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Abstract

The rapid development of internet had led to many new possibilities and
it has affected many sectors including banking sector. Thus, online
banking is introduced to ease customers’ transactions and eventually
replacing physical banking outlet overtime. To sum up, this study is to
identify the relationship between the four independent variables
including security, perceived usefulness, perceived ease of use and trust
and the dependent variable which is the use of online banking among
generation X in Klang Valley. This research is conducted around Klang
Valley and the total number of sample size selected is 106. The collected
data is analysed for Pearson Correlation Coefficient in order to determine
the relationship between the studied variables. The findings of this
research showed that security, perceived usefulness, perceived ease of
use and trust has a significant relationship towards the use of online
banking among generation X with r value of 0.241, 0.757, 0.645 and

Article History

Article Received: 24 July 2019
Revised: 12 September 2019
Accepted: 15 February 2020
Publication: 16 April 2020

0.482 respectively.
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1. Introduction

Online banking is also known as internet banking. It
provides a platform for the bank customers to access their
account through the internet to manage their bank account
or to do online transactions. According to Pang [1], he
stated that the revolution of the electronics in the bank
sector in Malaysia will starts in 1970°s. In June 2000,
Central Bank of Malaysia, BNM granted the permission
to locally owned commercial banks to offer online
banking services. Maybank is known as the largest
domestic bank in Malaysia. Maybank is also the first
bank in Malaysia that offers online banking service at its
own portal at www.maybank2u.com. But now most of the
commercial banks in Malaysia now have stable their own
web. Malaysian find out now days in the year after 2017,
they have found out online banking become much more
convenient, fast and easy [2].

Online banking services enabled a variety of services
including banking enquiry functions, bill and credit card
payment, funds transfer, balance inquiry and many more.
Bank also provided customer service support through e-
mails and telephone lines but it is only available from
06.00a.m. to 12.00a.m. midnight [3]. Malaysia internet
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user grew from 2.5 million at 2006 to 24.5 million at
2017, many banks invested on online banking services
providing their customers another platform to access their
account [4]. E-Business is implemented in business
strategies by many businesses to better survive in the
evolving market. According to Shih and Fang [5], internet
banking is described as a new type of system that utilizes
innovative resources of the internet and World Wide Web
(WWW) allowing the customer to carry out financial
activities in virtual space. The number of online banking
users and the market is forecasted to grow significantly in
the coming years. Some of the developed countries may
have better online banking system but countries such as
Vietnam are still struggling to develop their information
technology (IT) infrastructure [6].

There are a few factors that appeared to influence
consumers into using online banking for their monetary
activities. The study done by other researchers found out
that security (SE) is associated towards the use of online
banking and should be concerned while increasing the
banking penetration [7]. Serafin and Ricolfe[8] in their
study stated that SE is the major influencing factor
towards the use of online banking. According to the
research by Harrison, Onyia, and Tagg[9], SE is also

11425


http://www.maybank2u.com/

T IEST

ngineering & Management

included as a factor influencing the adoption of online
banking. Perceived usefulness (PU) is to prove that in
another way of changing or help from the technology
there are more useful and much more convenience for the
consumer [10]. Hence, the study of Maditinos et al. [7]
claimed that (PU) is not the most important factor when it
comes to the use of online banking. This is supported by
Sharma and Govindaluri[11] who had also identified that
PU is having the least influences towards the use of
online banking. However, Santouridis and Kyritsi[12]and
StanistawSzopinski [13] had proved that PU is having the
most significant effect towards the behavioural intention
to use for online banking. This showed that PU is found
to be having a different level of effect towards the
behavioural intention to use for online banking in
different research.

Chong et al. [6], defined perceived ease of use
(PEOU) is the degree to which a person believes that
using particular system would be free from effort. The
research of Chong, Ooi, Lin, and Tan [14] asserted that
perceived ease of use PEOU contributed towards the use
of online banking but it has a weak correlation.
Nonetheless, Sikdar, Kumar, and Makkad[15] disagreed
with this and outed that PEOU is a key factor contributing
towards the adoption of online banking. Besides that,
PEOU also influences the second key variable, the PU
[16]. In the previous studies done by Amin [17], he found
out that PEOU has a positive effect on PU. Online
banking PEOU can let consumers feel to do online
banking rather than go to the banks. The study of
Loureiro, Kaufmann, and Rabino[18] found that trust
(TR) is not a factor influencing the use of online banking.
In later years, the research of Sikdar et al. [15] said
otherwise since their research had identified TR as one of
the major aspects in the usage of online banking.

The differences found in these previous researches
showed that there is a room for this research to be
conducted. Thus, security, perceived usefulness,
perceived ease of use and trust is chosen as the four
factors that are affecting the use of online banking in this
study, which is conducted among generation X of Klang
Valley.

2. Methodology
2.1 Research Design

In this research, there are 4 independent variables studied:
SE, PU, PEOU and TR to discover whether these factors
affect the use of online banking. Data needed in this
research was primary and quantitative in the form of
questionnaire. The questionnaire is distributed to
generation X specifically in Klang Valley. The theoretical
framework of this research is shown in Figure 1.
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Figure 1: Theoretical framework of the study

2.2 Population and Sample

The questionnaire is distributed to generation X in Klang
Valley [20]. The possession of a bank account is
important as this research aims to study the use of online
banking. The sample size of this research is set at 100.
Purposive sampling used in this research is homogenous
sampling where the selected population have a shared
characteristic. The shared characteristic among the
population is generation X and using online banking.

2.3 Data Collection

In this research, the data collected from the questionnaire
was primary data. The questionnaire discussed about the
factors and its affect towards the use of online banking.
The questionnaire was a 5 points Likert-scale scaled from
1 Strongly Disagree, 2 Disagree, 3 Neutral, 4 Agree to 5
Strongly Agree [17]. The questionnaire focused on
questions about dependent and independent variables of
use of online banking.

To test the reliability and validity (Tan and Ooi [20];
Teo et al. [21]) of the questionnaire, a pilot testing was
done before distributed to the respondents. The main
purpose of conducting this pilot test is to ensure that the
respondents answering the questionnaire really
understand the questions [22]. To prevent inaccurate
result, a question is included in the questionnaire stating
that only people that falls under generation X (born in the
year within 1961 to 1981) shall proceed with the
questionnaire [23]. The questionnaire consists of 19
questions related to the factor affecting the use of online
banking and it is distributed within Klang Valley.

2.4 Data Analysis

In this research, IBM Statistical Package for Social
Science (SPSS) Version 21 and Microsoft Excel is used
to analyse the data collected from the public using online
questionnaire. While in hypothesis testing, Pearson’s
correlation analysis is applied as it is a strength
measurement of association between two variables. The
level of significance selected is at P<0.05. Hypotheses
that had P value higher than 0.05 are rejected.
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Hi: The relationship between SE and use of online
banking in Klang Valley is significance.
Hz: The relationship between PU and use of online
banking in Klang Valley is significance.
Hs: The relationship between PEOU and use of online
banking in Klang Valley is significance.
Hs: The relationship between TR and use of online
banking in Klang Valley is significance.

3. Results and Discussion
3.1 Pearson Correlation Coefficient Analysis

Table 1 presented the results of Pearson Correlation
Coefficient Analysis for the variables.

In the table, the coefficient of SE to use of online
banking is 0.241 with the significance level of 0.05.
Referring to Table 1, correlation that falls between £0.21
to £ 0.40 has a weak relationship. This showed that SE is
had a weak correlation in affecting the use of online
banking among generation X in Klang Valley. Thus, Hj is
accepted.
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The coefficient of PU to use of online banking is
0.757 with the significance level of 0.01. This correlation
value is between +0.61 to + 0.80, which indicated a
strong relationship. This showed that PU is having a
strong correlation in affecting the use of online banking
among generation X in Klang Valley, hence H; is
accepted.

As for the coefficient of PEOU to use of online
banking, the obtained value was 0.645 with the
significance level of 0.01. With reference to Table 1, this
correlation has a strong relationship since the value falls
between +0.61 to + 0.80. This revealed that PU is having
a strong correlation in affecting the use of online banking
among generation X in Klang Valley. Thus, Hs is
accepted.

The coefficient of PEOU to use of online banking is
0.482 with the significance level of 0.01. This correlation
value that falls between +0.41 to + 0.60 is having a
moderate relationship. This showed that PU have a
moderate correlation in affecting the use of online
banking among generation X in Klang Valley, Ha is
accepted.

Table 1: Results of Pearson Correlation Coefficient Analysis

SE PU PEOU TR DV
SE "
Pearson Correlation ! 0.330 - - x
Sig. (2-tailed) 0.001 0.425 0.531 0.241
N 106 106 0.000 0.000 0.013
106 106 106
PU .
gfgr?gf‘t;&g;'at'on 0.330" 0684 | 0477 | 0.757"
N 0.001 106 0.000 0.000 0.000
106 106 106 106
PEOU
Pearson Correlation - - 1 - -
Sig. (2-tailed) 0.425 0.684 0.646 0.645
o 0.000 0.000 106 0.000 0.000
106 106 106 106
TR .
gfar?g?tgg;"a“on 0.531™ | 0.477" | 0.646" 0.482"
o 0.000 0.000 0.000 106 0.000
106 106 106 106
DV .
gfarigf‘t;gé)e'a“o” 0.241" 0.757" | 0.645” | 0.482"
N 0.013 0.000 0.000 0.000 106
106 106 106 106

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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3.2 Overall Discussion
3.2.1 Security (SE)

The result of this research showed that SE is positively
related to the use of online banking among generation X
in Klang Valley with correlation of 0.241. The positive

relationship between SE and the use of online banking
showed that generation X is concern with the security
when they use online banking services. This imply that
when the generation X perceived that the online banking
is safe to use, the higher chance that they will use the
online banking service.

According to Maditinos et al. [7], their studies found that
SE is contributing towards the use of online banking. This
indicated that the SE is an affecting people during the use
of online banking. In relation to this study, SE is
identified as the weakest correlation. In other words, SE
is the least influencing towards the use of online banking.
Serafin and Ricolfe[24] did a similar research with the
findings that showedd SE with a correlation of 0.51
towards use of online banking which meant that the
relationship between the two variables are moderately
correlated. They also claimed that a quarter of users do
not perform transaction online due to security reasons.
They believe that by linking other aspects with security, it
will be able to bring interesting synergies.

3.2.2 Perceived Usefulness (PU)

The result of this research proved that PU is positively
related to the use of online banking among generation X
in Klang Valley with correlation of 0.757. The
relationship between PU and use of online banking is
positive. Thus, PU is one of the factors that can directly
affect the use of online banking among generation X in
Klang Valley. This also implied that generation X will
use online banking when they perceive that it is useful.

Maditinos et al. [7], also obtained result from their
study that PU is had a positive relationship towards use of
online banking. However, PU is not identified as the most
contributing factor. The correlation of PU is 0.39 which is
weak correlation when related to this study. Nevertheless,
the finding of this study stated that PU is having
correlation of 0.757 which is having a strong correlation
towards the use of online banking. In this study, PU is
identified as the most influencing factor among the others.
Maditinos et al[7] also mentioned that PU should be
utilized in the advertising to highlight the service range
offered to influence the audience.

According to the research of Sharma and
Govindaluri[11], they identified PU as the least
contributing factor with correlation of 0.31 towards the
intention to use. This indicated that PU is not the most
concerned factor compared to the others. However,
referring back to this study, the correlation of PU is 0.757,
and is the most influencing factor among all.
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3.2.3 Perceived Ease of Use (PEOU)

The result of this research showed that PEOU is
positively related to the use of online banking among
generation X in Klang Valley with correlation of 0.645.
This relationship between PEOU and use of online
banking is positive. Thus, PEOU can be identified as one
contributing factor towards the use of online banking
among generation X in Klang Valley. This suggested that
generation X will have a higher chance of using online
banking when they perceived that online banking is easy
to be used.

According to Chong et al. [14], PEOU is not
contributing towards the use of online banking. Instead,
PEOU is indirectly affecting intention to use online
banking through its effect on PU. The correlation of
PEOU in their study is 0.04. Compared to this research,
correlation of PEOU is 0.645 which is having a strong
correlation. In this research, PEOU is the second most
influencing factor towards the use of online banking.

In the research of Sikdar et al. [15], they found out
that ease of use is the key contributing factor towards
intention to use with 0.81 correlations. With a slight
similarity to this research, the correlation of ease of use is
0.645, strongly correlated towards use of online banking
but not as strong correlated as the findings of the research
of Sikdar et al. [15].

3.2.4 Trust (TR)

The result of this research presented that TR is positively
related to the use of online banking among generation X
in Klang Valley with correlation of 0.482. The
relationship between TR and use of online banking is
positive. Thus, TR is identified as one of the contributing
factors towards the use of online banking among
generation X in Klang Valley. This denoted that
generation X tends to use online banking when they trust
the online banking system.

Work done by Chong et al. [14] had identified TR as
part of the online banking adoption. Chong et al [14] also
emphasized that the banks should make sure that the
banking system are developed fully and personal
information should be protected. The correlation of TR is
found to be 0.243 and it is moderate correlation in the
research.

Sikdar et al. [15]’s study had also reported TR as a
contributing factor. However, the result of their research
showed that TR is having a correlation of 0.686. Sikdar et
al. [15] had also mentioned that response time of an
online banking affect the level of TR. Not only that, they
had also proposed website safety and data encryption
should be focused in order to achieve a highly secure
banking website.

4. Conclusion

Based on the study conducted on the four influential
factors affecting the online banking usage of generation X
in Klang Valley, it is found that all the four factors do
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have a positive relationship in impacting the dependent

variable.

Nevertheless, only two factors (perceived

usefulness and perceived ease of use) had a strong
relationship while one had a moderate relationship (trust)
and the other was a weak relationship (security). Among
the two strong relationships, perceived usefulness had a
even stronger correlation with a value of 0.757.
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