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This chapter shall review the literature of the following objectives:	
i. To evaluate and analyse existing academic literature concerning the different motivations for the adoption of internet banking between Generation Y (Gen Y) and Baby Boomers (BB);
ii. To examine the role of Gen Y and BB’s trust with regard to the use of internet banking and then to examine how trust might be developed to increase the use of internet banking. 

Several different sources shall be included to compose this chapter, some of these sources are academic theories and models, journals, relevant data accumulated from newspapers articles and websites; definitions shall be given to elaborate various models and after that these will be applied and described to the primary objective. The chapter shall address Internet Banking (IB), factors influencing Gen Y and Baby Boomer’s behaviour towards internet banking supported by means of the academic theory.

This study specifically distinguishes between Generations Y and Baby Boomers in terms of their factor of adoption on internet banking. Generations Y (Gen Y) will represent the younger group of consumers, they also referred as millennials and they are currently aged 20-35 or born between 1980 and the end of 1994. They are called Generation Y, because they follow on from Generation X (born 1965-1979) (McCrindle et al., 2010). Meanwhile baby boomers’ generations represent matured of the group, born between the years of 1946 and 1964, Baby boomers were named for an uptick in the post-WWII birth rate (McCrindle et al., 2010).

[bookmark: _Toc32240724]2.2 Diffusion of internet banking 
Internet banking is also known as electronic banking, e-banking, virtual banking (Furst et al., 2002), for the purpose of this thesis these terms shall be considered synonymous with no meaningful distinction. Internet banking refers to the usage of any computer/mobile devices to perform bank transactions and any banking-related services such as: checking on account balance, payment through smartphones, mobile phones, and any other electronic devices (Laukkanen, 2007). 
The internet has permitted financial services to be distributed through new channels, for example ATMs, telephone and internet banking. As a consequence, banks have the possibility to offer products and services in the absence of human touch and at very low cost (Thornton and White, 2001).
Internet banking is being adopted by consumers all around the globe since its first introduction in the ‘90s (Karjaluoto et al., 2003). This banking transactions channel gives the possibility to its users to access to bank services directly from anywhere in the world, this also lowers costs and eliminates the anxiety caused by carrying cash (Al-Somali et al., 2009). 
The majority of people who use internet banking use this facility to inquire about their outstanding balances, to check their current or savings accounts as well as and details in regard to their latest or last transactions (Lee et al., 2005). Having the possibility to check account’s balances from a computer or a phone has been easier, as a result, banks have reduced operating costs and also work hours for employees at call centres and local branches with reference to frequently and repetitive questions (Jolly, 2016). 
The impact of technology is quite intense as businesses need to keep it up with the fast changes; according to Moore’s law, the pace of technological progress speeds up exponentially over the time because there is a common force driving it forward (Schaller 1997). Banks are at all times adapting to new technological innovations which help perform in a highly competitive environment. Hobe and Alas (2015) stated that innovation is considered to be one of the key profitability drivers of banks and it is becoming a principal factor in performance and competitiveness. Beccalli (2007) has also noted that the performance of the banking sector is significantly impacted by means of the investment in information technology and innovation. Consumers at all times look with reference to improvements which will satisfy their needs and internet banking has been a massive solution for banks and to their customers.

[bookmark: _Toc32240725]2.2.1 Age-related factors and internet banking


Studies have concluded that the effects of the customers’ demographic characteristics such as age, gender, and income level on their attitude toward different banking technologies and individual adoption of new technology (Alashban and Burney, 2011) (Akinci, Aksoy, and Atilgan, 2004) (Czaja and Sharit, 1998).

This section shall now demonstrate how customers' demographic characteristics affect factors along the lines of banking and technology. A study in Turkey has found that age is a vital factor that influences the usage of internet banking; mid-aged people use more internet banking services than the younger and older population (Akinci, Aksoy, and Atilgan, 2004). 

According to Shine (2003), older people are less competent and less in control when it comes to using phones or/and any other devices correlated with technology; younger people adapt to new technologies faster and their involvement using new technology will be influential on consecutive adoption of new technology (Czaja and Sharit, 1998). Age has some correlation with the computer usage pattern of users and also the source of assistance (Czaja and Sharit, 1998). 
Meanwhile, Kleijnen, Wetzels, and Ruyter (2004) have found that the age of a person has a moderation effect on perceived ease of use and perceived usefulness (see technology acceptance model below).

Be that as it may, despite the agreement that age influences internet adoption, research in age and IB has also included some contradictory results. Rosen and Maguire (1990), for example, have argued that there was not enough evidence to validate the acceptance that younger users will have a much more decisive attitude and experience less anxiety toward the use of IB than older people; however this research was studied in the 90s when IB was uncommon amongst users.
Prescott (1994) has also noted that age does not have a significant effect upon attitudes toward technology, which suggests any person of any age can learn to use mobile devices or computers, therefore online banking services should be easily adaptable. Teenagers use fewer complex computer functions than adults, this is because of the fact that adults were found to have a higher usage level of personal computers which explains why they use much more complex functions on their computers (Rosen and Weil, 1995).  Times (1996) and Kerem (2002) have demonstrated that internet users are a usually young adult and that they would utilise innovative banking services, at the same time Ramayah and Koay (2002), have researched the contingency of the adaptation of IB decreases by means of the age of the family members.  

other research has shown that the baby boomers are less advantaged when adapting to the use of technology, therefore getting used to online banking services (Spacey et al, 2004).  Al-Jamal & Abu-Shanab (2015) has concluded that the age of a certain individual is a powerful predictor of the intention to use technology. These studies have suggested that businesses will improve consumer attitudes to new internet service applications in the event that they comprehend that such involvement implicates a process of adjustment as well as learning over time, and not merely the adoption of new technology. 

Many models to investigate the individual acceptance behaviour on Information technology and Information systems were introduced, Technology acceptance model (TAM) (Davis et al, 1989) was one of the most useful ones as it examines the individual technology acceptance behaviour in different information systems constructs.

[bookmark: _Toc32240726]2.2.2 Technology acceptance Model (TAM)
The Technology Acceptance Model (TAM) was developed and introduced by Davis (1989), it is one of the most popular research models that help predict use and acceptance of information systems and technology by users individually. 
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Figure 1: Technology acceptance Model (TAM) Davis (1989).


There are two principal factors in the TAM model which are the most important determinants of actual system use, these are perceived usefulness (PU) and perceived ease of use (PEOU).

Perceived usefulness is defined by Davis as the prospective user’s subjective probability. In contrast, perceived ease of use is defined as the degree to which the prospective user expects the target system to be completely free of effort (Davis, 1989).  

Both factors are influenced by external variables: social, cultural and political factors. Social factors include language, skills and facilitating conditions and political factors are the impacts of utilizing technology in politics and political crisis. The attitude to use involves the determination by means of the consumer of the desirability of using a particular application of the information system. The measure of the likelihood of an individual adopting to reach the application is, as a matter of fact behavioural intention (Davis, 1989).

[bookmark: _Toc32240727]2.3 Online banking security 

Technology, age, gender or level of education are not the sole factors affecting people’s decision behind the use of internet banking services, people are cautious about this also because of different reasons (Amin, 20010). One of these reasons is online banking security. According to Gelman (1998), the information sent over the internet has a high chance to pass through dozens of different technological systems on the way to its destination. This does not feel safe and the consumer would not want to use things that may put at risk their bank account. 
Some customers may feel safe because of the password or passcode which serves as the first level of protection and it is digitally sent separately on their email address, phone via message or post for various security purposes (Amin, 20010). However, this is not helpful for organisations as many financial institutions face great danger as online banking can lead to fraudulent behaviour 80% of global phishing attacks in the past 10 years have targeted the financial services sector (Martins et al., 2014). 
Different observations have led to very similar conclusions, according to Hain (2003) non-internet banking consumers were more concerned in regard to privacy issues than internet banking consumers. Meanwhile, ACNielsen (2019) have found that female users are mainly concerned about internet banking security rather than male users. Regardless these demographics characteristics trust in internet banking services has gained trust through long-term internet use (Chu et al., 2012).
[bookmark: _Toc32240728]2.4 Adoption of internet banking among generations

This section shall now elaborate certain attributes towards customer perspective on adoption or non-adoption of internet banking thus merely objective is to identify factors that affect the adoption of internet banking.  According to Reisenwitz (2007), baby boomers and those who are on lower incomes are the least to adopt online services such as IB, especially people from rural areas.  Some of them also face problems such as difficulties to integrate with the banking system or getting used to these mobile technologies such as touch screen. On the contrary, Gen Y may have different issues such as lack of awareness of IB services. This may occur because of the lack of use of online banking apps, those with a lower education level might face these issues constantly (Aboelmaged & Gebba, 2013).  

[bookmark: _Toc32240729]2.4.1 Influences on Consumer Adoption of Internet Banking 

New technology adopters are usually younger ones, and they normally have a good income, appropriate level of education and more reactive to innovation than the non-adopter (Nath 2003). According to Nath (2003), trust is related to consumer judgement on security and privacy issues therefore it is one of the main elements that influence the adoption of internet banking services. However, few things are influencing the adoption of online banking services that affects everyone, Gen Y and even Baby boomers. Some of these are the following: Compatibility, Trialability and Social Influence.

2.4.1.1 Compatibility 

Compatibility is defined as the innovation matching the existing values, experience and current needs of the potential adopter (Dauda et al., 2015). An individual’s job responsibilities and value system should all be matched with the innovation (Saloner et al., 1985). Internet, in this case, can be described as a delivery channel that is compatible with the modern-day banking customer, who is very likely to be familiar with the internet; therefore, more people utilise the internet and they also perceive that the internet is compatible with their lifestyle. Thus, the individual is more likely to adopt to interment banking services (Tan and Teo, 2000).
2.4.1.2 Trialability 

Trialability has affected internet banking adoption. Trialability is the degree to which an invention may be a subject to minimal experimentation (Rogers, 1987). 
Those adopters that can experiment with and innovation are more likely to feel comfortable with the innovation and more likely to adopt it (Rogers, 1987).
Therefore, in the event that the opportunity to try the innovation was given to the customers, certain fears of the unknown may be minimized (Tan and Teo, 000).

2.4.1.3 Social Influence 

Social influences are the more likely to influence people and it can occur through the face to face communication. The opinion of friends or the influence of the family are all considered to be social influences (Du Plessis and Rousseau, 1999). In the concept of internet banking, the social pressures play an important role, whilst it would be extremely difficult to understand how a particular group may influence an individual in the adoption of the internet banking (Cheung, Chang and Lai, 2000).  

Most of the researchers identified the following factors are strongly influenced by the customer adoption of the internet banking system (Cheung, Chang and Lai, 2000).

Tan and Teo’s (2000) survey of internet users employed Ajzen’s (1985) theory of planned behaviour as well as Rogers’ theory of innovation diffusion (DOI) and determined the main influences which are the following: compatibility, the perceptions of relative advantage, risk and trialability.
[bookmark: _Toc32240730]2.4.2 Rogers’ theory of innovation diffusion (DOI)

Rogers’ theory of innovation diffusion (DOI) may help understand operative forces in consumer internet banking adoption (Rogers, 1995). DOI originated in communication to explain how a product achieves momentum and diffuses throughout a particular population or social system. This diffusion concludes that people, as part of a social system, adopt a new idea, behaviour, or product (Rogers, 1995).

Understanding the aspects of the target population is crucial because of the fact that will support or block the adoption of the innovation; “there are five established adopter categories and there are different strategies used to appeal to the different adopter categories (Rogers, 1995).
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Figure 2: Rogers’ theory of innovation diffusion (Rogers, 1995).


1. Innovators - These are people who want to be the first to try the innovation, these people are often the first to develop new ideas (Sahin et al., 2006).
2. Early Adopters - These are people who represent opinion leaders, are already aware of the need to change and so are comfortable adopting new ideas. Procedures to appeal to this population include how-to manuals on implementation. They do not need any advice to persuade them to change (Sahin et al., 2006).
3. Early Majority -These people adapt to new ideas before the average person. They are willing to adapt to innovation, but they need to see evidence which demonstrates that the innovation will work (Rogers, 1995). Strategies to appeal to this population include success stories and evidence of the effectiveness of the innovation (Rogers, 1995).
4. Late Majority - These people are suspicious of change and will only adopt an innovation after it has been tried by the majority. Strategies to appeal to this population include concrete information on how others have tried the innovation and have adopted it successfully (Rogers, 1995).
5. Laggards - These people are bound by tradition and very conservative. They are the hardest group to bring on board. Strategies to appeal to this population include statistics and pressure from people in the other adopter groups (Rogers, 1995).
Based on this model, it is theorised that product characteristics are crucial in the diffusion process. The main concern of this innovation diffusion research is how innovations are adopted and why are they being adopted at different rates (Rogers, 1995).

According to Rogers (1995), four major elements have the ability to influence new product diffusion: the innovation characteristics, social systems, communication, and time. Gen Y and BB could fall into any of these five adopter categories depending on their situations because of the fact that their behaviour towards innovation is highly influenced by various influences, such as social influence, which were all previously discussed.







There is a great deal of literature concerning the adoption of internet banking which demonstrates that this is a multivariate issue (see diagram below). However, whilst age is a factor, there is insufficient work which compares intergenerational motivations for the adoption of internet banking. This study seeks to address this paucity of the research.
The diagram below will form the basis of the questions for this dissertation with a particular focus on how the individuals to either Gen Y or BB impacts this adoption. 
Generations Y (Gen Y) and Baby boomers are two types of consumers, both overtly different in comparison with one another in term of lifestyle as well as decision-based behaviour (Kumar & Lim, 2010).  This research shall conduct to identify the differentiation perceptions between these two generations in adopting on internet banking.  
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The chapter has shown that the demographic characteristics have a major impact on the behaviour of Gen y and BB towards technology adoption and online banking. However, with the internal nature of the theories and models, there is no specific conclusion behind the behaviour towards the adoption of internet banking.  
Different theories have determined the reasons behind an individual adapting to online banking services. Technology adoption is highly important because it is the transportation that allows people to rapidly adapt to the fast-changing world. 
By gaining a better understanding of the factors affecting technology adoption, therefore internet banking it, will help this research predict and control who adopt, why and under what conditions. Further researches are needed to determine what factors have an influence on Gen Y and Baby boomers’ behaviour towards the use of internet banking. 

The best practices for the methodology of data collection and analysis shall be discussed and evaluated on Chapter 3, these will be utilised by means of the researcher in gathering data on how two different generations, such as Gen Y and Baby boomers, adopts on the use of internet banking.
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