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CHAPTER 1 

INTRODUCTION 

This particular research is based on determining the factors have an impact on the acceptance of 

internet banking in Mauritius while using the TAM model. As discussed below internet banking  

is described as the access to one's account information and make transactions by using other 

banking services through internet (Krauter and Faullant, 2008). Internet banking also known as 

online banking has numerous features such as transferring funds between linked accounts, payment 

of bills, repayments of enrollments, sale and investment purchase. The main areas of focus are 

background of study whereby the internet banking is defined followed by some statistics across 

the world. The problem statement also highlighted whereby the main reason for the unwillingness 

of adopting internet banking is enumerated. Next, the research objectives and research questions 

are listed. Eventually chapter 1 is summed up with the research outline and conclusion. 

1.1 BACKGROUND OF STUDY 

The development of internet technology has led internet banking indispensable that plays a central 

role in e-payment. The internet banking offers the customers an online transaction platform that 

supports the applications of e-commerce (Lee, 2008), an example is online auction. 

Internet banking also enables the clients to perform various banking transactions electronically 

using the website of the banking, faster, anywhere and anytime (Krauter and Faullant, 2008).  

It is anticipated that sixty retain banking transactions will be done online in a time frame of ten 

years (Gerrard and Cunningham, 2008). A study of Sathye (1999) revealed that 30% of corporate 

customers and 20% of retail will use a form of internet capability in the next five years.  The study 

further claims that internet banking has a lower cost when compared to traditional delivery. The 

average banks therefore operate at 50% to 60% while the internet banks operate at a ratio of 15% 

to 20% (Sathye, 1999). The banks can save substantialthe costs that are involved in operation by 

encouraging the customers to use internet for their banking transactions. Sathye (1999) stated that 

telephone and software companies will show much interest in entering the internet banking market.  



In addition, the study of Gerrard and Cunningham (2003) analyses the number of current users and 

anticipated users to determine the success of internet banking. For instance, it is reported that in 

the United States of  America more than 10 million customers use online PC banking and the 

authors expected that the number will grow to 35 million users by 2003. Similarly, in United 

Kingdom it is perceived that 7% customers use the PC based internet banking which is expected 

to grow to 28% in 2004.  Countries such as Norway, Germany and Sweden have similar figures to 

UK. Eventually, in Singapore 15% customers use internet banking in 2000 and the figure is 

expected to rise to 20% by 2002. Referring to the developed countries, internet banking is 

becoming an established service whereby growth is undoubtedly expected.  

Referring to below Figure 1.0. it is clearly perceived that the number of internet banking users in 

most of the countries is more than 50%. The Figure 1.0. clearly exemplifies that Denmark has the 

most number of internet banking users followed by Netherlands and Finland. However, in 2017, 

it is evidently seen that that Romania and Bulgaria have the least number of internet banking users.  

 

 

Figure 1.0. - Internet Banking Statistics in 2017 

Source - ec.europa.edu (2017) 

 


