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Abstract
Purpose – In the ever fast-changing modern world, through the use of digital banking services (DBS), the old
concept of banking in a traditional way has been completely changed. It was made possible through the use of
modern artificial intelligence embedded technologies. It was done to meet the ever-growing demands of customers
through more user-friendly and time-saving uses of technologies. This paper aims to uncover and analyse the
factors affecting the adoption of digital banking services by rural micro small and medium enterprises (MSMEs).
MSME is one of the most active sectors in India. It plays an important role in the economic development of the
country through exports and domestic supplies and by creating employment opportunities.
Design/methodology/approach – The study was conducted using a questionnaire survey. In total, 148
rural MSME owners were considered for the analysis in this study. Rural MSMEs in India are way behind in
using digital banking services than their urban counterparts. The present study uses IBM SPSS andAMOS to
shed light on the prevalent factors that influence the attitude to use digital banking services.
Findings – It is found out that convenience (which includes perceived usefulness and perceived ease of use),
perceived self-efficacy, demonetization, performance expectancy and pandemic effect have a significant effect
on the attitude to adopt DBS. The findings of the study will provide deeper insights for the banks as well as
different government agencies to revamp their strategies in changing the financial landscape of the country
through a “cashless economy”.
Practical implications – Demonetization, a boom in eCommerce in India, pandemic-related lockdowns or
restrictions and the government’s push for the digital economy will aid the use of DBS at a faster pace. The
outcome of the study will help both the government and the financial institutions to chalk out strategies to
cater to the rural MSMEs in embracing DBS.
Originality/value – The use of digital services for banking in India is in a nascent stage, but the rate of
adoption is increasing at a cyclonic speed. Affordable electronic devices, cheap internet and different medium
of using DBS are fuelling the rapid increase; yet, limited research focuses on the differences in the rate of
acceptance of digital banking services concerning rural MSMEs.
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1. Introduction
Presently, the world is in the grip of the devastation of Covid-19. It is not only taking lives
but also changing the economic status of people. Lockdowns were implemented in almost
every country to contain the spread of it. Due to these lockdowns, the economic impact of
this pandemic was experienced by almost every country. Many countries are on the verge of
an economic breakdown. In India, a series of lockdowns started from 25th March 2020 and
continued till 31st May 2020, comprising of 68 days (Chauhan, 2020). We are now in Unlock
1 phase, and still, there are partial lockdowns in many parts of the country. Both MSMEs
and the banking sector got affected due to these lockdowns; among them, micro small and
medium enterprises (MSMEs) were among the hardest hit sector. Social distancing was one
of the norms during this lockdown. While maintaining a safe distance of at least a meter, the
brick-and-mortar branches faced a complicated and challenging task (DQI Bureau, 2020). To
minimize the risks associated with the use of cash during this pandemic, even, the Reserve
Bank of India (RBI) Governor Shaktikanta Das urged Indians to use digital banking services
(ETBFSI, 2020).

The enormous potential of internet banking is already getting special attention by the
government, academicians, researchers and financial institutions. This is done for the
benefits of the consumers, businesses and banking institutions. The usage of mobile
banking is drastically on the lower side in India despite its huge benefits (Poddar et al.,
2016). The Government of India, through its Digital India concept, is promoting and
encouraging people to embrace a cashless economy. To promote digital banking, the
Government of India took out initiatives in the form of Lucky Grahak Yojana, Bharat
Interface for Money, Aadhar Pay, etc. They have also encouraged the use of an Unified
Payments Interface (UPI) by giving different incentives. The use of UPI has changed the
digital landscape a lot in both urban and rural regions of the country. With continuous
support from the government, almost all the banks and different financial institutions are
investing a lot in digital banking services. The banks or financial institutions must identify
the factors influencing the decision-making capability to adopt digital banking services by
the customers. Therefore, the purpose of this paper is to understand and analyze the factors
affecting the adoption of digital banking services in India in both the situation related to
demonetization and Covid-19. These two events being discussed have changed the way we
transact with our money. Both the circumstances discussed demands businesses with
limited or zero online presence to think about the digital transformation of their business
particularly in the digital financial transactions front (Tafti et al., 2020).

In this technology innovative world, the banking sector is completely keeping pace with
each up-gradation in technology to give new and better services to their customers by being
at the forefront of technological innovation. After the 1990s financial sector reform in India,
technology played a key role in bringing the mainstream banking sector to the digital
platform. With a plethora of better applications, cloud computing, artificial intelligence,
quick delivery of services, process digitization, etc., the banking sector is always prepared to
cater to the growing customer demands. Across the globe, banks are exploring several ways
to convert their services to a more digital business model perspective. Everything associated
with the way banking activities are performed started changing from the first online
banking launched by ICICI bank in India in 1996 to the next two decades (Dhananjay and
Suresh, 2015). Digital banking services have entirely revamped the way banks conduct their
business. There was a change in focus from a banking perspective to more on the needs of
the customers. This is evident through the increase in the use of digital platforms, the
volume of online transactions and the utilization of an online platform, directly or through
different applications (Bankole et al., 2011). Bankole and Corbitt (2003) defined mobile
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banking as an interactive channel where both the customers and the bank interact virtually
by using a mobile device. Flexibility, efficiency and convenience in the use of mobile
applications facilitate the use of mobile banking applications in business and personal use
(Rao and Troshani, 2007). The concept of anytime from anywhere banking differentiates
traditional banking and mobile banking (Kleijnen et al., 2004; Herzberg, 2003; Laukkanen,
2007). With internet banking, making payments through the transfer of funds or making bill
payments or checking balances round the clock makes the customer self-dependent as
banking services are always open for him/her as per his/her convenience.

Modern technology has completely revamped the functioning of different business
entities all around the world by providing enhanced efficiency. It also provides access to
improved and precise information (Uppal, 2008). The gradual increase in the use of
information technology (IT) by banks all around the world has helped in enhancing
management processes, discovering different market prospects, establishing new products
or services and in return, generating higher business revenues (Liao and Cheung, 2002).
Both demonetization and pandemic-related restrictions will impact consumer behaviour of
first-time adopters of digital banking services, as they will continue to use it even after
everything becomes normal (Tafti et al., 2020). The past few years have seen immense
growth in digital payments in India. This growth has shown the customer’s preference
towards firms having digital payments as an option (Goyal, 2021). As more consumers are
shifting towards the digital platform of payments, small and medium enterprises (SMEs)
need to switch to this platform to match the requirements of the consumers (Mansur, 2020).
Given the recent trends and the experiences related to pandemic-related restrictions, digital
payments have changed their status from being a means of convenience to a means of
necessity (Tafti et al., 2020).

The pandemic forced many people, including the ones who resisted the use of digital
technologies in banking services, to adopt the use of digital banking services. The longer
duration of these lockdowns will help the customers to get familiarized with digital banking
services, and the chances of them moving to physical branches will be less after the
lockdowns are fully over (Khidhir, 2020). Apart from all the negativity, the pandemic has
given many opportunities to the banking sector to launch many digital initiatives
(ResearchDive, 2020). Live chats, use of virtual assistants, WhatsApp Business, etc. became
the new norm just after the initial relaxation of protocols being followed for Covid-19
restrictions (Goyal, 2020). Due to the Covid-19 pandemic, consumers are forced more
towards online shopping, and it is quite evident through the Mastercard study, which points
out that nearly 49% of Indian online customers are interested to do more online purchase in
the future (Mansur, 2020). Businesses related to the selling of groceries, pharmaceutical
products, bill payments, recharges and online education have seen an immense rise in digital
payments (Tafti et al., 2020). Just after the outbreak of the pandemic, even banks had to close
their physical branches. For example, JP Morgan closed around 1,000 branches, whereas
Citigroup closed around 100 branches in the USA (Subbanna, 2020). There has been a rise of
about 8% in both the users of internet banking and mobile banking through financial apps
as compared to both pre-Covid-19 and during Covid-19-related restrictions (ANI, 2020). The
purpose of the study is to find out how demonetization and the current pandemic have
reshaped the usage of digital banking services. It also tries to find out the factors that
influences consumers’ adoption of these digital banking services.

The subsequent sections of the paper shed light on the different available literatures
related with the usage of digital banking services. The importance of demonetization or the
pandemic in reshaping the adoption of these banking services is evident through the
literatures. It also provides us with a clear picture about the different factors that influence
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or become a hindrance in the adoption process of digital banking services. The importance
of digital banking services for MSMEs, specially the rural MSMEs, is also highlighted in the
subsequent sections of this paper. Through of analysis of the data being collected, the
purpose of this paper and its importance in this current scenario are also being explained.

2. Literature review
MSME is one of the most significant and vibrant sectors for the development of the country
economically. It is considered as a backbone of the Indian economy. It provides financial
support to the economy, through employment generation capability and 28.77% share in
India’s gross domestic products (GDP) (MSME Annual Report 2017-18). Approximately 58.5
million businesses were found to be operational as per the Sixth Economic Census (2016).
Among them, 59.48% of businesses were found to be in rural areas. The top five states in
terms of the number of MSMEs are Uttar Pradesh, West Bengal, Tamil Nadu, Maharashtra
and Karnataka. The huge numbers of MSMEs are most relevant in the enhancement of
using digital banking services for realizing the dream of a cashless economy in India.

Digital banking services are a form of a virtual bank that provides all banking activities
online. It helps banking customers enjoy the comfort of accessing and performing all
traditional banking activities at their convenience. Money deposits, withdrawals, transfers,
account management, applying for financial products, loan management, bill payment and
other integrated services like an investment in mutual funds or share market are some of the
key forms of digital banking services. India is a country with a boom in technological
aspects and a rapidly growing financial economy. Digital banking, being the need of the
hour, has completely changed the way we interact and transact with the banks and vice-
versa. Since the demonetization, the push for a cashless economy is connecting more and
more users towards digital banking. Internet banking, m-commerce through banks
application or from other financial institutions, through wallets, ATM services, etc. are the
different forms of using digital banking services. Through better access to data and
information, cost reduction and enhanced efficiency, the advancement of technology all over
the world has drastically revamped the operations of business organizations (Uppal, 2008).
Innovation in the field of IT in the 21st century has transformed the functioning of business
entities in almost every country. The availability and access to better and high-speed
internet have become affordable to almost every corner of the country, which is helping with
the growth of the financial service industry. Affordable internet coupled with affordable IT
and mobile devices is the main pillar behind banks offering tailor-made electronic-based
financial products to customers within their convenience. Technological advancement in the
field of internet banking has completely changed the ways of financial activities and
the nature of banking from “physical” to “virtual”. Without diminishing the existing service
levels, banks, with the help of technology, are catering to the growing demands of the
customers in offering different banking products and services through non-traditional or
alternative delivery channels within customer’s convenience and economical boundaries
(Akinci et al., 2004).

In this fast-moving era, convenience is becoming the prime aspect of choosing a product
or service, especially of the “Generation Y” population. Effortlessly managing lives on the
move and getting an efficient result is the need of the hour. Therefore, banks offering
innovative and cutting-edge solutions through user-friendly applications or different
mediums are getting the maximum attention from the customers. The feature that
distinguishes the services of e-banking from traditional banking is proximity and
convenient time (Ibrahim et al., 2006). The knowledge about the perception of mobile users is
critically important for the success of m-commerce (Okazaki, 2006; Lee and Lee, 2007).
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The time-saving potential along with the convenience of online or mobile banking services is
valued the most by the younger consumers as compared with older consumers (Howcroft
et al., 2002). In the Indian context, it is found that the adoption of new digital technologies is
more in urban consumers than rural consumers (Singh and Aggarwal, 2013). The
incapability to provide “performance to price value” is considered as the only reason for the
consumer’s resistance to mobile banking (Laukkanen et al., 2007).

The growth of digital banking services with the help of different applications by the banks
or other financial institutions, affordable devices and high-speed internet connections as well
the convenience of quick banking round the clock are changing the banking landscape. Still, the
growth is lagging behind the growth of digital innovations. The responsibility to share
the benefits of digital services lies with the bank. They should make the customer aware of the
benefits of it and should train them with all necessary information (Mukherjee and Nath, 2003;
Lin, 2011). Simple and use of user-friendly technology in mobile banking increases the
acceptance for its use (Mortimer et al., 2015; Koksal, 2016). Influence of the society has a
positive significance in the usage of mobile banking (Laukkanen et al., 2007; Amin et al., 2008;
Riquelme and Rios, 2010; Puschel et al., 2010; Dasgupta et al., 2011). Confidence in the mobile
device and the positive experience with its uses significantly influences the use of banking
digitally (Iddris, 2013). Cultural environment and several other economic factors are also
significant aspects of the acceptance of mobile banking (Amin et al., 2006; Ainin et al., 2007;
Bankole et al., 2011; Baptista and Oliveira, 2015; Koksal, 2016). Privacy-related to personal data
and the security of the device play an important part in mobile banking acceptance (Wang
et al., 2003; Hernandez et al., 2008). Security is one of the main factors towards customers’
dependency on mobile banking (Sathye, 1999; Singhal and Padhmanabhan, 2008; Riquelme
and Rios, 2010; Grewal, 2012; Deb and Lomo-David, 2014; Khatana and Dahiya, 2015).

The barriers of illiteracy, availability of products or services and cost faced by the common
population were prevailed by the revolutions and advancement in information communications
and technology. Cheap mobile service charges or internet charges, increase in the purchase of
unlimited data plans and the government’s initiative is fuelling the growth of m-commerce and
m-banking in India (Grewal, 2012). Lack of trust in m-banking plays a major factor in its
adoption (Rahman, 2013). Psychological factors were found to be more important than
technological factors in the adoption of m-commerce. The rates of mobile banking adoption can
be improved by the endorsement of positive attitudes for m-commerce by marketers (Mishra,
2014). “Perceived risk, perceived security risk, demographic variables, and adoption behavior”
were found to be a key factor in the acceptance of internet banking in India (Mann and Sahni,
2012). Digital banking services are beneficial for the business financially through the quick and
easy use of banking services respecting their convenience. It is evident that most of the MSMEs
fail in themanagement of their financial resources properly (Ahmed and Sur, 2017).

The experiences gained through the use of digital banking services, both from the
customer and bank viewpoint, will act as a boost in reshaping the backend operations of the
bank by optimizing and digitalizing it (DQI Bureau, 2020). According to Rajashekara Maiya,
Vice President, Global Head for Business Consulting, Infosys Finacle, this pandemic has
presented banks with dual opportunities. First, banks with no or medium usage for digital
banking services have to ramp up their resources to use and provide more need of the hour
digital services. The second opportunity is for those pure digital banks who were offering
digital-only services will have to look for ways to become “full-fledged service providers”
(Srivats, 2020). India is categorized as a breakout country, which means that the country is
although having low penetration in digitalization, yet is evolving at a rapid speed
(Chakravorti et al., 2017). Demonetization along with the push and encouragement from the
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Indian government as well the banks has fuelled the rise in the digital payment landscape
(Gupta and Dua, 2018; Athique, 2019; Ahmed and Haq, 2019).

Looking on the brighter side of the pandemic-related restrictions, there has been a surge in
the use of online platform and e-commerce activities by consumers (Dutt, 2020). Adopting a
digital payment solution for the business increased the revenue of firms by around 34%, as
pointed out by some analyses. This is one such trigger along with others that are makingmany
businesses adopt digital payments for their business (Mansur, 2020). It is rightly pointed out
that the increase in the use of digital payments during the pandemic can be somewhat termed
to be a forceful act, and to stop the decline in the use of it post the pandemic, financial
institutions should keep improving the security of the e-Wallets (Undale et al., 2020). The
government has a huge role to play in enhancing digital payments by providing favourable
ecosystems, promoting and creating awareness about the benefits (Sobti, 2019). To create a
smooth transition from cash-based payments to the digital-based payments system, the
government should enhance digital literacy among the Indian population and by providing the
required digital payment infrastructure (Sivathanu, 2019). The government is also promoting
contactless payments and encouraging people towards digital payments (Tafti et al., 2020).

Convenience in using digital banking services by MSMEs is making them accept these
digital means of banking, and this is the main reason in the increase in the adaptability level
of MSMEs towards digital banking services (Meher et al., 2021). The study on the usage and
adoption of digital banking services with respect to SMEs in Nigeria (Mbah and
Obiezekwem, 2019), SMEs in Kakamega County (Muchiri, 2018) and rural people in Assam
(Neog, 2019) focussed on several factors favouring the using of digital banking services.
Businesses generally hesitate to provide all their financial details, especially transactions
details in the digital platform due to their sense of security (Meher and Gupta, 2020a, 2020b).

3. Research gap
Numerous research papers and articles were studied to understand the adoption process of
digital banking services. The study on MSMEs, especially rural MSMEs, is too limited.
There are more numbers of MSMEs in rural India, so the study has significance in shaping
digital banking penetration in rural India. Also, the current scenario of Covid-19-related
lockdowns adds a different dimension to the adoption process.

4. Objective of the study
The objective of the study is to find out the factors that influence consumers’ adoption
process of digital banking services. The study also tries to find out the role of
demonetization and pandemic-related restrictions in adopting DBS by the rural MSMEs.
The proposed model will show all the motivating factors as well as the hindrances towards
adopting digital banking services amongMSMEs in rural India.

5. Conceptual model
5.1 Convenience
With the surge in using the digital mode of payments in offline point-of-sale counters, it is
found out that convenience along with the scope to get better deals, cashbacks and discounts
are the most motivating factors in the use of it (Shah et al., 2016).

5.1.1 Perceived usefulness (PU). Mobile banking provides an ample amount of
information and can be used as per the user’s convenience for different banking services.
This makes banking hassle-free and effortless as we can use it whenever we need it. Any
services that are perceived to be useful by the user can enhance job effectiveness through
improvement in productivity and job performance (Rao and Troshani, 2007; Sangle and
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Awasthi, 2011; Khan and Khan, 2012; Ramdhony and Munien, 2013). Perceived usefulness
(PU) can be defined as the user’s belief that the use of digital banking services will be
beneficial for them (Jeong and Yoon, 2013). Understanding the user’s PU is important to
increase the use of digital banking usage (Chaurasia et al., 2019).

5.1.2 Perceived ease of use (PEU). Customers are generally more inclined to use those
services that are devoid of any complexities and are easy to learn and use. Acceptance of mobile
banking technology by the customer gets enhanced whenever it is simple and easy to understand
(Chitungo andMunongo, 2013; Mortimer et al., 2015; Koksal, 2016). Accessibility of new technology
in banking influences a customer’s initial keenness to adopt it (Ramayah et al., 2003). Users’
adoption of mobile banking services through its hassle-free technology is being facilitated by the
perceived ease of use (PEU) (Kazemi et al., 2013; Jeong andYoon, 2013; Govender and Sihlali, 2014).

For our study, both PU and PEU are clubbed together in the convenience component. As
both show customers’ ease in using the services, they are taken as a single component:

H1. Convenience has a significant effect on the attitude to adopt digital banking
services (DBS).

5.2 Perceived risk (PR)
Risk can be defined as the “possibilities of financial loss”. Mobile theft, PIN theft, private
data exposures, etc., all are directly responsible for the financial losses any human being or
business entities has to face. Perceived risk (PR) is the “degree of uncertainty” associated
with mobile banking (Gerrard and Cunningham, 2003). The mismatch between customer
requirements and anticipated results from digital banking technologies gives rise to this
type of risk (Koenig-Lewis et al., 2010). The different types of risks related to economic,
functional, psychological, social, etc. are also included in PR (Luo et al., 2010). Other risks
arise with the loss of PIN code (Kuisma et al., 2007) and the loss of mobile devices (Luarn and
Lin, 2005):

H2. PR has a significant effect on the attitude to adopt DBS.

5.3 Perceived self-efficacy (PSE)
Self-efficacy can be defined as “one’s belief or judgement on what customer can do
with the skill the customer possess within a particular domain” (Venkatesh and
Davis, 2000). Self-efficacy is defined as: “People’s judgments of their capabilities to
organize and execute courses of action required to attain designed types of
performances. It is concerned not with the skills one has, but with the judgement
of what one can do with whatever skills one possesses” (Bandura, 1986). In the context
of internet banking, perceived self-efficacy (PSE) is the perception of one’s confidence
in having the required knowledge and skills to carry out online banking transactions.
It is considered to be an influencing factor in the adoption of DBS (Luarn and Lin,
2005; Puschel et al., 2010; Dasgupta et al., 2011):

H3. PSE has a significant effect on the attitude to adopt DBS.

5.4 Demonetization effect (DE)
Demonetization came into effect from 8th November 2016 after the announcement by our
Prime Minister. This was the third time that demonetization came into effect in India after
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1946 and 1978 (Kapoor, PWC, 2016). Digital wallets saw a huge surge in their usage post-
demonetization (Nielsen Report Part II, 2016). Auroville in Tamil Nadu and Akodara in
Gujarat were the two places in India to become fully cashless as they fully embraced ITeBS
and all digital platforms much before demonetization (Shepard, 2016). It had a huge impact
on the consumer adoption process of digital payment (Sobti, 2019):

H4. Demonetization effect (DE) has a significant effect on the attitude to adopt DBS.

5.5 Trust
In terms of mobile banking, trust can be described as “the belief that allows individuals to
willingly become vulnerable to the bank, the telecommunication provider, and the mobile
technology after having the banks, and the telecommunication provider’s characteristic
embedded in the technology artifact” (Masrek et al., 2012). For digital banking, Yousafzai
et al. (2009) have identified three levels of trust, namely, “Trust in the bank” (Sohail and
Shanmugham, 2003; Saparito et al., 2004; Lee et al., 2007; Arnott, 2007; Hongyoun Hahn and
Kim, 2009), “Trust in the internet” (Yousafzai et al., 2003; Sohail and Shanmugham, 2003;
Kim and Prabhakar, 2004) and “Trust in internet banking information” (McCole, 2002;
Wang and Emurian, 2005; Yousafzai et al., 2009). Several studies show the importance of
trust in the adoption process of any services related to DBS (Lee and Turban, 2001; Suh and
Han, 2002; Mukherjee and Nath, 2003; Eriksson et al., 2004; Luarn and Lin, 2005; Lee et al.,
2007; Nor and Pearson, 2007; Cai et al., 2008; Zhou, 2011; Yu, 2012; Chong et al., 2014;
Hanafizadeh et al., 2014; Afshan and Sharif, 2016; Alalwan et al., 2017):

H5. Trust has a significant effect on the attitude to adopt DBS.

5.6 Performance expectancy (PE)
Performance expectancy (PE) refers to “the extent to which individuals in performing certain
activities will experience some benefits as a result of using technology” (Venkatesh and Davis,
2000; Venkatesh et al., 2003). PE plays a key role in the adoption of mobile payment in India
(Sinha et al., 2015). It directly impacts consumers’ intention to use mobile or internet banking
(Zhou et al., 2010; Luo et al., 2010; Hongxia et al., 2011; Yu, 2012;Wang andYi, 2012; Oliveira et al.,
2014; Baptista andOliveira, 2015; Tan and Lau, 2016; Tarhini et al., 2016; Alalwan et al., 2017):

H6. PE has a significant effect on the attitude to adopt DBS.

5.7 Pandemic effect
It has created an opportunity for the banks to make the clients understand the cost and time
benefits of using DBS. Payments through a digital platform and the use of digital currencies
will probably play an important task after the Covid-19 pandemic. There will be an increase
in the use of digital payments through the push of the government to use this form of
contactless payment (De et al., 2020). Covid-19 has increased the use of DBS and has helped
the banks to fast-forward their digitization process (Seetharaman, 2020). The future is
transforming to be a place where every banking customer will demand more advanced
financial services (Krivaa, 2020) (Figure 1):

H7. The pandemic effect has a significant effect on the attitude to adopt DBS.
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6. Research methodology
The nature of our study is exploratory involving both qualitative and quantitative aspects
of research. It tries to understand the real thought process of the rural MSMEs regarding
their decision to adopt digital banking. A structured questionnaire with multi-choice
questions on a Likert scale (five points) was used to gather the primary data for this study.
The survey was conducted using an interview schedule from 25th February 2020 to 15th
June 2020. For online responses, Google forms were used to collect the responses of MSME
owners present in different Facebook pages. And for off-line responses, an interview
schedule was used to conduct several field surveys (Data was collected with the help of
Google Forms and from different Facebook pages and with the help of the interview
schedule through a field survey). All the responses were collected in three phases – pre-
pandemic lockdown phase, Phases III and IV of lockdown and during Unlock 1 phase. A
total of 233 data was collected from Malda and Murshidabad districts and also from other
parts of West Bengal, among which a sample of 148 MSME owners was considered for data
analysis. The left-out 85 samples were either incomplete or were repetitive. A Likert scale
was used to measure all the items of the proposed study. All the questions of the survey
were closed-ended with multiple choices as options having values ranged from 1 – totally
disagree to 5 – totally agree.

Factor analysis, specifically principal component analysis (PCA), was performed to
reduce the factors by using IBM SPPS 25.0. Structural equation modelling (SEM) and path
analysis was performed using IBMAMOS 21.0.

7. Data interpretation
7.1 Sample size
The item-to-response ratio for an ideal sample size has a range of a minimum of 1:4 to a maximum
of 1:10 (Hinkin, 1995). As per the ratio, the rangewas calculated as 112–280 respondents. This study
is having 148 respondents, which are within that ideal sample size range. The required sample size
for the study was also checked using an a priori sample size calculator. After adjusting the

Figure 1.
Proposedmodel
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anticipated effect size (as 0.15), desired statistical power level (as 0.9) and probability level (as 0.05),
the minimum sample required for this study came out as 129. Our study with 148 responses
satisfied theminimum required sample size for the study (Nitzl, 2016).

7.2 Demographic profile
Out of the 148 MSME owners, 95.9% were male owners, and the rest 4.1% were female
(Table 1).

Almost one-third of the respondents, i.e. 37.8%, were in the age category of 41–50 years
(Table 2).

Only 23% of the respondents were having a graduation or post-graduation degree, with
20.9% of respondents having primary-level education (Table 3).

The services sector constituted of 41.2% respondents, and the rest 58.8% of the
respondents were from themanufacturing sector (Table 4).

Table 1.
Demographic

profile – gender

Gender Frequency (%)

Male 142 95.9
Female 6 4.1
Total 148 100

Table 2.
Demographic
profile – age

Age Frequency (%)

Up to 30 years 6 4.1
31–40 years 39 26.4
41–50 years 56 37.8
51–60 years 43 29.1
Above 60 years 4 2.7
Total 148 100

Table 3.
Demographic

profile – education

Education Frequency (%)

Primary 31 20.9
Secondary 44 29.7
Higher secondary 39 26.4
Graduate 24 16.2
Post-graduate 10 6.8
Total 148 100

Table 4.
Demographic

profile –MSME
category

MSME category Frequency (%)

Services –micro 56 37.8
Services – small 5 3.4
Manufacturing –micro 76 51.4
Manufacturing – small 11 7.4
Total 148 100
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Those MSMEs among the respondents generating yearly revenue of up to INR15 lakhs were
50.7% of the total respondents of our study data. Only 10.9% of respondents were
generating INR16 lakhs or more yearly revenue (Table 5).

7.3 Data analysis
Data were analyzed using PCA using SPSS 25.0, and the SEM analysis was done using
AMOS 21.0.

Common method bias (CMB) was tested using Harman’s single-factor test. CMB happens
when “variations in responses are caused by the instrument rather than the actual
predispositions of the respondents that the instrument attempts to uncover”. A data is
without CMB only when the total variance of a single factor is less than 50% (Podsakoff
et al., 2012). The proposed study is not having CMB, as the total variance for a single factor
of this study is 21.364%.

The survey of the study initially had 37 items as part of the questionnaire. PCA was
conducted to find out the components. Items having a factor loading score of 0.5 or more
were considered for the analysis, keeping in view the criterion for acceptance (Hair et al.,
2006). A total of nine items were dropped as their loading scores were way less than 0.5.
Finally, 28 items were considered for the final analysis.

7.3.1 Data normality. Normality checks are done as a prerequisite for performing SEM
(Byrne, 2016). As per the recommendation, the skewness and kurtosis of all the items
considered for the analysis of the proposed research model should be below 3 and 8,
respectively (Kline, 2011). All the items were found to be well within the recommended
boundaries.

7.3.2 Results. The Kaiser–Meyer–Olkin (KMO) is an index to measure the sampling
adequacy to show the appropriateness of factor analysis. The factor analysis is appropriate
when we get high values in the range (0.5–1.0) (Hair et al., 2006). The calculated KMO value
of our study is 0.794, which shows the appropriateness of our database (Table 6).

The eight components were chosen based on the eigenvalue of 1 or more. It can be seen
that the model explains 67.934 of the total sample variance, which is more than the
recommended variance of 60% (Malhotra and Dash, 2011).

Table 5.
Demographic
profile – yearly
revenue

Yearly revenue Frequency (%)

Prefer not to say 57 38.5
Up to INR15 lakhs 75 50.7
INR16–INR30 lakhs 14 9.5
INR31–INR45 lakhs 2 1.4
Total 148 100

Table 6.
KMO and Bartlett’s
test

KMOmeasure of sampling adequacy 0.794

Bartlett’s test of sphericity
Approximate x 2 1,643.84
Df 378
Sig. 0
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The scree plot also confirms the number of components to be considered for the analysis of
the study as 8, based on the eigenvalue of 1 or more (Figure 2).

The total variance explained also confirms that the components for our study will be 8.
The cumulative percentage is 67.934, which is well above the standard required for analysis
of the data (Table 7).

Factor analysis of the data was done using PCA as the extraction method, and the
rotation method used here was varimax. All items having a factor loading score of more
than 0.5 were considered for the analysis, keeping in view the criterion for acceptance (Hair
et al., 2006). All the constructs were clubbed into different components using the table
generated from the rotated component matrix (Table 8).

7.3.3 Reliability and validity of the measurement model. As the researcher has
established the statements related to this paper from various literature and has
measured it in a Likert scale, it is mandatory to measure the validity and reliability of
the scale of the given sample. The sample has been chosen absolutely to represent the
target population of the research; hence, the reliability and validity of the scale will
represent the construction of the particular measurement scale in the particular area.
Because of the consistency of the responses of the respondents, concurrency is also
established.

The reliability of the constructs was checked using Cronbach’s a values, and those
items having a value of 0.7 or more were considered for this data analysis process (Hair
et al., 2006). The overall Cronbach’s a value of the data was found out to be 0.847.
Cronbach’s a values are used to examine the internal consistency and reliability of the
constructs. As the values obtained are well above the threshold limits, construct
reliability is established (Table 9).

The proposed model of our study was tested with SEM using AMOS 21.0 with
maximum likelihood estimation. According to Anderson and Gerbing (1988), a two-step
approach was recommended and is applied in our SEM analysis. Testing the reliability
and validity of the measured scale using confirmatory factor analysis (CFA) is the first
step, namely, measurement model. SEM analysis for the structural model is our second
step. It is generally used to determine the “interrelationships among the constructs” as
well as to “test the hypotheses” and to “test the proposed theoretical model”. The results
generated from the CFA showed a statistically significant x 2 (x 2 = 351.532, df = 319,
x 2/df = 1.102). As per Hair (2014), the recommended level for goodness-of-fit index
(GFI), Tucker–Lewis coefficient (TLI) and comparative fit index (CFI) of a measurement

Figure 2.
Scree plot
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model must be greater than 0.90. The CMIN/df and root mean square error of
approximation (RMSEA) should be below 3 and 0.080. The model fit indices generated
through our data analysis are at par or exceed the common acceptance level required for
the fit statistics. GFI of the measurement model is 0.857, which is just a fraction below

Table 8.
Rotated component

matrix

Component
1 2 3 4 5 6 7 8

PU4 0.733
PEU1 0.718
PU1 0.710
PEU2 0.698
PU3 0.695
PEU3 0.673
PU2 0.654
PSE3 0.863
PSE1 0.862
PSE2 0.840
PR3 0.830
PR1 0.806
PR2 0.804
Atti3 0.810
Atti1 0.752
Atti2 0.714
DE1 0.807
DE2 0.773
DE3 0.725
Covid2 0.801
Covid1 0.734
Covid3 0.690
PE2 0.820
PE1 0.814
PE3 0.711
Trust3 0.794
Trust1 0.788
Trust2 0.773

Notes: Extraction method – PCA. Rotation method – varimax with Kaiser normalization. Rotation
converged in six iterations

Table 9.
Cronbach’s a values

Construct No. of items Cronbach’s a

Total 28 0.847
Convenience 7 (PU – 4 items and PEU – 3 items) 0.872
PSE 3 0.829
PR 3 0.828
Attitude to adopt DBS 3 0.777
DE 3 0.761
Pandemic effect (Covid-19 effect) 3 0.721
PE 3 0.728
Trust 3 0.710
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the threshold and can be accepted for model fitness. It demonstrates the fitness of our
measurement model and validates the adequacy of the data collected for our study
(Table 10).

Table 11 is used to show the composite reliability (CR), average variance extracted (AVE)
and discriminant validity (DV).

CR of the latent factors (constructs) was generated to check the reliability of the data
related to the attitude to adopt DBS. The recommended value of the CR coefficient is above
0.60 (Hair et al., 2006).

AVE shows the overall amount of variance in the proposed indicators. The standard
value of the AVE is expected to be above 0.50 (Hair et al., 2006). DV of the constructs is
found when the square root of the AVE is found to be more than the correlation of the
latent variables. In our study, DV is established as the square root of AVE of each
component is component and is found out to be more than the correlation of the latent
variables (Table 12).

The proposed measurement model is evaluated at par with the recommendation of Hair
(2014).

7.3.4 Structural model. After getting the CR, DV and model fitness of the measurement
model, SEM analysis is conducted to get the fitness of the structural model. The generated
result showed a statistically significant x 2 (x 2 = 366.264, df = 322, x 2/df = 1.137). The GFI,
TLI and CFI of the structural model are generated as 0.857, 0.963 and 0.968, respectively. It
is within the recommended level as per Hair (2014) with GFI marginally within the reach of
the threshold and can be considered for good model fitness. The RMSEA of the structural
model is 0.031. It shows that the proposed model is having satisfactory fitness generated
from the observed data.

Table 10.
Model fit index

Fit index Measurement model Structural model Standard level

CMIN/DF 1.102 1.137 <3.0
GFI 0.863 0.857 >0.90
TLI 0.972 0.963 >0.90
CFI 0.977 0.968 >0.90
RMSEA 0.026 0.031 <0.08

Table 11.
AVE value and CR
value

Latent variables AVE Square root of AVE CR

Convenience 0.5 0.71 0.86
Attitude 0.54 0.73 0.78
PSE 0.62 0.79 0.83
PR 0.62 0.79 0.83
DE 0.52 0.72 0.76
Covid-19 effect 0.5 0.71 0.71
PE 0.51 0.71 0.73
Trust 0.5 0.71 0.71
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7.4 Results and discussions
H1 (convenience),H2 (PR),H3 (PSE),H4 (DE),H5 (trust),H6 (PE) andH7 (pandemic effect –
Covid-19) are the hypotheses of our study. To check whether the proposed hypotheses of the
study are accepted or rejected, the standardized regression weight of each construct is
analyzed along with the t-values of it at the recommended significance level of less than 0.05.
To accept the proposed hypotheses, the t-vale or the critical ratio value is recommended to
be more than 6 2 (Byrne, 2016). Table 13 shows the t-values and p-value associated with
each hypothesis along with the path scores.

Convenience (H1), which includes both PU and PEU, is found to be significant with a t-
value of 3.242, with a significance of 0.001. MSMEs understand the benefits of using DBS.
They also find it a bit easy to use the applications or the online user interface of the banks to
perform the banking services digitally. This is considered to be the first step in adopting any
kind of technological services. It shows that the convenience of using any platform for

Table 12.
Correlation estimates

Latent variables Latent variables Estimate

Convenience <–> Trust 0.012
Convenience <–> Perf_Expectancy 0.282
Convenience <–> Covid_Effect 0.501
Convenience <–> Demone_Effect 0.488
Convenience <–> Perceived_Risk 0.507
Convenience <–> Self_Efficacy 0.004
Self_Efficacy <–> Trust �0.145
Self_Efficacy <–> Perf_Expectancy �0.049
Self_Efficacy <–> Covid_Effect 0.017
Self_Efficacy <–> Demone_Effect �0.056
Self_Efficacy <–> Perceived_Risk 0.038
Perceived_Risk <–> Trust 0.024
Perceived_Risk <–> Perf_Expectancy 0.207
Perceived_Risk <–> Covid_Effect 0.206
Perceived_Risk <–> Demone_Effect 0.223
Demone_Effect <–> Trust 0.122
Demone_Effect <–> Perf_Expectancy 0.242
Demone_Effect <–> Covid_Effect 0.344
Covid_Effect <–> Trust 0.044
Covid_Effect <–> Perf_Expectancy –0.057
Perf_Expectancy <–> Trust 0.058

Table 13.
Hypotheses result

Dependent
variable

Independent
variable

Standard
regression
weights SE t-value p-value

Hypotheses
accepted/
rejected

ATTITUDE Convenience (H1) 0.247 0.063 3.242 0.001 Accepted
ATTITUDE PR (H2) 0.014 0.049 0.244 0.807 Rejected
ATTITUDE PSE (H3) 0.226 0.039 4.694 0.001 Accepted
ATTITUDE DE (H4) 0.274 0.055 4.431 0.001 Accepted
ATTITUDE Trust (H5) –0.126 0.047 –2.446 0.014 Accepted
ATTITUDE PE (H6) 0.223 0.057 3.836 0.001 Accepted
ATTITUDE Pandemic effect

(H7)
0.159 0.064 2.422 0.015 Accepted
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performing different tasks will lead to the actual usage of it. The results indicate that any
services that are perceived to be useful by the user can enhance job effectiveness
through improvement in productivity and job performance (Rao and Troshani, 2007;
Sangle and Awasthi, 2011; Khan and Khan, 2012; Ramdhony and Munien, 2013). Also, the
adoption of DBS gets facilitated by PEU when there is a hassle-free technology for using
DBS (Kazemi et al., 2013; Jeong and Yoon, 2013; Govender and Sihlali, 2014).

PR (H2) is found to be insignificant with a t-value of 0.014 and a p-value of more than the
limit of 0.05. Through the result, it is evident that MSMEs do not think that there are many
kinds of big risks involved in using DBS. Many are using DBS for the past 4–5 years, and
they have not found any unkind risk happening with their transactions. Their experience in
using DBS has negated the effect of PR in the usage of DBS. It contradicts the previous
studies (Luarn and Lin, 2005; Kuisma et al., 2007 Koenig-Lewis et al.,2010; Luo et al., 2010),
which have shown PR to be an important factor in the attitude to use banking services in a
digital form.

PSE (H3) is found to be significant with a t-value of 4.694, with a significance of 0.001. It
shows that MSME owners have the confidence in the capabilities of themselves that they
can execute courses of action required to attain designed types of performances. Better
education levels, a better user interface of applications and online platform and the ease in
using mobile devices or devices used to perform DBS have enhanced this confidence in
themselves. The result shows that PSE is an influencing factor in the adoption of digital
banking services (Luarn and Lin, 2005; Puschel et al., 2010; Dasgupta et al., 2011).

DE (H4) is found to be significant with a t-value of 4.431, with a significance of 0.001. The
scarcity of cash during the demonetization phase has pushed people to use the digital form
of financial transactions. During this period, DBS was an important and viable option for
doing business, and many MSMEs started using this period because of the demand of the
hour from both consumer and business perspectives. It had a huge impact on the consumer
adoption process of digital payment (Maji, 2017; Sobti, 2019; Goyal, 2021) and is evident
from the result.

Trust (H5) is found to be significant with a t-value of –2.446, with a significance of 0.014.
It is negatively associated with the adoption of DBS. MSME owners are sceptical about
trusting the bank or the internet or the information provided by the banks or financial
institutions. It is also found significant in the previous studies related to DBS (Sohail and
Shanmugham, 2003; Yousafzai et al., 2003; Yousafzai et al., 2009; Afshan and Sharif, 2016).

PE (H6) is also found to be significant with a t-value of 3.836 and a p-value of 0.001.
MSMEs have already experienced the benefits associated with it since the demonetization
period. Payments from consumers and payments to the vendors are quickly processed
through the use of DBS. Also, they can cater to tech-savvy consumers by providing them
with multiple payment options. PE plays a key role in the adoption of mobile payment in
India (Sinha et al., 2015) and directly impacts the attitude to use DBS (Zhou et al., 2010;
Wang and Yi, 2012; Oliveira et al., 2014; Baptista and Oliveira, 2015; Alalwan et al., 2017).
The result also shows the same impact of PE on the attitude to use DBS.

Pandemic effect (H7) is also found to be significant with a t-value of 2.422 and a p-value
of 0.015. With repeated lockdown-related restrictions and the fear of the spread of the virus
through the use of physical currency, the use of DBS has become significant. The
restrictions also forced people to get their needs delivered directly to their home. In all the
circumstances, DBS was the best viable option. The result shows that the pandemic had a
significant effect on the attitude to use DBS, as is evident in various other studies (Tafti
et al., 2020; Krivaa, 2020; Seetharaman, 2020; De et al., 2020).
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The result, which is shown in Figure 3, shows that DE has the most impact on the
attitude to use DBS, with the highest path score of 0.274. It is followed by convenience, PSE,
PE and pandemic effect with a score of 0.247, 0.226, 0.223 and 0.159, respectively. Trust is
negatively significant with a path score of –0.126. It can be interpreted from the result that
MSMEs got the thrust in using DBS in the demonetization period. Convenience in using the
digital platform of banking services supported by their self-efficacy, and their experience of
the benefits from the use of it has changed and is changing their attitude to use DBS. Covid-
19 pandemic also hasmade their attitude align towards the use of DBS.

8. Implications
8.1 Theoretical implications
Research has previously pointed out the low penetration of digital banking in India (Poddar
et al., 2016), and almost negligible studies have pointed out its adoption by rural MSMEs. As
it is pointed out, the adoption of new digital technologies is more in urban consumers than
rural consumers (Singh and Aggarwal, 2013). This study presents a unique viewpoint, as it
has tried to show the impact of demonetization and Covid-19 on the adoption of DBS. Both
the situation demands businesses with limited or zero online presence to think about the
digital transformation of their business, especially in the digital financial transactions front
(Tafti et al., 2020). Rural MSMEs are aware of the rise in digital banking consumers
(Mansur, 2020) and have experienced the benefits of it during both demonetization and

Figure 3.
Total variance

explained
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Covid-19 periods. The proposed model has given a viewpoint wherein it is evident that
convenience in using DBS along with their PSE has given a positive result to its PE
parameter. The results from the analysis of the proposed model show that MSMEs are
leaning towards the rush in users of DBS and trying to incorporate it into their organization.
The role of the consumers in making the MSMEs switch to cashless payments along with
cash transactions is evident as we know that societal influence has a positive significance in
the approval of mobile banking (Laukkanen et al., 2007; Amin et al., 2008; Riquelme and
Rios, 2010; Puschel et al., 2010; Dasgupta et al., 2011).

8.2 Managerial implications
From a more practical viewpoint, this research provides enough justification to use an
awareness campaign that shows the benefits of using DBS and the convenience of using it.
The government has a huge role to play in enhancing digital payments by providing
favourable ecosystems, promoting and creating awareness about the benefits (Sobti, 2019).
To create a smooth transition from cash-based payments to the digital-based payments
system, the government should enhance digital literacy among the Indian population and by
providing the required digital payment infrastructure (Sivathanu, 2019).

A clear and more evident picture that can be interpreted from the business viewpoint is
that the surge in consumers using digital banking has benefitted the business a lot. They
need to adopt various means of providing customers with multiple payment options,
including all digital payments options. It is highly recommended that proper awareness and
promotional campaign should be in place on the part of MSMEs so that consumers become
more aware of their adoption of digital means of payments. Campaigns should directly show
the PU and PEU in using DBS and the benefits it can give to both the business and the
consumers. These campaigns can also boost the confidence of both the consumers and
business in the security of the banks for performing digital transactions.

9. Conclusions
The financial situation bore a grim look during this pandemic lockdowns with business
either being completely shut or faced a tough situation with low revenues. MSME owners
were frustrated with their low sales and the way the pandemic gripped every aspect of their
business. This frustration was shown at the time of our interaction with them. Our analysis
shows that convenience, PSE, DE, Covid-19 effect and PE significantly affect the decision-
making process of the owners towards the use of DBS for their business. PR is less
significant, whereas trust is significant but in the reverse direction. While formulating plans
to add these rural MSMEs to the cashless economy and the digital India concept, the
government and the banks should focus on providing custom made rural products that
focus primarily on their benefits aspects. During our field survey, many owners were
sceptical about their financial transactions being tracked and they being given the tax
burden. The government should educate them properly and should give them tax
relaxations for the initial periods to get them acquainted with the digital systems, not only in
banking but also in the digitalization of their business. The result of the study points out
that rural MSME owners understand the benefits of using DBS, but they are concerned
about two important factors before implementing them in their business. One is the cost
involved to incorporate it, and another is the trust involved with the use of it. As most of the
workforce is less educated, they prefer to deal with cash rather than digital money being
transferred in their accounts. Also, most of the rural MSMEs belong to the informal and
unstructured categories, they do not want to fall under the purview of labour laws and taxes
related to the payments to their workforce.
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10. Limitations
Due to the lockdowns associated with the Covid-19 pandemic, data collection through field
surveys was time-consuming and challenging. Travelling to different districts was also not
possible. That is why, maximum data is collected from two districts, and few data were
collected from other parts through an online survey. Data from different areas would have
given a different dimension to this study.

11. Suggestion and future scope
Our country is moving towards a digitalized mechanism by promoting “Make in India”, “Go
Desi” and online transactions through UPI/wallets. Also, with the boom in e-commerce,
MSMEs are coping with their ability to adopt innovation. DBS is also growing at the fastest
rate. Lockdowns are also helping to spike the use of it. This study can help bankers,
government or academicians to formulate better strategies to cater to the demands of
businesses, especially rural MSMEs. Before the implementation of any schemes or policies
related to the use of DBS, the government or the banks should understand and find out the
means to win their trust in using these digital services. Also, the micro rural MSMEs mostly
cater to the local markets; the government or banks should lure the local customers to use
digital payments services, which will lure local business in the adoption of it.

References
Afshan, S. and Sharif, A. (2016), “Acceptance of mobile banking framework in Pakistan”, Telematics

and Informatics, Vol. 33 No. 2, pp. 370-387.
Ahmed, S. and Haq, S. (2019), “Role of digital-baking with special reference to demonetization”,

Innovative Journal of Business andManagement, Vol. 8 No. 2, pp. 42-48.
Ahmed, S. and Sur, S. (2017), “Factors responsible for not buying microinsurance in West

Bengal: a literature review on MSME labours”, Kindler, 17 Jun-December, Vol. 17 No. 1,
pp. 212-220.

Ainin, S., Noor Ismawati, J. and Mohezar, S. (2007), “An overview of mobile banking adoption among
the urban community”, International Journal of Mobile Communications, Vol. 5 No. 2,
pp. 157-168.

Akinci, S., Aksoy, S. and Atilgan, E. (2004), “Adoption of internet banking among sophisticated
consumer segments in an advanced developing country”, International Journal of Bank
Marketing, Vol. 22 No. 3, pp. 212-232.

Alalwan, A.A., Dwivedi, Y.K. and Rana, N.P. (2017), “Factors influencing adoption of mobile banking
by Jordanian bank customers: extending UTAUT2 with trust”, International Journal of
InformationManagement, Vol. 37 No. 3, pp. 99-110.

Amin, H., Hamid, M.R.A., Tanakinjal, G.H. and Lada, S. (2006), “Undergraduate attitudes and
expectations for mobile banking”, Journal of Internet Banking and Commerce, Vol. 11 No. 3,
pp. 2006-2012.

Amin, H., Rizal, M., Hamid, A. and Lada, S. and A., Z. (2008), “The adoption of mobile banking in
Malaysia: the case of bank Islam Malaysia Berhad (BIMB)”, International Journal of Business
and Society, Vol. 9 No. 2, pp. 43-53.

Anderson, J.C. and Gerbing, D.W. (1988), “Structural equation modeling in practice: a review and
recommended two-step approach”, Psychological Bulletin, Vol. 103 No. 3, pp. 411-423.

ANI (2020), “Over 57% consumers prefer internet banking in Covid-19 era: report”, available at: www.
business-standard.com/article/printer-friendly-version?article_id=120061200598_1 (accessed 05
January 2021).

Uses pattern of
digital

banking
services

185

http://www.business-standard.com/article/printer-friendly-version?article_id=120061200598_1
http://www.business-standard.com/article/printer-friendly-version?article_id=120061200598_1


Arnott, D.C. (2007), “Trust – current thinking and future research”, European Journal of Marketing,
Vol. 41 Nos 9/10, pp. 981-987.

Athique, A. (2019), “A great leap of faith: the cashless agenda in digital India”, NewMedia and Society,
Vol. 21 No. 8, pp. 1697-1713, doi: 10.1177/1461444819831324.

Bandura, A. (1986), Social Foundations of Thought and Action: A Social Cognitive Theory, 1st ed.,
Prentice Hall, Englewood Cliffs, NJ.

Bankole, F.O., Bankole, O.O. and Brown, I. (2011), “Mobile banking adoption in Nigeria”, The Electronic
Journal of Information Systems in Developing Countries, Vol. 47 No. 1, p. 47.

Baptista, G. and Oliveira, T. (2015), “Understanding mobile banking: the unified theory of acceptance
and use of technology combined with cultural moderators”, Computers in Human Behavior,
Vol. 50, pp. 418-430.

Byrne, B.M. (2016), Structural Equation Modeling with AMOS: Basic Concepts, Applications, and
Programming, Routledge.

Cai, Y., Tang, Y. and Cude, B. (2008), “Inconsistencies in US consumers’ attitudes toward and use of
electronic banking: an empirical investigation”, Journal of Financial Services Marketing, Vol. 13
No. 2, pp. 150-163.

Chakravorti, B. Bhalla, A. and Chaturvedi, R. (2017), “60 countries’ digital competitiveness, indexed”,
Harvard Business Review, 12 July, available at: https://hbr.org/2017/07/60-countries-
digitalcompetitiveness-indexed (accessed 21 November 2018).

Chauhan, N. (2020), “After Covid-19 lockdown, plan to unlock India in phases”, www.hindustantimes.
com/india-news/after-lockdown-plan-to-unlock-india-in-phases/story-vsK1wGQ7moLTMjlKkUelHP.
html (accessed 21May 2020).

Chaurasia, S.S., Verma, S. and Singh, V. (2019), “Exploring the intention to use M-payment in India role
of extrinsic motivation, intrinsic motivation and perceived demonetization regulation”,
Transforming Government: People, Process and Policy, Vol. 13 Nos 3/4, pp. 276-305.

Chitungo, S.K. and Munongo, S. (2013), “Extending the technology acceptance model to mobile banking
adoption in rural Zimbabwe”, Journal of Business Administration and Education, Vol. 3 No. 1,
pp. 51-79.

Chong, A.Y., Chan, F.T.S. and Ooi, K. (2014), “Predicting consumer decisions to adopt mobile
commerce: cross country empirical examination between China andMalaysia”, Decision Support
Systems, Vol. 53 No. 1, pp. 34-43.

Dasgupta, S., Paul, R. and Fuloria, S. (2011), “Factors affecting behavioral intentions towards mobile
banking usage: empirical evidence from India”, Romanian Journal of Marketing, Vol. 3 No. 1,
pp. 6-28.

De, R., Pandey, N. and Pal, A. (2020), “Impact of digital surge during Covid-19 pandemic: a viewpoint on
research and practice”, International Journal of InformationManagement, Vol. 55, p. 102171.

Deb, M. and Lomo-David, E. (2014), “An empirical examination of customers’ adoption of m-banking in
India”,Marketing Intelligence and Planning, Vol. 32 No. 4, pp. 475-494.

Dhananjay, B. and Suresh, C.B. (2015), “The electronic banking revolution in India”, Journal of Internet
Bank Commerce, Vol. 20 No. 110.

DQI Bureau (2020), “Four impact areas of COVID-10 on digitization of banks in India”, April, available
at: www.dqindia.com/four-impact-areas-covid-19-digitization-banks-india/ (accessed 21 May
2020).

Dutt, N. (2020), “Covid and its impact on economy and MSMEs”, LiveMint, available at: www.livemint.
com/opinion/online-views/opinion-covid-and-its-impact-on-economy-and-msmes-11603604611652.
html (accessed 11 January, 2021).

Eriksson, K., Kaerem, K. and Nilsson, D. (2004), “Customer acceptance of internet banking in Estonia”,
International Journal of BankMarketing, Vol. 23 No. 2, pp. 200-216.

XJM
20,1

186

http://dx.doi.org/10.1177/1461444819831324
https://hbr.org/2017/07/60-countries-digitalcompetitiveness-indexed
https://hbr.org/2017/07/60-countries-digitalcompetitiveness-indexed
https://www.hindustantimes.com/india-news/after-lockdown-plan-to-unlock-india-in-phases/story-vsK1wGQ7moLTMjlKkUelHP.html
https://www.hindustantimes.com/india-news/after-lockdown-plan-to-unlock-india-in-phases/story-vsK1wGQ7moLTMjlKkUelHP.html
https://www.hindustantimes.com/india-news/after-lockdown-plan-to-unlock-india-in-phases/story-vsK1wGQ7moLTMjlKkUelHP.html
http://www.dqindia.com/four-impact-areas-covid-19-digitization-banks-india/
http://www.livemint.com/opinion/online-views/opinion-covid-and-its-impact-on-economy-and-msmes-11603604611652.html
http://www.livemint.com/opinion/online-views/opinion-covid-and-its-impact-on-economy-and-msmes-11603604611652.html
http://www.livemint.com/opinion/online-views/opinion-covid-and-its-impact-on-economy-and-msmes-11603604611652.html


ETBFSI (2020), “RBI pushes digital payments in the time of COVID-19”, March, available at: https://
bfsi.economictimes.indiatimes.com/news/policy/rbi-pushes-digital-payments-in-the-time-of-
covid-19/74655639 (accessed 21 May 2020).

Gerrard, P. and Cunningham, J.B. (2003), “The diffusion of internet banking among Singapore
consumers”, International Journal of BankMarketing, Vol. 21 No. 1, pp. 16-28.

Govender, I. and Sihlali, W. (2014), “A study of mobile banking adoption among university students
using an extended TAM”,Mediterranean Journal of Social Sciences, Vol. 5 No. 7, pp. 451-460.

Goyal, D. (2020), “Digital banking in the times of a Covid-19 epidemic”, ETCIO, The Economic Times,
available at: https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-
banking-in-the-times-of-a-covid-19-epidemic/75007525 (accessed 17 January 2021).

Goyal, R.B. (2021), “After GST, demonetisation, Covid, here’s what India truly needs to enable digital
payments among MSMEs”, The Financial Express, available at: www.financialexpress.com/
industry/sme/cafe-sme/msme-tech-after-gst-demonetisation-covid-heres-what-india-truly-needs-
to-enable-digital-payments-among-msmes/2163705/ (accessed on 17th January 2021).

Grewal, S. (2012), “M-commerce and its growth: an analysis”, International Journal of Technical
Research (IJTR), Vol. 1 No. 2, pp. 32-35.

Gupta, A. and Dua, P. (2018), “Cash to cashless economy – a move ahead of demonetisation”,
Mangalmay Journal of Management and Technology, Vol. 8 No. 1, pp. 26-34.

Hair, F.J., Jr, Sarstedt, M., Hopkins, L. and Kuppelwieser, G.V. (2014), “Partial least squares structural
equation modeling (PLS-SEM): an emerging tool in business research”, European Business
Review, Vol. 26 No. 2, pp. 106-121.

Hair, J.F., Tatham, R.L., Anderson, R.E. and Black, W. (2006), Multivariate Data Analysis, 6th ed.,
Pearson Education, London.

Hanafizadeh, P., Behboudi, M., Koshksaray, A.A. and Tabar, M.J.S. (2014), “Mobile-banking adoption
by Iranian bank clients”,Telematics and Informatics, Vol. 31 No. 1, pp. 62-78.

Hernandez, B., Jimenez, J. and Martin, M. (2008), “Extending the technology acceptance model to
include the IT decision-maker: a study of business management software”, Technovation,
Vol. 28 No. 3, pp. 112-121.

Herzberg, A. (2003), “Payments and banking with mobile personal devices”, Communications of the
ACM, Vol. 46 No. 5, pp. 53-58.

Hinkin, J.T. (1995), “A review of scale development in the study behaviour in organizations”, Journal of
Management, Vol. 21 No. 5, pp. 967-988.

Hongxia, P., Xianhao, X. and Weidan, L. (2011), “Drivers and barriers in the acceptance of mobile
payment in China”, International Conference on E-Business and E-Government, Shanghai,
pp. 1-4.

Hongyoun Hahn, K. and Kim, J. (2009), “The effect of offline Brand trust and perceived internet
confidence on online shopping intention in the integrated multi-channel context”, International
Journal of Retail and DistributionManagement, Vol. 37 No. 2, pp. 126-141.

Howcroft, B., Hewer, P.A. and Hamilton, R. (2002), “Consumer attitude and the usage and adoption of
home-based banking in the United Kingdom”, International Journal of Bank Marketing, Vol. 20
No. 3, pp. 111-121.

Ibrahim, E.E., Joseph, M. and Ibeh, K.I.N. (2006), “Customers perception of electronic service delivery in
the UK retail banking sector”, International Journal of Bank Marketing, Vol. 24 No. 7,
pp. 475-493.

Iddris, F. (2013), “Barriers to the adoption of mobile banking: evidence from Ghana”,
International Journal of Academic Research in Business and Social Sciences, Vol. 3 No. 7,
pp. 356-370.

Jeong, B.K. and Yoon, T.E. (2013), “An empirical investigation on consumer acceptance of mobile
banking services”, Business andManagement Research, Vol. 2 No. 1, pp. 31-40.

Uses pattern of
digital

banking
services

187

https://bfsi.economictimes.indiatimes.com/news/policy/rbi-pushes-digital-payments-in-the-time-of-covid-19/74655639
https://bfsi.economictimes.indiatimes.com/news/policy/rbi-pushes-digital-payments-in-the-time-of-covid-19/74655639
https://bfsi.economictimes.indiatimes.com/news/policy/rbi-pushes-digital-payments-in-the-time-of-covid-19/74655639
https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-a-covid-19-epidemic/75007525
https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-a-covid-19-epidemic/75007525
http://www.financialexpress.com/industry/sme/cafe-sme/msme-tech-after-gst-demonetisation-covid-heres-what-india-truly-needs-to-enable-digital-payments-among-msmes/2163705/
http://www.financialexpress.com/industry/sme/cafe-sme/msme-tech-after-gst-demonetisation-covid-heres-what-india-truly-needs-to-enable-digital-payments-among-msmes/2163705/
http://www.financialexpress.com/industry/sme/cafe-sme/msme-tech-after-gst-demonetisation-covid-heres-what-india-truly-needs-to-enable-digital-payments-among-msmes/2163705/


Kapoor, D, PWC (2016), “Demonetisation – the long and short of it”, available at: www.forbesindia.com/
blog/economy-policy/demonetisation-the-long-and-short-of-it/ (accessed 28 December 2019).

Kazemi, D.A., Nilipour, D.A., Kabiry, N. and Hoseini, M.M. (2013), “Factors affecting isfahanian mobile
banking adoption based on the decomposed theory of planned behavior”, International Journal
of Academic Research in Business and Social Sciences, Vol. 3 No. 7, pp. 230-246.

Khan, M.Z.A. and Khan, S. (2012), “Internet versus mobile banking: a study of Peshawar city
(Pakistan)”, Journal of Internet Banking and Commerce, Vol. 17 No. 3, pp. 1-14.

Khatana, S. and Dahiya, M. (2015), “Upcoming boom in mobile commerce in India”, Economic and
Business Review, Vol. 3 No. 2, pp. 226-229.

Khidhir, A. (2020), “Will COVID-19 reshape digital banking?”, available at: www.finextra.com/
blogposting/18766/will-covid-19-reshape-digital-banking (accessed 21May 2020).

Kim, K.K. and Prabhakar, B. (2004), “Initial trust and the adoption of B2C e-commerce: the case of
internet banking”, ACM SIGMIS Database: The DATABASE for Advances in Information
Systems, Vol. 35 No. 2, pp. 50-64.

Kleijnen, M., Wetzels, M. and De Ruyter, K. (2004), “Consumer acceptance of wireless finance”, Journal
of Financial ServicesMarketing, Vol. 8 No. 3, pp. 206-217.

Kline, R.B. (2011), Principles and Practice of Structural EquationModeling, 3rd ed., Guilford Press.
Koenig-Lewis, N., Palmer, A. and Moll, A. (2010), “Predicting young consumers’ take-up of mobile

banking services”, International Journal of BankMarketing, Vol. 28 No. 5, pp. 410-432.
Koksal, M.H. (2016), “The intentions of Lebanese consumers to adopt mobile banking”, International

Journal of BankMarketing, Vol. 34 No. 3, pp. 327-346.
Krivaa, K. (2020), “The evolution of digital banking post COVID-19”, insideBIGDATA, available at:

https://insidebigdata.com/2020/07/10/the-evolution-of-digital-banking-post-covid-19/ (accessed
17 January 2021).

Kuisma, T., Laukkanen, T. and Hiltunen, M. (2007), “Mapping the reasons for resistance to internet
banking: a means-end approach”, International Journal of Information Management, Vol. 27
No. 2, pp. 75-85.

Laukkanen, T. (2007), “Measuring mobile banking customers’ channel attribute preferences in service
consumption”, International Journal of Mobile Communications, Vol. 5 No. 2, pp. 123-138.

Laukkanen, T., Sinkkonen, S., Kivija, M. and Laukkanen, P. (2007), “Innovation resistance among
mature consumers”, Journal of ConsumerMarketing, Vol. 24 No. 7, pp. 419-427.

Lee, H.-H. and Lee, S.-E. (2007), “Mobile commerce: an analysis of key success factors”, Journal of
Shopping Center Research, Vol. 14 No. 2, pp. 29-62.

Lee, K.C., Kang, I. and McKnight, D.H. (2007), “Transfer from offline trust to key online perceptions: an
empirical study”, IEEETransactions on EngineeringManagement, Vol. 54 No. 4, pp. 729-741.

Lee, M. and Turban, E. (2001), “A trust model for consumer internet shopping”, International Journal of
Electronic Commerce, Vol. 6 No. 1, pp. 75-91.

Liao, Z. and Cheung, M.T. (2002), “Internet-based e-banking and consumer attitudes: an empirical
study”, Information andManagement, Vol. 39 No. 4, pp. 283-295.

Lin, H.-F. (2011), “An empirical investigation of mobile banking adoption: the effect of innovation
attributes and knowledge-based trust”, International Journal of Information Management,
Vol. 31 No. 3, pp. 252-260.

Luarn, P. and Lin, H.H. (2005), “Towards an understanding of the behavioural intention to use mobile
banking”, Computers in Human Behavior, Vol. 21 No. 6, pp. 873-891.

Luo, X., Li, H., Zhang, J. and Shim, J.P. (2010), “Examining multi-dimensional trust and multi-faceted
risk in initial acceptance of emerging technologies: an empirical study of mobile banking
services”,Decision Support Systems, Vol. 49 No. 2, pp. 222-234.

XJM
20,1

188

http://www.forbesindia.com/blog/economy-policy/demonetisation-the-long-and-short-of-it/
http://www.forbesindia.com/blog/economy-policy/demonetisation-the-long-and-short-of-it/
http://www.finextra.com/blogposting/18766/will-covid-19-reshape-digital-banking
http://www.finextra.com/blogposting/18766/will-covid-19-reshape-digital-banking
https://insidebigdata.com/2020/07/10/the-evolution-of-digital-banking-post-covid-19/


McCole, P. (2002), “The role of trust for electronic commerce in services”, International Journal of
Contemporary Hospitality Management, Vol. 14 No. 2, pp. 81-87.

Maji, P. (2017), “Demonetisation keeps digital payments up; cashless transactions grow 13.5% in
September”, Business Today, available at: www.businesstoday.in/money/banking/demonetisation-
digital-payments-cashless-transactions-ewallets-credit-card-debit-card-paytm/story/263466.html
(accessed 17 January 2021).

Malhotra, N.K. and Dash, S. (2011), Marketing Research an Applied Orientation, 6th ed., Pearson, New
Delhi.

Mann, B.J.S. and Sahni, S.K. (2012), “Profiling adopter categories of internet banking in India: an
empirical study”,Vision: The Journal of Business Perspective, Vol. 16 No. 4, pp. 283-295.

Mansur, R. (2020), “HowMastercard is helping MSMEs push towards digital payments amidst COVID-
19”, SMBStory, available at: https://yourstory.com/smbstory/mastercard-msmes-digital-
payments-india-covid-19 (accessed 17 January 2021).

Masrek, M.N., Omar, N., Uzir, N. and Khairuddin, I.E. (2012), “Mobile banking utilization, satisfaction, and
loyalty: a case study ofMalaysian consumers”, Science Series Data Report, Vol. 4 No. 12, pp. 20-29.

Mbah, S. and Obiezekwem, J. (2019), “Electronic banking and performance of small and medium scale
enterprises in Anambra state, Nigeria”, International Journal of Business and Management,
Vol. 14 No. 6, pp. 173-180.

Meher, B.K. and Gupta, A.K. (2020a), “Factors adversely affecting the usage of digital banking by
MSMEs in India (a case study of Katihar district in Bihar)”, Journal of Xidian University, Vol. 14
No. 3, pp. 1692-1701.

Meher, B.K. and Gupta, A.K. (2020b), “Substantial effect of digital banking in the growth of MSMEs in
India (a case study of Katihar district in Bihar)”, Studies in Indian Places Names, Vol. 40 No. 56,
pp. 940-957.

Meher, B.K., Hawaldar, I.T., Mohapatra, L., Spulbar, C., Birau, R. and Rebegea, C. (2021), “The impact of
digital banking on the growth of micro, small and medium enterprises (MSMEs) in India: a case
study”, Business: Theory and Practice, Vol. 22 No. 1, pp. 18-28.

Mishra, S. (2014), “Adoption of M-commerce in India: applying the theory of planned behaviour model”,
Journal of Internet Banking and Commerce, Vol. 19 No. 1, pp. 1-17.

Mortimer, G., Neale, L., Hasan, S.F.E. and Dunphy, B. (2015), “Investigating the factors influencing the
adoption of m-banking: a cross-cultural study”, International Journal of BankMarketing, Vol. 33
No. 4, pp. 545-570.

MSME Annual Report (2017-18), Ministry of Micro, Small and Medium Enterprises, GOI, available at:
https://msme.gov.in/sites/default/files/MSME-AR-2017-18-Eng.pdf (accessed 19 December
2019).

Muchiri, J.W. (2018), “Effect of mobile banking adoption on the performance of small and medium
enterprises in Nairobi county”, International Journal of Economics, Business and Management,
Vol. 2 No. 4, pp. 445-486.

Mukherjee, A. and Nath, P. (2003), “A model of trust in online relationship banking”, International
Journal of BankMarketing, Vol. 21 No. 1, pp. 5-15.

Neog, N. (2019), “Usage of digital banking services by rural population: a study in Sivasagar district of
Assam”, International Journal of Scientific and Technology Research, Vol. 8 No. 12,
pp. 3301-3304.

Nielsen Report Part II (2016), “Demonetisation: the Nielsen view”, available at:www.nielsen.com/in/en/
insights/reports/2016/demonetisation-the-nielsen-view-part-two.html (accessed December 2019).

Nitzl, C. (2016), “The use of partial least squares structural equation modelling (PLS-SEM) in
management accounting research: directions for future theory development”, Journal of
Accounting Literature, Elsevier, Vol. 37, pp. 19-35.

Uses pattern of
digital

banking
services

189

http://www.businesstoday.in/money/banking/demonetisation-digital-payments-cashless-transactions-ewallets-credit-card-debit-card-paytm/story/263466.html
http://www.businesstoday.in/money/banking/demonetisation-digital-payments-cashless-transactions-ewallets-credit-card-debit-card-paytm/story/263466.html
https://yourstory.com/smbstory/mastercard-msmes-digital-payments-india-covid-19
https://yourstory.com/smbstory/mastercard-msmes-digital-payments-india-covid-19
https://msme.gov.in/sites/default/files/MSME-AR-2017-18-Eng.pdf
http://www.nielsen.com/in/en/insights/reports/2016/demonetisation-the-nielsen-view-part-two.html
http://www.nielsen.com/in/en/insights/reports/2016/demonetisation-the-nielsen-view-part-two.html


Nor, K.M. and Pearson, J.M. (2007), “The influence of trust on internet banking acceptance”, Journal of
Internet Banking and Commerce, Vol. 12 No. 2, pp. 1-10.

Okazaki, S. (2006), “What do we know about mobile internet adopters? A cluster analysis”, Information
andManagement, Vol. 43 No. 2, pp. 127-141.

Oliveira, T., Faria, M., Thomas, M.A. and Popovic, A. (2014), “Extending the understanding of mobile
banking adoption: when UTAUT meets TTF and ITM”, International Journal of Information
Management, Vol. 34 No. 5, pp. 689-703.

Poddar, B., Erande, Y., Chitkara, N., Bhansal, A. and Kejriwal, V. (2016), Digital and beyond New
Horizons in Indian Banking, The Boston Consulting Group, FICCI, Indian Bank’s Association,
Mumbai, pp. 1-43.

Podsakoff, P.M., MacKenzie, S.B. and Podsakoff, N.P. (2012), “Sources of method bias in social science
research and recommendations on how to control it”,Annual Review of Psychology, Vol. 63 No. 1,
pp. 539-569.

Puschel, J., Mazzon, J.A. and Hernandez, J.M.C. (2010), “Mobile banking: proposition of an integrated
adoption intention framework”, International Journal of Bank Marketing, Vol. 28 No. 5,
pp. 389-409.

Rahman, M.M. (2013), “Barriers to M-commerce adoption in developing countries – a qualitative study
among the stakeholders of Bangladesh”, The International Technology Management Review,
Vol. 3 No. 2, pp. 80-91.

Ramayah, T., Jantan, M., Noor, M.N.M., Ling, K.P. and Razak, R.C. (2003), “Receptiveness of internet
banking by Malaysian consumers: the case of Penang”,Asian Academy of Management Journal,
Vol. 8 No. 2, pp. 1-29.

Ramdhony, D. and Munien, S. (2013), “An investigation on mobile banking adoption and usage: a case
study of Mauritius”,World Journal of Social Sciences, Vol. 3 No. 3, pp. 197-217.

Rao, S. and Troshani, I. (2007), “A conceptual framework and propositions for the acceptance of mobile
services”, Journal of Theoretical and Applied Electronic Commerce Research, Vol. 2 No. 2,
pp. 61-73.

ResearchDive (2020), “COVID-19 pandemic will have positive impact on digital banking market, global
opportunity analysis and industry forecast, 2019–2026”, available at: www.researchdive.com/
covid-19-insights/255/digital-banking-system-market (accessed 17 January 2021).

Riquelme, H.E. and Rios, R.E. (2010), “The moderating effect of gender in the adoption of mobile
banking”, International Journal of BankMarketing, Vol. 28 No. 5, pp. 328-341.

Sangle, P.S. and Awasthi, P. (2011), “Consumer’s expectations from mobile CRM services: a banking
context”, Business Process Management Journal, Vol. 17 No. 6, pp. 898-918.

Saparito, P.A., Chen, C.C. and Sapienza, H.J. (2004), “The role of relational trust in bank – small firm
relationships”,Academy ofManagement Journal, Vol. 47 No. 3, pp. 400-410.

Sathye, M. (1999), “Adoption of internet banking by Australian consumers: an empirical investigation”,
International Journal of BankMarketing, Vol. 17 No. 7, pp. 324-334.

Seetharaman, P. (2020), “Business models shifts: impact of Covid-19”, International Journal of
InformationManagement, Vol. 54, p. 102173.

Shah, A. Kaushik, V. Roongta, P. Jain, C. and Awadhiya, A. (2016), “Digital payments 2020: the making
of a $500 billion ecosystem in India”, The Boston Consulting Group.

Shepard, W. (2016), “A cashless future is the real goal of India’s demonetization move”, available at:
www.forbes.com/sites/wadeshepard/2016/12/14/inside-indias-cashless-revolution/#7b7f953d4d12
(accessed September 2019).

Singh, K. and Aggarwal, H. (2013), “Critical factors in consumers perception towards mobile commerce
in E-Governance implementation: an Indian perspective”, International Journal of Engineering
and Advanced Technology, Vol. 2 No. 3, pp. 513-520.

XJM
20,1

190

http://www.researchdive.com/covid-19-insights/255/digital-banking-system-market
http://www.researchdive.com/covid-19-insights/255/digital-banking-system-market
http://www.forbes.com/sites/wadeshepard/2016/12/14/inside-indias-cashless-revolution/#7b7f953d4d12


Singhal, D. and Padhmanabhan, V. (2008), “A study on customer perceptions towards internet banking:
identifying major contributing factors”, Journal of Nepalese Business Studies, Vol. 5 No. 1,
pp. 101-111.

Sinha, M. Saxena, R. and Majra, H. (2015), “Mobile payments in India: drivers and inhibitors”, available
at https://coles.kennesaw.edu/research/docs/fall-2015/FALL15-05.pdf (accessedMarch 31, 2020).

Sivathanu, B. (2019), “Adoption of digital payment systems in the era of demonetization in India: an
empirical study”, Journal of Science and Technology Policy Management, Vol. 10 No. 1,
pp. 143-171.

Sixth Economic Census (2016), “Ministry of statistics and programme implementation”, GOI,
available at: http://mospi.nic.in/all-india-report-sixth-economic-census (accessed 27
January 2020).

Sobti, N. (2019), “Impact of demonetization on the diffusion of mobile payment service in India
antecedents of behavioral intention and adoption using extended UTAUT model”, Journal of
Advances inManagement Research, Vol. 16 No. 4, pp. 472-497.

Sohail, M.S. and Shanmugham, B. (2003), “E-banking and customer preferences in Malaysia: an
empirical investigation”, Information Sciences, Vol. 150 Nos 3/4, pp. 207-217.

Srivats, K.R. (2020), “Covid-19 impact: Banks are looking to go digital faster”, available at: www.
thehindubusinessline.com/money-and-banking/covid-19-impact-banks-are-looking-to-go-digital-
faster/article31634153.ece (accessed 21May 2020).

Subbanna, S. (2020), “Digital banking will be the future of banking post corona pandemic”, Outlook
India, available at: www.outlookindia.com/website/story/digital-banking-a-game-changer-for-
traditional-banking-system-in-india/360406 (accessed 17 January 2021).

Suh, B. and Han, I. (2002), “Effect of trust on customer acceptance of internet banking”, Electronic
Commerce Research and Applications, Vol. 1 Nos 3/4, pp. 247-263.

Tafti, Z. Jariwala, D. Jain, A. and Gupta, S. (2020), “Impact of the COVID-19 outbreak on digital
payments”, PWC India, available at: www.pwc.in/consulting/financial-services/fintech/dp/
impact-of-the-covid-19-outbreak-on-digital-payments.html (accessed 17 January 2021).

Tan, E. and Lau, J.L. (2016), “Behavioural intention to adopt mobile banking among the millennial
generation”,Young Consumers, Vol. 17 No. 1, pp. 18-31.

Tarhini, A., El-Masri, M., Ali, M. and Serrano, A. (2016), “Extending the UTAUT model to understand
the customers’ acceptance and use of internet banking in Lebanon: a structural equation
modelling approach”, Information Technology and People, Vol. 29 No. 4, pp. 830-849.

Undale, S., Kulkarni, A. and Patil, H. (2020), “Perceived eWallet security: impact of COVID-19
pandemic”, Vilakshan – XIMB Journal of Management, Vol. 18 No. 1, doi: 10.1108/XJM-07-2020-
0022.

Uppal, R.K. (2008), Banking Services and Information Technology – The Indian Experience, New
Century Publications, NewDelhi.

Venkatesh, V. and Davis, F.D. (2000), “A theoretical extension of the technology acceptance model: four
longitudinal field studies”,Management Science, Vol. 46 No. 2, pp. 186-204.

Venkatesh, V., Morris, M.G., Davis, G.B. and Davis, F.D. (2003), “User acceptance of information
technology: toward a unified view”,MIS Quarterly, Vol. 27 No. 3, pp. 425-478.

Wang, L. and Yi, Y. (2012), “The impact of use context on mobile payment acceptance: an empirical
study in China”,Advances in Computer Science and Education, Vol. 140, pp. 293-299.

Wang, Y.S., Wang, Y.M., Lin, H.H. and Tang, T.I. (2003), “Determinants of user acceptance of internet
banking: an empirical study”, International Journal of Service Industry Management, Vol. 14
No. 5, pp. 501-519.

Wang, Y.D. and Emurian, H.H. (2005), “Trust in e-commerce: consideration of interface design
factors1”, Journal of Electronic Commerce in Organizations, Vol. 3 No. 4, pp. 42-60.

Uses pattern of
digital

banking
services

191

https://coles.kennesaw.edu/research/docs/fall-2015/FALL15-05.pdf
http://mospi.nic.in/all-india-report-sixth-economic-census
http://www.thehindubusinessline.com/money-and-banking/covid-19-impact-banks-are-looking-to-go-digital-faster/article31634153.ece
http://www.thehindubusinessline.com/money-and-banking/covid-19-impact-banks-are-looking-to-go-digital-faster/article31634153.ece
http://www.thehindubusinessline.com/money-and-banking/covid-19-impact-banks-are-looking-to-go-digital-faster/article31634153.ece
http://www.outlookindia.com/website/story/digital-banking-a-game-changer-for-traditional-banking-system-in-india/360406
http://www.outlookindia.com/website/story/digital-banking-a-game-changer-for-traditional-banking-system-in-india/360406
http://www.pwc.in/consulting/financial-services/fintech/dp/impact-of-the-covid-19-outbreak-on-digital-payments.html
http://www.pwc.in/consulting/financial-services/fintech/dp/impact-of-the-covid-19-outbreak-on-digital-payments.html
http://dx.doi.org/10.1108/XJM-07-2020-0022
http://dx.doi.org/10.1108/XJM-07-2020-0022


Yousafzai, S., Pallister, J. and Foxall, G. (2009), “Multi-dimensional role of trust in internet banking
adoption”,The Service Industries Journal, Vol. 29 No. 5, pp. 591-605.

Yousafzai, S.Y., Pallister, J.G. and Foxall, G.R. (2003), “A proposed model of e-trust for electronic
banking”,Technovation, Vol. 23 No. 11, pp. 847-860.

Yu, C.S. (2012), “Factors affecting individuals to adopt mobile banking: empirical evidence from the
UTAUTmodel”, Journal of Electronic Commerce Research, Vol. 13 No. 2, pp. 104-121.

Zhou, T. (2011), “An empirical examination of initial trusts in mobile banking”, Internet Research,
Vol. 21 No. 5, pp. 527-540.

Zhou, T., Lu, Y. and Wang, B. (2010), “Integrating TTF and UTAUT to explain mobile banking user
adoption”, Computers in Human Behavior, Vol. 26 No. 4, pp. 760-767.

Further reading
Agarwal, R., Rastogi, S. and Mehrotra, A. (2009), “Customers’ perspectives regarding e-banking in an

emerging economy”, Journal of Retailing and Consumer Services, Vol. 16 No. 5, pp. 340-351.
Aladwani, A.M. (2001), “Online banking: a field study of drivers, development challenges and

expectations”, International Journal of InformationManagement, Vol. 21 No. 3, pp. 213-225.
Barnes, S.J. and Corbitt, B. (2003), “Mobile banking: concept and potential”, International Journal of

Mobile Communications, Vol. 1 No. 3, pp. 1-16.
Diamantopoulos, A. and Winklhofer, H.M. (2001), “Index construction with formative indicators: an

alternative to scale development”, Journal of Marketing Research, Vol. 38 No. 2, pp. 269-277.
ETCIO (2020), “Digital banking in the times of a Covid-19 epidemic”, April, available at: https://cio.

economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-
a-covid-19-epidemic/75007525 (accessed 21May 2020).

Kleinbaum, D.G., Kupper, L.L., Muller, K.E. and Nizam, A. (1988), One-Way Analysis of Variance.
Applied Regression Analysis and Other Multivariable Methods, PWS-Kent, Boston, MA,
pp. 341-386.

Martins, C., Oliveira, T. and Popovic, A. (2014), “Understanding the internet banking adoption: a
unified theory of acceptance and use of technology and perceived risk application”, International
Journal of InformationManagement, Vol. 34 No. 1, pp. 1-13.

Moden, N. and Neufeld, P. (2020), “How COVID-19 has sped up digitization for the banking sector”,
EY – Global, available at: www.ey.com/en_gl/financial-services-emeia/how-covid-19-has-sped-
up-digitization-for-the-banking-sector (accessed 17 January 2021).

Shen, Y.-C., Huang, C.-Y., Chu, C.-H. and Hsu, C.-T. (2010), “A benefit-cost perspective of the consumer
adoption of the mobile banking system”, Behaviour and Information Technology, Vol. 29 No. 5,
pp. 497-511.

Singh, V.R. (2014), “An overview of mobile commerce in India”, International Journal of Management
Research and Review, Vol. 4 No. 3, pp. 354-366.

Corresponding author
Shafique Ahmed can be contacted at: shafique1985@gmail.com

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

XJM
20,1

192

https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-a-covid-19-epidemic/75007525
https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-a-covid-19-epidemic/75007525
https://cio.economictimes.indiatimes.com/news/strategy-and-management/digital-banking-in-the-times-of-a-covid-19-epidemic/75007525
http://www.ey.com/en_gl/financial-services-emeia/how-covid-19-has-sped-up-digitization-for-the-banking-sector
http://www.ey.com/en_gl/financial-services-emeia/how-covid-19-has-sped-up-digitization-for-the-banking-sector
mailto:shafique1985@gmail.com

	Change in the uses pattern of digital banking services by Indian rural MSMEs during demonetization and Covid-19 pandemic-related restrictions
	1. Introduction
	2. Literature review
	3. Research gap
	4. Objective of the study
	5. Conceptual model
	5.1 Convenience
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	5.2 Perceived risk (PR)
	5.3 Perceived self-efficacy (PSE)
	5.4 Demonetization effect (DE)
	5.5 Trust
	5.6 Performance expectancy (PE)
	5.7 Pandemic effect

	6. Research methodology
	7. Data interpretation
	7.1 Sample size
	7.2 Demographic profile
	7.3 Data analysis
	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed

	Undefined namespace prefix
xmlXPathCompOpEval: parameter error
xmlXPathEval: evaluation failed


	7.4 Results and discussions

	8. Implications
	8.1 Theoretical implications
	8.2 Managerial implications

	9. Conclusions
	10. Limitations
	11. Suggestion and future scope
	References


