of 
Internet banking.  
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To get a better understanding of the usage of Internet banking I also chose to 
ask the respondents if they use other alternatives to Internet banking, more 
specific if they use banking over telephone-call, via personal service in a bank 
office or banking apps. This was also used to get a greater explanation of the 
users and non-users. In this study I choose to separate Internet banking and 
banking through mobile apps, this to explore the difference between the 
usage through mobile VS computer. Before investigating the area I had an 
impression that we are shifting are focus, regarding banking services, from 
computers to mobiles.  

The survey was published and shared on Facebook via my homepage, 
through my friends’ profiles and also through different forums/pages on 
Facebook. This gave me the ability to reach as many different types of 
segments as possible with the limited amount of time. Although, this type of 
survey will give some limitations. For example I only reached individuals who 
uses Facebook and the majority of my respondents were a younger segment. 
Since I am studying which segments that are not using Internet banking it 
would have been better to send out the survey through post or share it in 
person to reach out to the people that doesn’t use Internet. This might not 
give me reliable answers and will be taken into account when drawing general 
conclusions from the study. Another bias that might affect the reliability in 
my empirical findings is the sex ratio. Almost 70% of the respondents 
answering the survey consisted of women.  

The secondary sources are grounded on scientific papers and case studies. I 
also collected data through one website were statistics about Internet usage 
was gathered. The secondary sources are used to understand and describe the 
empirical evidence but also to compare and find similarities and differences.  

The majority of the secondary sources used in this research paper were found 
through University of Halmstad’s databases Web of Science, Scopus, Emerald 
and Science Direct. Additional to these a collective of other databases has 
been used through Summon and Google Scholar. To determine which sources 
that is valid and trustworthy the help-button “Peer review” has been used. 
The keywords which been searched are: Internet banking, online banking, 
banking services, Internet banking adoption/usage and Internet banking 
segments.  

4. EMPIRICAL FINDINGS  

In my empirical findings I will review the collected data of the 217 answers 
from the survey. This chapter will be presented both in text and in diagram 
to make it easier to understand the data.   
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The first questions asked in the survey were connected to the characteristics 
of the respondents. These were used to give the opportunity to divide the 
respondents into segments.    

 
 
 

 

 

 

 

 

The first diagram shows the sex ratio in the survey.  As mentioned in the 
earlier chapter, women were overrepresented in this survey, which could be 
explained by the fact that the majority of my friends on Facebook are 
women.  

 

 

 

 

 

 

 

 

This diagram shows the age divisions of the respondents. As noticed, the 
majority of the respondents are in the younger segment between 18-30. This 
might be because the majority of my friends on Facebook are youths, but 
also since this segment is, in general, those who are active on Facebook.  
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The third question was asked to explain if the use of Internet banking differs 
between the individuals living situation. I choose this question because I 
thought there might be a correlation between the usage and living situation of 
the respondents, for example due to Internet connection or distance to the 
bank office. As showed above, respondents living in the countryside was 
underrepresented. This could be explained by the fact that many people living 
in the country doesn’t have access to Internet and might not have a computer 
or smartphone at home. This could be an eventual bias in this study.  

I also asked the respondents if they have access computer, tablet or 
smartphone in their home. This question was used to eventually explain if the 
respondents not using Internet banking might not have the option to get 
online. There were merely 2% of the respondents who didn’t have access to 
any of the above devices. This result would probably have been different if the 
survey was handed out in paper. 

 
The fifth question was chosen to find out if the conclusion of this report could 
depend on which bank the customers use. As showed in this diagram the 4 
most used banks are Swedbank (35,9%), Nordea (21,2%), SEB (12%) and 
Handelsbanken (9,2%).  



	 	

		
 

INTERNET 
BANKING		

 
- what 

influences 
Internet 
banking 

adoption?	
	

8	
	

 
The following questions were divided into 4 chapters; Personal service through 
bank offices, Internet banking, Banking through telephone-call and Banking 
through mobile-apps. As mentioned before, there are some biases that could 
have affected this result. Diagrams below show that the respondents use 
Internet banking and banking through mobile-apps in in greater extent than 
via personal service or through telephone-call. 

 

PERSONAL SERVICE                INTERNET BANK  
 

 
TELEPHONE-CALL MOBILE-APPS 

 
For these questions the respondents got a following question why and why 
not whether they answered yes or no. This was to achieve a better 
understanding and explanation of what they thought of each service and the 
factors behind their usage.   
 
The respondents who use personal service, 27 individuals, answered that 
they thought it was an easy service, time saving, reliable, trustworthy, 
appreciated personal contact and some valued the ability to withdraw and 
deposit cash. Overall most of the users found simplicity, personal contact 
and timesaving as the most influential factors when using personal contact 
at a bank office to complete their bank errands. I could also determine that 
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the respondents using personal service were all over 31 years old. The 
majority were in the age group 31-40 and 41-50, but I also found that all the 
respondents over 71 (5 individuals) used personal service. I could also 
distinguish that over 90% of the respondents using personal service either 
lives in the city or nearby I also found that all of the respondents that appears 
not to have a computer, smartphone or tablet at home, uses personal service. 
Most of the individuals using personal service either have Handelsbanken, 
Forex, ICA-banken or Länsförsäkringar as their main bank.  

The survey also showed that of those who did use personal service (27 
individuals) only 10 of those also used Internet banking. This shows that the 
majority of those who chooses to visit their bank office doesn’t use Internet 
banking.  I could also find that 15 of these 27 individuals using personal 
service also uses banking through telephone-calls but merely 5 are using their 
bank´s mobile-app.  

A total of 201 out of 217 from my survey are using Internet banking to 
complete their bank errands. The majority of the users have answered that 
Internet banking is a easy service (175), time-saving (108) and easy accessible 
(142). Over 70 respondents states that they use Internet banking because it’s 
free and because of the good functions the service provides. These 
respondents, who are using Internet banking, also got a following question 
about what functions they are using the service for. The majority of the 
respondents answered that the use Internet banking to complete 
transactions, to pay bills and balance check. There were additionally a lot of 
the respondents (169) that stated that they use the service to manage optional 
services, such as Bank ID and Swish. 

Most of the respondents who doesn’t use Internet banking states that they are 
not in the need of the service. These respondents have answered that they 
either uses personal service, banking through telephone-calls or via mobile-
apps. There are also some of the respondents who feel that Internet banking 
is difficult to use, unreliable, they don’t have access to Internet banking or 
they’re not aware of the functions. As mentioned earlier, there were 2% of the 
respondents who doesn’t have any access to the questioned devices. None of 
these 4 respondents answered that they use Internet banking, instead all of 
them use personal service via bank office.  

Worth to mention is also that over 92% of the respondents are using banking 
through mobile-apps, the mere 8% who doesn’t claim to not have the ability 
to use this service. The majority of these belong to the segment that doesn’t 
have a tablet or a smartphone but are also all over the age 41. I could also find 
that, of these respondents, 75% have banks who doesn’t provide the service. 
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5. RESULTS AND IMPLICATIONS 

To divide the users and distinguish segments was something made easily 
in this study. Although, as mentioned in the method, some biases have to 
be considered. Since the younger group of respondents were 
overrepresented and the fact that the survey only was shared through 
Facebook, my conclusions might not be objective. But after considering 
the biases in this report it is still possible to assume there is a correlation 
between the segments and the usage.   
 
What´s clearly determined in this study is that the younger segment, with 
access to either computer, smartphone or tablet, are the ones who 
constitutes the majority of Internet banking users. The younger segment 
is, on the other hand, also the ones who are gradually moving from 
Internet banking towards banking through mobile-apps. This is 
something I think will increase even more in the near future. This was 
also showed in IIS (2016) investigation last year on swedes Internet 
usage. Were shifting our focus on computers towards mobiles and tablets 
since, nowadays, more advanced services can be made in banking apps.   

It is a fact that older people doesn’t keep up with the technology in the 
same extent as the younger.  The youth is more up to date and are often 
early adaptors on new technology. The younger segment also seems to be 
more aware of the functions that the service provides, this is based on my 
answerers. Another conclusion is that the older segment doesn’t have the 
ability to use the service since they don’t have any devices to log in online. 
This proves Clemes, Gan and Du´s (2012) theory that younger people are 
more likely to adapt Internet banking.  

The majority of the respondents in my survey lives near the city, only 19% 
represents individuals from the country. This report might show of an 
even bigger difference between the segments if the proportion between 
the living situations were more alike. This could have indicated a larger 
amount of user of personal service, while the Internet banking usage 
probably would have been reduced. This is based on the fact that the 
quality and the possibility to get Internet connection is often reduced the 
farther you get from the city.  

I also found that the majority of the respondents not using Internet 
banking instead uses personal service, combined with banking through 
telephone call. This was also represented by they older segment which 
can be explained by habits. These individuals are used to visiting the 
office and therefor it feels safe and easy. This segment might also feel that 
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they have the time to perhaps have to wait in line at the office. My theory 
is also that the older segment combines personal service with banking 
through telephone-call for small and easy errands like balance check and 
transactions between personal bank accounts. The older segment also 
priorities personal contact, reliability and the option to withdraw and 
deposit cash.  This is proved by my study.  

Clemes, Gan and Du (2012) states that Internet banking simplifies 
banking in the means that the service saves time and, in an easy way, 
provides almost all the functions that we´re offered through personal 
service.  The survey shows that the younger segments priorities 
availability of the service, time saving, good functions and fee free 
services. I believe the younger segment is, in general, more busy and also 
more used to technology and therefor has higher demands. There used to 
services being easy accessible as well as fast and therefore appreciates the 
fact that Internet banking can be made everywhere and saves time. This 
is also proved by the researchers Clemes, Gan and Du (2012) as well as 
Sayar and Wolfe (2007) that states that Internet banking is an attractive 
service for customers due to low fees and the chance to avoid queues in 
bank offices.   

My results from the survey showed of differences between the usage of 
Internet banking depending on which bank the respondents have 
contracts in. Most of the individuals using personal service either have 
Handelsbanken, Forex, ICA-banken or Länsförsäkringar as their main 
bank. These respondents represented a minor amount of those who uses 
the Internet banking service. One explanation could be that 
Handelsbanken and Forex are the only banks to offer cash and where it´s 
possible to do withdraws and deposits. My study also showed that these 
respondents who have contracts in these banks additionally constitutes 
90% of the older segment.  

Another possible explanation to this result is that Länsförsäkringar have 
many bank customers who also have different types of insurances. These 
customers might visit the bank offices to furthermore get the opportunity 
to discuss their insurances. Länsförsäkringar also focuses on the 
availability and the opportunity to be close to their customers. Therefor 
they have a lot of offices also in smaller towns.  

That the usage of Internet banking would differ between segments has 
also been concluded by the researchers Søilen, Nerme, Stenström & 
Darefelt (2013). They found that the factors trust and lack of information 
played a crucial role in the Internet banking adoption.  They believe that 
the younger segment is more willing to take on risks. They also found that 
there was a correlation between perceived security and perceived 
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information. Their study showed of what degree of adoption that could be 
expected depending on the degree of information that was given to each 
segment. This study has showed a lot of different factors that affects the 
adoption of Internet banking, although it is possible to determine the 
ones that are the most influential. My finding strengthens the theory of 
Søilen, Nerme, Stenström & Darefelt (2013), that perceived information 
plays a crucial role. I found that the younger segment were more aware of 
the functions in the service than the older segment. The older segment 
was also the ones who answered that they abstained the service since it 
was unreliable. My conclusion is that trust is the most influential factor 
on Internet banking adoption. But trust is also dependent on the 
perceived information and therefor marketing of the service is necessary 
to attract the older segment. This assumption was also found by the 
researchers Clemes, Gan & Du (2012) as well as Prasad and Armbaka 
(2009).  

For many of the customers in the older segment a security is one 
depending factor that influences their usage of personal service. They feel 
secure at the office because they’re offered help and since they trust the 
bank staff. But my perception is also that some of the non-user of 
Internet banking feel unsure about their bank overall. These are 
individuals who rather have their money in their mattress and who 
doesn’t trust banking. For these people Internet banking probably feels 
even more unreliable.   

After researching the subject and executing this study I think it is 
important to follow the technology as soon as possible and adopting the 
new services in an early stage. The technology will only move forward and 
probably in a continued increasing phase that will make it harder and 
harder for the non-users to adopt. I also believe the banks in a near 
future will stop having offices open for their customers, expect for booked 
meetings, and will limit their services to the Internet bank. The Internet 
bank will expand as well and soon, I believe, it will be possible for the 
customer to perform almost any errand online. 

 

5. FURTHER STUDY 

To be able to get a more valid and reliable study I believe the survey 
should have been distributed differently. If handed out paper other target 
groups would have been reachable. My conclusions would probably be in 
the same directions only more certified. I believe I would have found an 
even clearer correlation between the usage of the different segments. Its 
also possible the usage of personal services through bank offices would 
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have increased. Another limitation with this study is the fact that 
Swedbank’s customers were overrepresented. A more even distribution 
perhaps would have made it possible to determine connections between 
the usage in different banks.  I believe there are variances since many of 
the banks have reached different levels regarding the development of the 
service.  

I believe a bigger quantitative study also would have implicated in more 
valid results and would have given the opportunity to make more general 
conclusions. Although, to get a deeper understanding of the factors and 
to give suggestions for improvement of the service a qualitative study 
would be more appropriate. For further studies it would be interesting to 
ask questions via semantic differential scales or perhaps through a likert 
scale. That would give better opportunities to examine the respondents’ 
feelings and perceptions about the service. I would focus more on the 
respondents perception of the safety of the service but also their overall 
satisfaction with their bank. This would give me a better understanding 
of the respondents trust towards the bank overall but also towards the 
particular service.  
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