
Journal of Business and Economic Development 

2025, Vol. 10, No. 2, pp. 81-93 

https://doi.org/10.11648/j.jbed.20251002.14  

 

 

*Corresponding author:  

Received: 19 April 2025; Accepted: 7 May 2025; Published: 16 June 2025 

 

Copyright: © The Author(s), 2025. Published by Science Publishing Group. This is an Open Access article, distributed 

under the terms of the Creative Commons Attribution 4.0 License (http://creativecommons.org/licenses/by/4.0/), which 

permits unrestricted use, distribution and reproduction in any medium, provided the original work is properly cited. 
 
 

 

Research Article 

Determinants of Customers' Digital Banking Utilization a 

Pathway to Cash-Lite Economy: Evidence from Addis 

Ababa 

Abebe Tilahun Kassaye* , Tigist Belachew, Kiros Haftu 

Department of Public Financial Management and Accounting, Ethiopian Civil Service University, Addis Ababa, Ethiopia 

 

Abstract 

Ethiopia's digital economy is still developing, with only a limited number of private sector companies offering online services 

and a few government-sponsored initiatives aimed at digitalization. This study explores the factors influencing customers' 

utilization of digital banking as a pathway to a cash-lite economy, focusing on evidence from Addis Ababa. The research is 

framed within the Unified Theory of Acceptance and Use of Technology (UTAUT2) and employs a quantitative approach using 

a descriptive and explanatory research design. We collected primary data from customers of commercial banks in Addis Ababa. 

Accordingly, 428 questionnaires were distributed to customers of commercial banks in Addis Ababa using the convenience 

sampling method, and 405 responses were properly filled out with a response rate of 94.62%. The overall reliability, measured by 

Cronbach's alpha, was found to be 0.913. The findings indicate that performance expectancy, facilitating conditions, hedonic 

motivation, and habit significantly and positively influence digital banking utilization, supporting the hypothesis. In contrast, 

effort expectancy, social influence, and price value were found to be insignificant factors. The study concludes that increased 

digital banking utilization can facilitate progress toward a cash-lite economy. To encourage customers to adopt digital banking 

services, commercial banks should develop strategies to raise awareness and create incentive mechanisms. Additionally, the 

national bank should establish a legal framework to monitor and evaluate digital banking transactions within commercial banks, 

promoting the transition to a cash-lite economy. 
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1. Introduction 

Digital banking is revolutionizing daily life in Africa, re-

placing paper transactions with online [1]. It enhances ac-

countability, tracks government spending, reduces corruption, 

offers immediate payments, and provides alternative financ-

ing [2]. 

Over 90% of Ethiopia's retail transactions, including low- 

and high-value items, are predominantly conducted in cash, 

with cash purchase orders and checks serving as substitutes 

for supplier payments [3]. Ethiopia's 2025 digital transfor-

mation strategy focuses on five priorities: digital ID, digital 

payments, e-governance, e-commerce, and cyber security [4]. 

The National Financial Inclusion Strategy and National Dig-
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ital Payments Strategy aim to transform the payment ecosys-

tem and support a cash-lite economy. 

Despite Ethiopia's long history in the banking industry, it is 

underdeveloped in terms of technological usage, which is why 

researchers have been motivated to conduct a study on the topic. 

Additionally, this study aims to fill the literature gap on digital 

banking usage in Addis Ababa and provide insights for the 

banking industry to develop strategies and product offerings. 

2. Literature Review 

2.1. Theory of Acceptance and Use of 

Technology (UTAUT2) Model 

The UTAUT2 model, developed by [5], is a framework 

used in information systems and technology research to pre-

dict and understand user acceptance and usage behavior of 

new technologies, incorporating additional factors. 

1) Performance Expectancy (PE): measures the rate at 

which technology benefits consumers, and digital 

banking meets customer expectations, influencing their 

intention to adopt technology [5, 6]. 

2) Effort Expectancy (EE): measures the ease of using tech-

nology, impacting customer effort and time, and digital 

banking ease increases intention and intensity of usage [5]. 

3) Social Influence (SI): refers to external pressures from 

family, friends, and acquaintances that influence an in-

dividual's perception and behavior, especially in the 

context of technological innovations [7]. 

4) Facilitating Conditions (FC): measure individuals' be-

lief in adequate facilitation for digital banking usage, 

particularly in the context of generation Z's excessive 

technology use, including networks, the internet, and 

compatible devices [5, 6]. 

5) Hedonic Motivation (HM): refers to the enjoyment or 

joy derived from using a technology without any addi-

tional benefits. It assumes that arousal inherently makes 

people excited and willing to use new technologies, 

making them joyful, positive, and helpful [5]. 

6) Price value (PV): is the ratio of technology costs to 

benefits, influencing digital banking behavior through 

innovations, promotions, and service fees [5]. 

7) Habit (HB): refers to daily technology usage, with dig-

itization and mobile devices influencing consumers' 

online interactions and digital banking usage, increasing 

their intention to use it [5]. 

2.2. Digital Banking Utilization 

E-banking allows users to access bank accounts remotely, 

transfer money, and make payments, providing wholesale 

banking services and big-value electronic payments through 

electronic channels, in addition to retail banking services [8, 15]. 

Trends of Digital Banking Utilization in Ethiopia 

Digital banking in Ethiopia has shown progress from 2019 

to 2023, aiming to make financial services more accessible 

and affordable, promoting a cash-lite economy. The following 

Table 1 shows the trends of digital banking utilization in 

Ethiopia. The data is accessed from the National Bank of 

Ethiopia (NBE). 

2.3. Cash-lite Economy 

The global digital payments market is growing rapidly due 

to internet usage, digital commerce adoption, and technolog-

ical advancements [9]. The cashless society refers to the de-

materialization of money [10]. The global digital society has 

led to a rapid shift towards a cashless economy, with 

two-thirds of adults using digital payments globally [11]. This 

shift, particularly in developing nations, has impacted the 

global economy, with the escalating accessibility of cashless 

transactions potentially positively impacting economic activ-

ity in the long run [12-14]. 

Table 1. The number of Transactions and Value in Billion Birr (2019 – 2023)1. 

Fiscal 

Year 

ATM  POS Mobile Banking Internet Banking 

Volume Value Volume Value Volume Value Volume Value 

Jun-19 99,529,312 87.4 2,259,754 5.3 4,697,907 29.7 256,135 15.0 

Jun-20 153,191,706 142.1 1,358,651 4.8 11,623,265 68.4 525,284 22.5 

Jun-21 225,603,984 236.1 2,951,802 7.4 39,560,999 326.2 2,411,331 26.6 

Jun-22 171,068,129 197.5 2,339,255 62.2 88,012,896 1,163.6 1,094,038 129.6 

Jun-22 356,384,957 478.3 6,601,796 40.8 474,917,286 3,442.6 5,804,292 358.1 

Source: NBE, 2024 

                                                             
1 One dollar equal to 56.8562 Birr as of April 01, 2024 
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2.4. Conceptual Framework 

Thus, this study aims to measure the level to which the unified theory of acceptance and use of technology 2 (UTAUT2) can 

affect the use of digital banking in Addis Ababa. Therefore, this study developed a conceptual framework reviewed from the 

empirical literature depicted on Figure 1 as follows: 

 
Source: Venkatesh et al. (2012) 

Figure 1. Conceptual Framework. 

3. Methodology 

3.1. Research Approaches and Design 

The researchers used a quantitative research approach with 

a descriptive and explanatory study design to address the 

objectives of the study because the objective of this study is to 

examine the factors that influence the use of digital banking in 

Addis Ababa, Ethiopia, using five-point Likert scale ques-

tionnaires. 

3.2. Data Collection Methods 

Researchers collected primary data through five-point 

Likert scale questionnaires that range from strongly disagree 

to strongly agree, developed and tested on seven constructs of 

UTAUT2, to elicit information from potential and actual users 

of digital banking in Addis Ababa. Empirical data was used to 

substantiate the results of the findings. 

3.3. Population and Sampling Method 

Except for those banks that do not have a branch in Addis 

Ababa, the Development Bank of Ethiopia, and Goh Betoch 

Bank, all customers of Ethiopian commercial banks (actual 

and potential users) in Addis Ababa were considered the tar-

get population for this study. 

As there is no sample frame and the size of the population is 

unknown, the researchers employed the [16] formula as fol-

lows: 

n = (Z)²(pq)/(e)² = (1.96)²(0.50.5)/(0.05)² = 385 Customers 

According to the formula, 385 samples were determined, 

and 10% of the sample size for non-response questionnaires 

would be held for compensation. Therefore, the final sample 

size, considering a 10% non-response rate, was 385/1-0.1 = 

385/0.9 = 428 questionnaires distributed to potential and 

actual bank customers in Addis Ababa using the convenience 

sampling method. 

3.4. Model Specification and Hypothesis 

The model used to make analysis the researchers employed 

multiple regression models with Pearson’s correlation tech-

niques in addition to descriptive analysis. 

Multiple regression models described as follow: 
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Where: 

β0 = Constant 

β1........βn = Coefficient of the independent variables 

X1......Xn = Independent variables included in the study 

ε = refers to an Error terms involved in the study variables 

Y = dependent Variable (Intention to use Digital Banking 

Service Channels) 
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X1 = Performance Expectancy (PE) 

X2 = Effort Expectancy (EE) 

X3 = Social Influence (SI) 

X4 = Facilitating Conditions (FC) 

X5 = Hedonic Motivation (HM) 

X6 = Price Value (PV) 

X7=Habit 

Table 2. Summary of Variables, Expected Relationship and Descriptions 

Variables Expected Sign (+/-) Notations Description References 

Dependent Variable     

Y NA UDS Usage of Digital Banking Service [17, 18] 

Independent Variables     

X1 + PE Performance Expectancy [19, 5] 

X2 + EE Effort Expectancy [20] 

X3 + SI Social Influence [21] 

X4 + FC Facilitating Conditions [19, 5] 

X5 + HM Hedonic Motivation [22, 5] 

X6 + PV Price Value [5, 23] 

X7 + HB Habit [24, 22] 

 

The above Table 2 shows the explanations of the inde-

pendent and dependent variables with its sources of refer-

ences. 

The hypotheses are described as follows: 

H1: Performance Expectancy has a negative and significant 

influence on the usage of digital banking service channels in 

Ethiopian commercial banks. 

H2: Effort Expectancy has a positive and significant influ-

ence on the use of digital banking service channels in Ethio-

pian commercial banks. 

H3: Social Influence has a positive and significant influence 

on the usage of digital banking service channels in Ethiopian 

commercial banks. 

H4: Facilitating Conditions has a positive and significant 

influence on usage of digital banking service channels in 

Ethiopian commercial banks. 

H5: Hedonic Motivation has a positive and significant in-

fluence on the use of digital banking service channels in 

Ethiopian commercial banks. 

H6: Price Value has a positive and significant influence on 

the usage of digital banking service channels in Ethiopian 

commercial banks. 

H7: Habit has a positive and significant influence on usage 

of digital banking service channels in Ethiopian commercial 

banks. 

3.5. Reliability and Validity 

These are the construct reliability results of the factors in-

fluencing digital banking utilization towards cash-lite econ-

omy. 

Table 3. Reliability Test for Constructs. 

Constructs  Cronbach’s 

Alpha 

№ of 

Items 

Performance Expectancy (PE) 0.887 5 

Effort Expectancy (EE) 0.883 5 

Social Influence (SI) 0.843 5 

Facilitating Conditions (FC) 0.844 5 

Hedonic Motivation (HM) 0.867 5 

Price Value (PV) 0.768 5 

Habit (HB) 0.812 5 

Digital Banking Utilization (DBU) 0.851 5 

Source: Survey April, 2024 

According to [25] states that Cronbach's alpha values are 

categorized into four groups based on the range of values: 

high (between 0.70 and 0.90), moderate (between 0.50 and 

0.70), low (below 0.50), and excellent (above 0.90). A value 

of more than 0.7 is regarded as appropriate. The constructs 

displayed in the above Table 3 have a Cronbach's alpha value 
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ranging from 0.768 to 0.887, exceeding the acceptable 

threshold of 0.70. 

The researchers checked the face validity of the question-

naire through a pilot test distributed to experts in the discipline 

and handed over the questionnaire to the experts in the area 

before printing and distributing the final questionnaires to 

respondents to check the content validity. Construct validity is 

the degree to which a measurement tool accurately captures 

the intended theoretical notion, using theoretical presump-

tions to prove its intended operation [26]. To test the conver-

gent validity of the study, the researchers used correlation 

analysis and significance values. The Pearson correlation 

level of significance for all questionnaires is less than 5%, and 

the validity result of this study is attached in the annex part of 

this paper. 

3.6. Data Analysis Methods 

After fieldwork, the questionnaires will be edited and 

coded for the purposes of transcribing the findings into the 

computer. Coded data was processed using the Statistical 

Package for Social Sciences (SPSS Version 29). Quantitative 

data analysis involved the generation of descriptive statistics, 

namely mean, standard deviation, frequencies, and percent-

ages, which would be displayed in tabular and charts, and the 

results of multiple regressions and correlation analysis output 

would be presented in tabular form, and the results were in-

ferred. 

3.7. Ethical Consideration 

Researchers collected primary data through questionnaires, 

maintaining confidentiality, and informing respondents about 

the study's objectives and benefits. Verbal consent was ob-

tained before data collection to ensure participant withdrawal 

at any time. The study adheres to ethical principles such as 

respect for persons, non-malfeasance, beneficence, informed 

consent, confidentiality, honesty, and avoiding plagiarism, 

with all references following the APA style. 

4. Analysis and Interpretation 

The researchers distributed 428 questionnaires through an 

enumerator to digital banking users in Addis Ababa in April, 

2024. Accordingly, the enumerator collected all the ques-

tionnaires from the respondents. The researchers organized 

and coded the collected data; while it was coded, 23 responses 

were not correctly filled out and discarded from analysis, and 

405 questionnaires were properly filled out and made ready 

for analysis. This revealed a 405/428 (94.62%) response rate, 

which is considered an excellent response rate. 

4.1. Descriptive Analysis 

As shown in Figure 2 below, mobile banking, ATM-Card, 

Internet banking, Cardless ATM, CBE-Birr, point of sale 

(POS), and tap-to-phone (TPP) were the types of digital 

banking channels available in Ethiopian commercial banks in 

Addis Ababa. From the table 4, 90.61%, 46.41%, and 18.51% 

of the respondents were using ATM, CBE-Birr, and mobile 

banking, respectively, among the types of digital banking 

channels. This implies that customers of commercial banks 

utilize different types of digital banking channels than those 

using passbook or branch banking services. 

Table 4. Types of Digital Banking Utilization. 

Statistics Mobile ATM Card Internet Cardless ATM CBE-Birr POS TTP 

Frequency 75 367 43 29 188 59 8 

Percentage 18.51 90.61 10.61 7.16 46.41 14.56 2 

Rank of Usage 3rd  1st 5th 6th 2nd  4th 7th 

Source: Survey April, 2024 

As shown in table 4 above ATM, CBE-Birr and Mobile banking ranked as 1st, 2nd and 3rd utilize digital banking channels in 

Addis Ababa. A. 
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Source: Survey April, 2024 

Figure 2. Types of Digital Banking. 

Table 5. Factors Influencing Digital Banking Utilization towards Cash-lite Economy. 

Factors N Minimum Maximum Mean 
Std. Devia-

tion 
Skewness 

Std. 

Error 
Kurtosis 

Std. 

Error 

PE 405 1.20 5.00 3.8864 .77622 -.802 .121 .609 .242 

EE 405 1.60 5.00 3.8632 .72532 -.500 .121 .146 .242 

SI 405 1.00 5.00 3.5590 .74793 -.520 .121 .565 .242 

FC 405 1.60 5.00 3.7541 .71557 -.550 .121 .273 .242 

HM 405 1.00 5.00 3.6543 .74089 -.298 .121 .274 .242 

PV 405 1.40 5.00 3.5180 .69738 -.171 .121 -.139 .242 

HB 405 1.40 5.00 3.4672 .73984 -.200 .121 -.007 .242 

DBU 405 1.20 5.00 3.8079 .69263 -.421 .121 .203 .242 

Source: Survey April, 2024 

The average values of each item under the seven different 

constructs used in this study are used to characterize the data 

collected from the respondents in this section. A five-point 

Likert scale was used to gather the data. According to [27], 

high rank is for mean ratings of 4.0 and higher, middle rank is 

for mean ratings of 4.0 to 3.5, and low rank is for mean ratings 

of 3.5 and below. 

The above Table 5 shows the average scores and standard 

deviation values of the respondents'. The six construct inde-

pendent variables that are performance expectations (PE), 

effort expectancy (EE), social influence (SI), facilitating 

conditions (FC), hedonic motivation (HM), and price value 

(PV) have a moderate mean value, while habit (HB) has a 

least mean score of 3.4672. Last but not least, the respondents 

gave the dependent variable, the use of digital banking ser-

vices, a good appraisal with a mean score of 3.80 and a 

standard deviation of 0.69. The majority of respondents in-

dicated that they agreed with the item. Conversely, all con-

structs have standard deviations less than 1, which suggests 

that respondents' answers to survey questions vary less, 

thereby giving the study's constructions a close evaluation 

score. 

4.2. Inferential Analysis 

All the regression assumptions such as linearity, normality, 
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autocorrelation, homoscedasticity and outliers test were checked and satisfied. 

4.2.1. Correlation Analysis 

Table 6. Correlations Matrix. 

Pearson Correlation PE EE SI FC HM PV HB DBU 

PE 1        

EE .687** 1       

SI .511** .516** 1      

FC .632** .700** .606** 1     

HM .626** .626** .625** .716** 1    

PV .479** .460** .583** .563** .589** 1   

HB .412** .452** .540** .547** .567** .602** 1  

DBU .530** .497** .528** .593** .631** .544** .586** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

HB: Habit, PE: Performance Expectancy, SI: Social Influence, PV: Price Value, EE: Effort Expectancy, HM: Hedonic Motivation, FC: Facil-

itating Conditions 

Survey April, 2024 

The relationship between the constructs of this study was 

determined by Pearson correlation. The above Table 6 shows 

the results of Pearson correlations between independent var-

iables and dependent digital banking utilization. The correla-

tion matrix shows that all variables were significantly corre-

lated (p < 0.01). All the correlation values were positive, 

indicating positive relationships among all variables. There 

were seven independent variables that ranged from 0.497 to 

0.631, which have been moderately correlated with the de-

pendent variable (digital banking utilization). From Table 5 

above, the relationship between performance expectancy (PE), 

effort expectancy (EE), social influence (SI), facilitating 

conditions (FC), hedonic motivation (HM), price value (PV), 

and habit (HB) and digital banking utilization (DBU) was 

found to be (r =0.530, 0.497, 0.528, 0.593, 0.631, 0.544, 0.586, 

p< 0.01), respectively. Accordingly, hedonic motivation (r = 

0.631, p<0.01), followed by facilitating conditions (r = 0.593, 

p<0.01), is more correlated with digital banking utilization. 

This implies that a change in the independent variables will 

change the dependent variable (digital banking utilization) 

positively in a moderate way. 

4.2.2. Regression Analysis Results 

Table 7. Model Summaryb. 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

1 .717a .514 .505 .48710 2.131 

a. Predictors: (Constant), HB, PE, SI, PV, EE, HM, FC 

Dependent Variable: DBU 

Survey April, 2024 

 

The above Table 7 shows the R square (R2) indicates the 

proportion of variance that can be explained in the dependent 

variable (digital banking utilization) by the linear combination 

of the independent variables, which is included in the model. In 

this study, R2 was found to be 0.514. It indicates a linear com-

bination of independent variables or predictors that are per-
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formance expectancy (PE), effort expectancy (EE), social in-

fluence (SI), facilitating conditions (FC), hedonic motivation 

(HM), price value (PV), and habit (HB) that explain 51.4% of 

the variance in digital banking utilization, and the remaining 

48.6% are explained by extraneous variables, which have not 

been included in this regression model which is denoted by 

Error Term “e”. Additionally, the Durbin-Watson (D-W) test 

statistic value was 2.131, as shown in the table 7 model sum-

mary, which is closer to 2. This suggests that there isn't any 

autocorrelation and validates the autocorrelation hypothesis. 

Table 8. ANOVAa. 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 99.621 7 14.232 59.983 <.001b 

Residual 94.193 397 .237   

Total 193.815 404    

a. Dependent Variable: DBU: Digital Banking Utilization  

b. Predictors: (Constant), HB: Habit, PE: Performance Expectancy, SI: Social Influence, PV: Price Value, EE: Effort Expectancy, HM: 

Hedonic Motivation, FC: Facilitating Conditions 

Survey April, 2024  

 

Table 8 above shows the ANOVA test whether the regres-

sion model is acceptable from a statistical perspective, that is, 

whether the independent variables are significantly better at 

explaining the dependent variable, digital banking utilization. 

In testing its significance level, the study was considered 

significant if the p value was less than or equal to 0.05. The 

ANOVA gives a highly significant result (F = 59.983, Sig. 

<.001), thereby indicating that performance expectancy (PE), 

effort expectancy (EE), social influence (SI), facilitating 

conditions (FC), hedonic motivation (HM), price value (PV), 

and habit (HB) under the study can significantly influence 

digital banking utilization (DBU). 

Fining and discussion of factors influencing Digital Bank-

ing Utilization. 

Table 9. Regression Coefficientsa. 

Model 

Unstandardized Coefficients Standardized Coefficients 

T Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) .812 .156  5.200 <.001   

PE .126 .047 .142 2.706 .007 .448 2.234 

EE -.019 .053 -.020 -.358 .721 .402 2.490 

SI .048 .046 .052 1.044 .297 .495 2.019 

FC .127 .058 .131 2.212 .028 .346 2.887 

HM .216 .054 .231 4.002 <.001 .369 2.711 

PV .095 .049 .096 1.935 .054 .501 1.997 

HB .233 .045 .249 5.225 <.001 .540 1.852 

Dependent Variable: DBU 

Predictors: (Constant), HB: Habit, PE: Performance Expectancy, SI: Social Influence, PV: Price Value, EE: Effort Expectancy, HM: Hedonic 

Motivation, FC: Facilitating Conditions 
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From the above table 9, the regression model is written as 

follows: 

DBU = 0.812 + 0.126PE – 0.019EE + 0.048SI + 0.127FC + 

0.216HM + 0.095PV + 0.233HB 

Performance expectancy, facilitating condition, hedonic 

motivation, and habit are significant at the 0.05 level of sig-

nificance, so the model is rewritten as follows: 

DBU = 0.812 + 0.126PE + 0.127FC + 0.216HM + 0.233HB 

Performance Expectancy (PE): The data presented in Table 

9 show that, while holding other variables constant, digital 

banking utilization increases by an average of 12.6% for every 

one percent increase in performance expectancy. The p-value 

for this relationship is 0.007, which is less than 0.05 at the 95% 

confidence level. The usage of digital banking was discovered 

to be positively and statistically significantly influenced by 

performance expectancy. This suggests that digital banking is 

used by Addis Ababa's commercial bank clients, who see it as 

an easy and practical instrument to complete tasks. Hence, the 

hypothesis was accepted. The studies of [28]. The result of [18] 

has been contradicted by this finding. This study, however, 

agrees with [29-31], who discovered that performance ex-

pectancy is an important component for customers because it 

makes their jobs easier. 

Effort Expectancy (EE): Based on the results indicated in 

Table 9, for every increase in effort expectancy, digital 

banking utilization decreases on average by 1.9%, holding 

other variables constant with a p-value of 0.721, which was 

greater than 0.05 at the 95% confidence level. It was found to 

have a negative and statistically insignificant influence on 

digital banking utilization. This implies that customers of 

commercial banks in Addis Ababa believe that the easiness or 

effortless of technology would not influence them to utilize 

digital banking. Therefore, the hypothesis was rejected. This 

finding has been inconsistent with the findings of [29-31] 

effort expectancy had a positive and statistically significant 

effect on digital banking utilization. So, this study finding 

differs from previous studies. 

Social Influence (SI): Based on the results indicated in Ta-

ble 9, for every one percent increase in social influence, dig-

ital banking utilization increases on average by 4.8%, holding 

other variables constant with a p-value of 0.297, which was 

greater than 0.05 at the 95% confidence level. It was found to 

have a positive and statistically insignificant influence on 

digital banking utilization. This implies that customers of 

commercial banks in Addis Ababa did not value social in-

fluence as a driving factor to utilize digital banking. Therefore, 

the hypothesis was rejected. The results of [32, 33] that dis-

covered that social impact had a positive and substantial effect 

on adoption factors in the UTAUT model, have been contra-

dicted by this finding. Researchers [18, 34] discovered that 

using digital banking had been positively influenced by social 

influence. The findings of this study, however, are consistent 

with those of [29], who discovered that social influence had 

no noticeable impact on the acceptance of e-banking services, 

and [35], who discovered that social influence had no no-

ticeable effect on a user's intention to use mobile payments. 

Facilitating Conditions (FC): Based on the results indi-

cated in table 9, for every one percent increase in facilitating 

conditions, digital banking utilization increases on average by 

12.7%, holding other variables constant with a p-value of 

0.028, which was less than 0.05 at the 95% confidence level. 

It was found to have a positive and statistically significant 

influence on digital banking utilization. This implies that 

customers of commercial banks in Addis Ababa utilize digital 

banking because they believe that technical infrastructure 

exist to support use of the system. Therefore, the hypothesis 

was accepted. The results of [36], who verify a 

non-significant influence of facilitating conditions in the 

context of Smartphone apps, have been shown to be contra-

dictory with this finding. This study, however, is consistent 

with the findings of [29, 37] that discovered that the need to 

use e-banking services was significantly influenced by the 

facilitating conditions. Additionally, [33] discovered a posi-

tive and significant correlation between adoption parameters 

in the UTAUT model and facilitating conditions. 

Hedonic Motivation (HM): The data indicated in Table 9, 

show that, while holding other variables constant, digital 

banking utilization increases by an average of 21.6% for every 

one percent increase in hedonic motivation. The p-value for 

this relationship is 0.001, which is less than 0.05 at the 95% 

confidence level. The use of digital banking was discovered to 

be positively and statistically significantly influenced by 

hedonic motivation. This implies that customers of commer-

cial banks in Addis Ababa believe that the appealing features 

and the pleasure derived from using a technology trigger them 

to use digital banking. Therefore, the hypothesis was accepted. 

This finding has been consistent with the findings of [12, 30], 

found that hedonic motivation had a positive and significant 

effect on digital banking utilization. 

Price Value (PV): The data shown in Table 9 show that, 

while holding other variables constant, digital banking utili-

zation increases by an average of 9.5% for every one percent 

increase in hedonic motivation. The p-value for this rela-

tionship is 0.054, which is greater than 0.05 at the 95% con-

fidence level. The use of digital banking was discovered to be 

positively and insignificantly influenced by PV. Therefore, the 

hypothesis was rejected. This finding has been inconsistent 

with the findings of [29] who found that price value had a 

positive and significant effect with adoption factors in the 

UTAUT model. However, this study's results confirm the 

findings of [30] who found price value had a positive and 

insignificant effect on digital banking utilization. 

Habit (HB): The data presented in Table 9, show that, 

while holding other variables constant, digital banking uti-

lization increases by an average of 23.3% for every one 
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percent increase in habit. The p-value for this relationship is 

0.001, which is less than 0.05 at the 95% confidence level. 

The use of digital banking was discovered to be positively 

and significantly influenced by habit. This implies that 

customers of commercial banks in Addis Ababa develop 

routine and automatic behaviors of using digital banking 

services. Therefore, the hypothesis was accepted. This 

finding has been supported with the findings of [22, 30, 38, 

39] who found habit had a positive and significant effect on 

digital banking utilization. 

To sum up, performance expectancy, facilitating conditions, 

hedonic motivation, and habit are positively and significantly 

influencing digital banking utilization; this implies that the 

banking industry has to give more attention to these factors so 

as to enhance digital banking utilization such as Mobile 

banking, ATM Card, Internet banking, Cardless ATM, 

CBE-Birr, POS, Tap to Phone (TTP) in Ethiopian commercial 

banks. Conversely, social influence and price value are posi-

tively and insignificantly influencing digital banking utiliza-

tion, but effort expectancy has an inverse and insignificant 

effect on digital banking utilization. This implies that effort 

expectancy, social influence, and price value have no signif-

icant impact on digital banking utilization in Ethiopian 

commercial banks. 

Finding and Discussion on Most Influencing Factors of 

Digital Banking Utilization 

From the correlation analysis results, hedonic motivation is 

more correlated, followed by facilitating conditions with 

digital banking utilization. The regression result shows that 

performance expectancy, facilitating conditions, hedonic 

motivation, and habit are positively and significantly influ-

encing digital banking utilization. However, habit has more 

effect, followed by hedonic motivation, on digital banking 

utilization. This implies that the commercial banks have to 

give more emphasis to the features that create pleasure and 

enjoyment to develop habits of using digital banking routinely 

for all their transactions. 

4.2.3. Summary of Hypothesis Test 

Table 10. Summary of Hypothesis Testing Decision. 

Explanatory variables Expected (Hi) Result Level of Significance Decision 

Performance Expectancy (PE) Positive Positive Significant Supported 

Effort Expectancy (EE) Positive Negative Insignificant Rejected 

Social Influence (SI)  Positive Positive Insignificant Rejected 

Facilitating Conditions (FC) Positive Positive Significant Supported 

Hedonic Motivation (HM) Positive Positive Significant Supported 

Price Value (PV)  Positive Positive Insignificant Rejected 

Habit (HB) Positive Positive Significant Supported 

Source: Results of Regression Analysis April, 2024 

The table above (Table 10) presents the hypothesis testing 

decisions derived from the regression analysis results. No-

tably, performance expectancy (PE), facilitating conditions 

(FC), hedonic motivation (HM), and habit (HB) all demon-

strate p-values below 0.05, confirming that these factors 

significantly and positively influence digital banking utili-

zation. 

In contrast, effort expectancy (EE), social influence (SI), 

and price value (PV) yield p-values above 0.05, leading to the 

dismissal of these hypotheses. While both social influence (SI) 

and price value (PV) exhibit positive relationships with digital 

banking utilization, their effects are not significant. Further-

more, effort expectancy (EE) reveals a negative and 

non-significant influence. 

5. Conclusions 

Based on the analysis of the findings, the following con-

clusions were drawn: 

The descriptive and correlation analysis of the study found 

that all independent variables, such as performance expec-

tancy, effort expectancy, social influence, facilitating condi-

tions, hedonic motivation, price value, and habit, influenced 

digital banking utilization, suggesting it could lead to a 

cash-lite economy. 

The regression analysis found that performance expectancy, 

facilitating conditions, hedonic motivation, and habit posi-

tively influence digital banking utilization, confirming pre-

vious research. This robust evidence underscores their vital 

http://www.sciencepg.com/journal/jbed


Journal of Business and Economic Development http://www.sciencepg.com/journal/jbed 

 

91 

role in enhancing user experience and engagement with dig-

ital banking platforms. However, social influence and price 

value had insignificant effects, and effort expectancy had an 

inverse effect. Highlighting the need for further exploration 

into how these factors can be optimized to improve user 

adoption and satisfaction in digital banking. 

5.1. Theoretical Contribution 

The study examines the UTAUT2 framework model's ap-

plication in Ethiopian commercial banks. Most studies were 

conducted using structural equation model analysis (SEM), 

while this study was conducted using regression methods. 

There were no comprehensive studies on digital banking; 

some studies were limited to ATMs and mobile banking. So, 

this study provides insights into empirical findings and 

methodological contributions for academicians to further 

study in the area. 

5.2. Practical Contributions 

The study identifies key determinants of UTAUT2 influ-

encing digital banking utilization, highlighting habit as a key 

factor and effort expectancy as the opposite. Commercial 

banks should focus on enhancing digital banking habits and 

designing user-friendly digital banking services to promote a 

cash-lite economy. 
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