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Abstract: Malaysian banking users have encountered negative experiences while adopting traditional bank 
services. Several customers and businesses face limited access to traditional banking products and services due 
to factors such as low or irregular income, bad credit, or a lack of conveniently located banks. The acceptability 
of digital banking products and services in Malaysia is currently unknown and inadequate due to the general 
lack of familiarity among Malaysians with the notion of digital banking. Conventional methods of analyzing 
consumer behavior, which primarily consider historical data and current resources, will not result in the 
achievement of branchless banking in the future. This paper presents a framework that examines how various 
factors such as performance expectancy, effort expectancy, social influence, facilitating condition, hedonic 
motivation, price value, and habit may influence behavioral intention. Additionally, the framework considers 
gender as a moderator variable. The results of this study are anticipated to expand the existing body of 
knowledge on behavioral intention and bring advantages to marketers and digital banking providers. 
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1. Introduction and Background 
 
The emergence of digital banking is revolutionizing the traditional banking operations and financial services 
that were previously limited to physical bank branches (Windasari et al., 2022). Every aspect of digital banking, 
including account opening, money transfers, and various financial services, may be conveniently carried out 
using smartphones without the necessity of physically visiting a bank branch (Riadi et al., 2023).  
 
Survey done by McKinsey & Company (2021) Found that most Malaysians expect to continue or expand their 
use of mobile and online banking channels when the epidemic of Coronavirus disease 2019 (COVID-19) 
subsides, as shown in Figure 1. It suggests that 36 percent of respondents will visit their branch less often and 
6% will never visit after the outbreak. 
 
Figure 1: Post-COVID Bank Services Usage Frequency  
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Nevertheless, a significant majority of consumers (60%) still opt to maintain their primary banking accounts 
with traditional banks rather than digital banks as can be seen in Figure 2. Traditional banks possess well-
established reputations and extensive histories, which can foster a feeling of confidence and safety. Several 
individuals may prefer traditional banks that they have been familiar with for a long time. Certain individuals 
place importance on personal interactions and the personalized assistance provided by traditional banks. They 
may have a preference for accessing a physical branch to seek assistance with intricate financial issues. As 
digital banks continue to expand and develop, these aspects may change. As people become more accustomed 
to technology and digital banking becomes more ingrained in daily life, the balance between traditional and 
digital banking preferences may shift. 
 
Figure 2: Comparison of Digital Banks and Traditional Banks 

 
Source: Survey Consumer Payment Attitudes Study – VISA (2022) 
 
A study conducted by Barquin et al. (2021) Revealed that despite customer interest in online banking products 
in Malaysia, banks have not successfully translated this desire into digital sales. The reason for this is that just 
20 to 30 percent of the participants reported having purchased a financial product, such as a savings account, 
loan, or credit card, through a mobile app or online platform. Approximately 70% of respondents express a 
willingness to utilize digital channels for purposes other than commerce, as depicted in Figure 3.  
 
Figure 3: Digital Sales Behavior Across Asia-Pacific including Malaysia 

 
Source: McKinsey & Company (2021) 
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the intention to adopt digital banking. Nevertheless, there is a scarcity of research investigating the 
determinants that impact consumers' intention to use digital banking, particularly within the Malaysian setting 
(Azmi et al., 2021; Suhaimi & Hassan, 2019; Tiong, 2020). 
 
The introduction of digital banking services is anticipated to broaden and enhance financial inclusion, enabling 
individuals to access financial services without constraints of time and location. (Maulidya & Afifah, 2021). For 
digital banks to achieve success in Malaysia, they must possess a comprehensive understanding of the specific 
requirements of the target demographics they cater to. In addition, it is imperative for them to actively 
contribute to the advancement of financial literacy and financial inclusion throughout the entire nation (KPMG, 
2020). 
 
To promote a wider adoption of digital banking, it is crucial to identify the specific areas that require more 
focus in the implementation process. Gaining insight into the factors that drive customers to adopt digital 
banking can assist governments in promoting financial inclusion and empowering individuals to have greater 
control over their financial well-being, particularly in recovering from setbacks such as the COVID-19 outbreak. 
The purpose of this study is to analyze the UTAUT2 model of the behavioral intention of digital banking with 
gender as a moderator variable.  
 
2. Literature Review 
 
The Extended Unified Theory of Acceptance and Use of Technology (UTAUT2): Venkatesh et al. (2012) 
Created the Extended Unified Theory of Acceptance and Use of Technology (UTAUT2) to specifically examine 
how consumers perceive and utilize technology. This theory considers the acceptance of innovations for 
personal use and has been further explored by Alalwan et al. (2017), Baptista & Oliveira (2015), and Merhi et 
al. (2019). While UTAUT only accounts for 40% to 52% of the variation in customers' adoption of focal 
technology, UTAUT2 accounts for 56% to 74% of the variation in consumers' behavioral intentions. (Shankar 
et al., 2016; Venkatesh et al., 2012). Several researchers have acknowledged that the UTAUT2 is comprehensive 
and superior since it encompasses all the essential factors that predict the adoption of any technological 
innovation. (Tamilmani et al., 2021). Furthermore, the lack of the moderator variable which is age and 
experience does not damage the theoretical model when investigating the direct influence within the UTAUT2 
model (Dwivedi, 2017). 
 
Behavior Intention: Parkins et al. (2018) Defined behavioral intention as an individual's plan for the future. 
Research suggests that the decision to use technology is influenced by the behavioral intention to use it (Rizun 
& Strzelecki, 2020) and the adoption of a technology innovation is influenced by individual motivation (Turner 
et al., 2010). Prior studies conducted by several researchers (Parkins et al., 2018; Perri et al., 2020) have 
demonstrated that intention is the primary factor in determining the actual adoption of technology (Vairetti et 
al., 2019). Behavioral intention is well recognized as a crucial factor in determining the actual use and 
willingness to adopt new technologies (Ajzen, 1991; Venkatesh et al., 2003).  
 
Performance Expectancy and the influence of gender as moderator variable: Performance expectancy, as 
defined by Davis et al. (1989) and Venkatesh et al. (2003), is a measure of consumer confidence that indicates 
the extent to which customers believe that using a specific platform will improve their performance. Wu and 
Ho (2022) Found that digital banking users believe that digital features can enhance problem-solving by 
providing rapid, convenient, and efficient solutions, thanks to their sophisticated technological attributes. A 
study conducted by Khan (2022) investigated the impact of behavioral intention and usage behavior on digital 
banking in Pakistan and Mainland China. Behavioral intention to adopt digital banking is influenced by 
performance expectancy both in Pakistan and China. As a result, it is hypothesized that: 
H1: Performance expectancy positively influences banking consumers’ behavioral intention to adopt digital 
banking. 
H1a: The effect of performance expectancy on banking consumers’ behavioral intention to adopt digital 
banking is moderated by gender. 
 
Effort Expectancy and the influence of gender as a moderator variable:  Effort expectancy is defined as the 
understanding that an individual can utilize information technology systems without any effort (Venkatesh & 
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Davis, 2000) and they are easy to use (Anggraeni et al., 2021). The study conducted by Windasari et al. (2022) 
centers around the examination of young consumers belonging to the demographic cohorts of Generation Y 
and Generation Z. The study was conducted in Indonesia due to the twofold increase in the utilization of digital 
banking within the past three years. The results indicated that consumers' willingness to embrace a digital-
only bank is influenced positively by their perception of how easy it is to use digital-only banking services. 
Contrary to this, a study conducted by Merhi et al. (2019) found that effort expectancy does not have a major 
role for Lebanese participants, but it does have a mildly significant impact on English participants. Based on 
these analyses, it is hypothesized that: 
H2: Effort expectancy positively influences banking consumers’ behavioral intention to adopt digital banking. 
H2a: The effect of effort expectancy on banking consumers’ behavioral intention to adopt digital banking is 
moderated by gender. 
 
Social Influence and the Influence of Gender as a Moderator Variable: Social influence is defined as an 
individual's perception of how their relatives or friends would react to their use of technology (Venkatesh et 
al., 2003), as well as the extent to which other individuals such as family members, friends, and colleagues, as 
well as external factors such as the environment, advertisements, and feedback from real customers, influence 
their beliefs (Khan, 2022; Rembulan & Firmansyah, 2020; Sharma et al., 2017). Study done by Alkhowaiter 
(2020) This is to investigate the variables that impact the favorable attitude, intention to adopt, and actual 
usage of mobile payments in GCC nations. Regarding attitude, social influence was found to have a relatively 
moderate correlation, whereas its connection with behavioral intention was significantly stronger. 
Consequently, it is hypothesized that: 
H3: Social influence positively influences banking consumers’ behavioral intention to adopt digital banking. 
H3a: The effect of social influence on banking consumers’ behavioral intention to adopt digital banking is 
moderated by gender. 
 
Facilitating Condition and the Influence of Gender as a Moderator Variable: Facilitating condition refers 
to the availability and accessibility of resources that are crucial for promoting the adoption of a specific 
behavior on the platform (Rahman et al., 2020) With an assumption that there is an adequate infrastructure in 
place to facilitate the usage of the technology (Songkram, 2023). Infrastructure encompasses knowledge, 
management, organization, and technical support capabilities (Nikou & Economides, 2017). Thusi and Maduku 
(2020) Conducted a study on Generation Y retail banking users to investigate the factors that influence the 
uptake and utilization of mobile banking services. The desire of Generation Y to use mobile banking apps is 
significantly influenced by factors such as performance expectancy, facilitating conditions, and habit. As a 
result, it is hypothesized that: 
H4: Facilitating conditions positively influence banking consumer’s behavioral intention to adopt digital 
banking  
H4a: The effect of facilitating conditions on banking consumers’ behavioral intention to adopt digital banking 
is moderated by gender. 
 
Hedonic Motivation and the influence of gender as moderator variable: Hedonic motivation pertains to 
the pleasure one experiences from the activity, such as an aesthetically pleasing and visually stunning design 
of the platform, which stimulates the consumer's inclination to adopt technological advancement (Anggraeni 
et al., 2021). The study conducted by Hassan et al. (2022) Revealed a statistically significant positive correlation 
between hedonic motivation and the intention to use health information applications. This finding aligns with 
other research that demonstrated consumers derive satisfaction from using health information applications. 
(Brown & Venkatesh, 2005; Venkatesh et al., 2012). Consumers who participate in mobile commerce are driven 
by hedonic motivation, which is a significant factor for them. (Vinerean et al., 2022). Based on these analyses, 
it is hypothesized that: 
H5: Hedonic motivation positively influences banking consumers’ behavioral intention to adopt digital 
banking. 
H5a: The effect of hedonic motivation on banking consumers’ behavioral intention to adopt digital banking is 
moderated by gender. 
 
Price Value and the Influence of Gender as a Moderator Variable: Price value refers to the consideration 
that consumers give to the amount of money they will need to invest to use an application, as well as their 



Information Management and Business Review (ISSN 2220-3796) 
Vol. 16, No. 3S(a), pp. 394-401, Oct 2024 

 

398  

perception of the application's worth (Venkatesh et al., 2012). Adopting technology in the consumer's setting 
may result in extra costs for the consumer (Alalwan et al., 2017). The UTAUT2 model includes the price value 
as it has an impact on consumer intention to adopt, as customers are the ones who suffer the expenses 
(Venkatesh et al., 2012). The study conducted by Chaveesuk et al. (2022) reveals that prices have a significant 
impact on the behavioral intention to adopt massive online open courses (MOOCs) in Poland. In addition, the 
pricing value of a telemedicine application has a significant role in determining its adoption by individuals, as 
shown by Rahi (2022) and consistent with prior studies by Baudier et al. (2020) and Gao et al. (2015). 
Consequently, it is hypothesized that: 
H6: Price value positively influences banking consumers’ behavioral intention to adopt digital banking. 
H6a: The effect of price value on banking consumers’ behavioral intention to adopt digital banking is 
moderated by gender. 
 
Habit and the influence of gender as moderator variable: A habit can be defined as a learned behavior that 
is triggered by an unintended stimulus and provides rewarding outcomes (Merhi et al., 2019). Consequently, 
consumers will cultivate a propensity for deploying technology with more frequency. In the study done by 
Samsudeen et al. (2022) Surveyed Islamic Banking consumers in Sri Lanka to identify the elements that impact 
their inclination to adopt mobile banking services. They employ the Unified Theory of Acceptance and Use of 
Technology (UTAUT2) as their framework. There is a significant correlation between habit and customer 
adoption intention. This indicates that the way customers use technology significantly influences their 
willingness to embrace mobile banking. Based on these analyses, it is hypothesized that: 
H7: Habit positively influences banking consumers’ behavioral intention to adopt digital banking. 
H7a: The effect of habit on banking consumers’ behavioral intention to adopt digital banking is moderated by 
gender. 
 
Conceptual Model 
In developing nations, digital banking offers a distinct perceived benefit compared to its application in wealthy 
countries. (KPMG, 2020). Following the approval from the Minister of Finance, Bank Negara Malaysia (BNM) 
publicly released the names of the five applicants who were granted digital bank licenses on April 29, 2022 
(Hen, 2022). This news garnered extensive attention to the potential of digital banking in Malaysia. 
Understanding the requirements of Malaysian customers in certain target demographics is crucial for ensuring 
the efficiency of digital banking in the country. The researchers have revised the framework of UTAUT2 by 
incorporating a single moderator, namely gender as can be seen in Figure 4.  
 
Figure 4: Conceptual Model 

 
 

3. Methodology 
 
A self-administered questionnaire will be employed to gather data on the suggested model. This study will use 
a Purposive sample technique to select a non-probability sample frame from the specified population. The 
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approach was selected because it will assist researchers in comprehending consumers' intention to adopt 
digital banking. The completed surveys will be evaluated using the Statistical Package for Social Science (SPSS) 
and the Structural Equation Model (SEM). 
 
4. Conclusion 
 
Digital banking is essential in the banking sector as it enhances operational efficiency and customer service, 
providing consumers with a convenient and user-friendly banking experience. (Ahn & Lee, 2019). It improves 
the efficiency and effectiveness of the business model by decreasing operating costs, such as the inefficiencies 
of using paper-based documents for billing, credit card statements, receipts, and other uses. The banking 
business has been significantly influenced by information technology, leading to the development of user-
friendly banking systems. This has enabled individuals without bank accounts to access new markets and 
benefit from various financial services. (Zahid et al., 2021). Based on the results of a survey conducted by 
PricewaterhouseCoopers (PwC) among banking consumers in Malaysia, it was found that the consumers had a 
negative experience when accessing traditional banking services. (PwC, 2019). Consumers exhibit a lack of 
commitment toward their existing financial institutions and will seek alternatives if their needs are not fulfilled. 
(Marcous, 2014). Thus, this proposed study aims to understand how performance expectancy, effort 
expectancy social influence, facilitating condition, hedonic motivation, price value and habit can influence 
behavioral intention with gender as a moderator variable. 
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