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Abstract: This study explores the factors related to customer behavior influencing digital banking adoption in the
context of Cyprus. Specifically, it examines key variables through the Technology Acceptance Model (TAM)
framework, focusing on four critical components: perceived usefulness, perceived ease of use, security and trust, and
awareness. By adopting a quantitative research approach, the study employs a structured survey methodology, with
data collected from 234 respondents. The responses were analyzed using multiple regression techniques to
investigate the relationships between the independent variables and the adoption of digital banking services.

The findings indicate that all four variables—perceived usefulness, perceived ease of use, security and trust, and
awareness—have a positive and statistically significant influence on the adoption of digital banking. These results
underline the importance of understanding customer behavior and preferences in shaping digital banking solutions.
For instance, perceived usefulness and ease of use highlight the need for intuitive and user-friendly platforms, while
security and trust emphasize the critical role of robust cybersecurity measures. Similarly, awareness underscores
the importance of educational campaigns to familiarize customers with digital banking technologies.

This study offers valuable insights for financial organizations, helping them devise strategic initiatives tailored to
customer needs and preferences. By leveraging these findings, organizations can enhance customer satisfaction and
drive the widespread acceptance of digital banking services in Cyprus. Moreover, the study’s implications extend to
policymakers and practitioners, offering guidance to promote digital transformation in the banking sector and
create a supportive ecosystem for financial technology innovation.

The results also emphasize the broader relevance of these factors, particularly for smaller European economies that
share similar challenges and opportunities in digital banking adoption. These findings serve as a foundation for
further research and practical strategies aimed at accelerating digital transformation in the financial sector.

Keywords: Digital banking adoption, Customer behavior, Technology Acceptance Model (TAM), Cyprus banking
sector, Quantitative research.

1. INTRODUCTION

The information technology revolution has become a source of revolutionising the banking sector catalysing the way
financial services are being delivered globally (Alkhowaiter, 2020; Tuli, 2024). Automated teller machines (ATMs), internet
banking, mobile banking, digital kiosks, and Unified Payments Interface (UPI) innovations have greatly improved the
capability of banks to satisfy customer needs in a better and more effective manner (Kaur et al., 2021; Alnemer, 2022).
With the internet creating an online platform for different activities including marketing and promoting products, the
banking industry has been forced to re-configure its IT strategies with the aim of effectively utilising these online platforms
(Alalwan et al., 2016; Tiong, 2020; Choi and Loh, 2024). Specifically, the delivery of financial services has experienced
significant transformation, including an explosive growth of adoption for digital and mobile banking solutions (Amin, 2016;
Bankuoru Egala et al., 2021; Siska, 2022). Digital banking innovation and user adoption in emerging markets are leading
global gains (Ahmad, 2018; Chakraborty and Mitra, 2018; Marakarkandy et al., 2017).
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There has been widespread attention among researchers and as a result, a number of studies have been conducted to
understand digital banking’s rapid growth (Giovanis et al., 2012; Fonchamnyo, 2013; Ahmad, 2018; Mufarih et al., 2020).
Previous research (Dash et al., 2011; Kesharwani et al., 2012; Alkailani et al., 2012; AlKailani, 2016; Abd Ghani et al.,
2017; Ghani et al., 2022; Nihayah and Purnama, 2024) primarily analysed the introduction and rapid diffusion of digital
banking services in a broad geographical extent. However, more recent studies have moved from identifying determinant
factors of digital banking adoption to investigating factors affecting digital banking adoption (Yaghoubi and Bahmani,
2010; Sundarraj and Manochehri, 2013; Samar et al., 2017; Ly and Ly, 2022). However, digital banking has great benefits
such as greater service delivery, low transaction costs, and higher profitability to banks and their customers (Abd Ghani et
al., 2017; Ghani et al., 2022). It allows customers to perform basic banking tasks such as fund transfers and stock trading
from any location (Giovanis et al., 2012; Fonchamnyo, 2013; Ahmad, 2018), as well as underpins e-commerce by making
online transactions feasible (Sundarraj and Manochehri, 2013; Samar et al., 2017).

However, there is considerable country-level heterogeneity in the adoption of digital banking because of regional and
cultural differences (Alkailani et al., 2012; Nihayah and Purnama, 2024). Also, barriers like lack of internet access, no
personal interaction and security issues have been hindering the widespread acceptance of e-banking (Nath et al., 2013;
Munoz-Leiva et al., 2017; Ghani et al., 2022). One of the greatest challenges consists of security risks generated by digital
transactions that can lead to great financial losses (Lee, M.C., 2009; Medyawati et al., 2011; Vinitha, 2020). According to
another perspective (Amin, 2009; Aboelmaged and Gebba, 2013; Kumar Sharma and Madhumohan Govindaluri, 2014)
internet banking success depends greatly on governmental support and customer acceptance. Subsequently, (Sakala and
Phiri, 2019; Baca et al., 2023) discovered that customers use internet banking only when they perceive it useful for their
personal or professional lifestyle.

Digital or online banking, in this research, means activities related to financial services conducted by using online platforms
such as bill payments or investments etc. (Cheng et al., 2006; Hassan et al., 2018; Chang et al., 2020; Aldammagh et al.,
2021). There have been limited studies in the past that focused on the role of factors that influence digital banking in the
context of Cyprus. These factors may include consumers’ trust and other demographic variables. The role that trust and
demographic variables play in digital banking adoption has been given limited research in Cyprus. Moreover, previous
studies have mostly considered determinants of digital banking adoption as correlated, rather than analysing causal
relationships (Dash et al., 2011; Kesharwani et al., 2012; Alkailani et al., 2012). The purpose of this study is to fill these
gaps by exploring the influences of Internet banking adoption in Cyprus using the Technology Acceptance Model (TAM)
model which includes perceived ease of use (PEOU), perceived usefulness (PU), trust and awareness. This study could
provide insights into Cyprus’s banking sector to better understand customer behaviour in receiving digital service, and help
devise effective strategies for delivering digital service efficiently. Furthermore, the findings can provide insights for other
broader research on digital banking in smaller European economies and have theoretical and practical implications for future
research studies.

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Academic research has focused on the factors that affect customers’ willingness to adopt digital banking. In line with this,
considerable attention has been paid to the adoption of digital banking in the recent past. All these factors have been
extensively looked into in both developed and developing countries. Researchers have primarily used theoretical
frameworks such as the Technology Acceptance Model (TAM) that help in understanding customer behaviour. In a plethora
of work, researchers (Sundarraj and Manochehri, 2013; Samar et al., 2017; Ly and Ly, 2022) have been able to employ an
extended theoretical perspective of TAM. In this study, we extend the TAM framework to examine the adoption of digital
banking in Cyprus by identifying four critical factors, inspired by the work of Ananda et al. (2020). The five dimensions
include perceived usefulness, perceived ease of use, trust and awareness. The primary focus of the study remains an
exploration of customer behaviour toward technological adoption instead of technical factors like web features and
transaction costs as suggested by the work of Ananda et al. (2020)

Perceived Usefulness

This study finds that perceived usefulness, which is a core component of TAM (Davis et al. 1989) has been a consistently
significant determinant of technology adoption. This factor refers to how much customers think using a particular
technology will improve their efficiency and effectiveness. Studies by Nihayah and Purnama (2024) and Ly and Ly (2022)
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showed that perceived usefulness is a key determinant in shaping customers’ intention to utilise a digital banking platform.
Further, Alsamydai (2014) also found that customer adoption is related to the perceived value of online banking services,
that is convenience and time-saving features. According to these findings, perceived usefulness, which has also been a
recurrent theme in the adoption of mobile banking (Munoz-Leiva et al., 2017), is a factor determining the acceptance of e-
banking. The empirical evidence with these findings leads to the development of the following hypothesis:

Hypothesis 1: Perceived usefulness has a positive influence on digital banking adoption in the context of Cyprus
Perceived Ease of Use

Perceived ease of use, is another of the components, presented by TAM as an influencing factor in the adoption of
technology, i.e. in digital banking in this study. The anxiety of customers regarding digital banking services is reduced and
they tend to adapt if customers find things easily steerable in a digital banking platform. According to Davis et al. (1989)
perceived ease of use is yet another pillar of TAM. Simplified processes and the user-friendly interface of online banking
are observed (Lee, 2009; Medyawati et al., 2011; Vinitha, 2020) as factors promoting the adoption of online banking. In
addition, studies by Sakala and Phiri (2019) and by Baca et al. (2023) stressed how having a service perceived as easy to
use is directly and substantially correlated to the customers’ intention to use digital banking services. Furthermore, Hassan
et al. (2018) pointed to intuitive designs and reduced complexity as reasons that spur adoption among customers. Based on
these findings, the following hypothesis is developed:

Hypothesis 2: Perceived ease of use has a positive effect on digital banking adoption in the context of Cyprus.
Trust

Online transactions are risky as the customers treat digital banking as a spectrum of risks; therefore, security & trust are
essential. However, research by Aldammagh et al. (2021) on financial services revealed that trust is positively affected by
website security and their reputation in the banking sector. Security, as a barrier to mobile banking adoption, was reported
by Chang et al. (2020) and trust by Naeem et al. (2023) as a significant and critical determinant for digital banking usage.
In addition, Ananda et al. (2020) proposed that banks spend on strong security measures to appease customers’
apprehensions and build confidence in their platforms. These insights allow to develop another hypothesis in this study as
follows:

Hypothesis 3: Security and Trust have a positive influence on digital banking adoption in the context of Cyprus.
Awareness

The adoption of digital banking services is driven heavily by customer awareness. Customers underutilize available
technologies because of a lack of awareness (Kaur et al., 2021; Alnemer, 2022). The issue of inadequate awareness deprives
e-banking delivery channels of the possibility of highly efficient performance (Alkhowaiter, 2020; Tiong, 2020; Tuli, 2024).
Alkhowaiter (2020) and Tuli 2024) in their studies recommend that banks distribute educational resources like tutorials and
demonstrations to make customers familiar with digital banking platforms. Further, Choi et al. (2024) found a lack of
awareness as a major hindrance to mobile banking adoption. Based on these insights from empirical evidence, this research
focuses on another study hypothesis as follows:

Hypothesis 4: Customer awareness has a positive influence on the adoption of digital banking in the context of Cyprus.
Theoretical Framework

This thesis proposes, based on the TAM, a theoretical framework to predict factors related to customer behaviour
influencing the adoption of digital banking in Cyprus. Perceived usefulness, perceived ease of use, security and trust, and
awareness are identified as integrative four factors that provide a comprehensive understanding of customer behaviour in
the digital banking context. The study hence seeks to enrich the existing literature by studying the different factors driving
the adoption of digital banking, while giving practical recommendations for increasing digital banking adoption in Cyprus.
Figure 1 presents the theoretical framework derived from the review of previous studies and empirical evidence for
identifying critical factors involved in affecting digital banking adoption.
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Figure 1: Theoretical Framework

3. RESEARCH METHODOLOGY
Sample and Data Collection

The sample in this study is obtained from the population of retail customers using the services of local banks across Cyprus.
Customers using digital banking services of these local banks are considered in the study sample. To identify the customers
for the sample, the snowball sampling technique is used (Parker et al., 2019; Hossan et al., 2023). The data is collected from
the sample of customers by administering a structured questionnaire via emails to 850 respondents. The voluntary
participation of respondents was ensured by obtaining their consent. Similarly, any incentives for participation in the study
were completely avoided as well. Out of 850 respondents who received questionnaires via email, only 430 responded to the
emails. Eventually, the study considered 200 responses, where all the questions were answered in the survey questionnaire.
The demographic profile of the sample is presented in Table 1 considering the descriptive statistics.

Table 1: Demographic Profile

Demographic variables Categories No. of respondents (N=200) Percentage
Gender Male 107 53.5
Female 93 46.5
Age (in years) 18-25 25 12.5
26-30 48 24
31-40 32 16
41-50 50 25
51-60 45 225
Education Higher Secondary 26 13
Diploma 39 19.5
Undergraduate 31 155
Postgraduate 33 16.5
PhD 39 19.5
Other 32 16
Profession Govt. Employee 33 16.5
Private Employee 36 18
Business 34 17
Self-employee 34 17
Housewife 26 13
Student 37 18.5
Yearly income (in OMR) Less than 5000 34 17
5000-10,000 41 20.5
10,000-15,000 42 21
15,000-20,000 32 16
Above 20,000 51 255
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Bank-wise customers Bank Muscat 28 14
National Bank of Oman 27 135
Bank Dhofar 24 12
Oman Arab Bank 30 15
HSBC Bank 35 17.5
Bank Sohar 30 15
Bank Nizwa 26 13
Length of digital banking usage  Less than one year 35 175
1-5 years 40 20
5-10 years 49 245
10-15 years 38 19
Above 15 years 38 19
Level of digital knowledge Basic level 44 22
Intermediate level 49 24.5
Advance level 57 28.5
No knowledge 50 25
Preference for bank transactions ~ Personal visit to the bank 103 51.5
Use of digital banking services 97 48.5
Usage of digital banking services Internet banking 21 10.5
TeleBanking 155 77.5
Mobile banking 24 12

Table 2: Items for all four constructs

Construct Items Sources
Perceived Usefulness | Speed of transaction time Siska, (2022), Mufarih et al. (2020),
Job efficiency and effectiveness Ghani et al.,, (2022), Ananda et al.

Convenience in managing financial transactions (2020)

Greater control over financial transactions
Opportunity to increase the e-skill level
Perceived Ease of Use | User-friendliness that branch visit Samar et al., (2017), Nihayah and
Clarity and understand-ability of system interaction | Purnama, (2024), Aboelmaged and
The flexibility of interaction Gebba, (2013), Ananda et al. (2020)
Easy way to do things
Security and Trust Safety and free from monetary losses Alkailani et al., (2012), Ananda et al.
No harm to customer privacy (2020)

Trustworthiness and dependability Nihayah and Purnama (2024)

Awareness Availability of latest and accurate information Vinitha, (2020), Baca et al. (2023),
Awareness of the possible risk Aldammagh et al. (2021), Ananda et
al. (2020)

Comfortability in performing transactions
Confidence in using digital banking devices

Design and Measurement

The study adopts a quantitative research approach with a cross-sectional research design. The measurement process consists
of developing a survey instrument including two parts. The first part of the instrument includes demographic questions
whereas the second part comprises 20 questions developed on a seven-point Likert scale categorised under four components.
The questions in the second part ranged from “17, i.e. strongly disagree to “7” i.e. strongly agree on a seven-point Likert
scale. The questions were framed based on the literature review as well as adapted from the work of Ananda et al. (2020).
These questions are aligned with the research objective of the study and are presented in Table 2. To evaluate the
effectiveness of the survey instrument, a pilot study was conducted using a convenience sampling technique. A sample of
22 respondents was used to evaluate and refine the survey instrument. Minor changes including but not limited to wording,
format and content were made in the instrument based on the feedback received from the pilot study.
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Data Tools and Analysis Techniques

To address the validation of the instrument and hypothesis testing, the study used a quantitative methodology. Firstly,
descriptive statistics were used for each factor including mean, dispersion and number of respondents. To address the
reliability of the instrument, a reliability test is used for each factor based on question items. Additionally, multiple linear
regression was used to analyse the relationship between the four independent variables and the adoption of digital banking
in the context of Cyprus. Equation (1) shows the relationship between digital banking adoption and the four components,
i.e. perceived usefulness, perceived ease of use, security and trust and awareness with fixed effects.

EBA = B0 + B1PU + B2PEU + B3ST + P4AW + €. (1)
The estimation of Equation (1) leads to examining the effect of each independent variable on digital banking adoption.

Table 3: Variable Description and Reliability

Variables Acronym Description No. of Items Cronbach’s Alpha
Dependent variable EBA E-banking adoption
Independent variables PU Perceived usefulness 5 0.923
PEU Perceived ease of use 4 0.913
ST Security and Trust 3 0.907
AW Awareness 4 0.903
Overall Reliability 16 0.776

Reliability and Validity

To measure the consistency across items of each factor, Cronbach’s alpha is employed in this study, which indicates the
reliability of the questionnaire. The use of Cronbach’s alpha suggests the reliability of the questionnaire as well as the
internal consistency of the instrument. According to Mohamad et al. (2015) and Heale and Twycross (2015), a reliability
value of above 0.75 indicates a good construct reliability and falls into an acceptable range. To address the issue of
reliability, Cronbach’s alpha is computed for all constructs included in the study. Table 3 shows the results for reliability
for each construct. According to the results, the reliability value for perceived usefulness is (0.923), for perceived ease of
use is (0.913), for security and trust is (0.907) and for awareness is (0.903). As it is observed that the reliability values for
all constructs are above 0.75, i.e. 75%; therefore, it is considered that the instrument is reliable. The reliability value for the
overall instrument is (0.776), which indicates a reliable and consistent survey instrument.

4. DATA ANALYSIS AND RESULTS

Descriptive Statistics

The descriptive statistics in the data analysis included the mean, standard deviation, range (minimum and maximum),
kurtosis and skewness (sample distribution). The mean values for all the independent variables are observed in Table 4. In
addition, it is also noted that these mean values, i.e. perceived usefulness (3.87), perceived ease of use (3.82), security and
trust (3.95) and awareness (4.0), are above 3 points, indicating that respondents agreed that these factors influence the digital
banking adoption.

Furthermore, the correlation between the independent variables and the dependent variable of digital banking adoption is
presented in Table 5. Whereas, Table 6 presents the correlation matrix between the independent variables. The results from
Table 5 show that there is the highest correlation between perceived usefulness while proceeded by awareness. The
significance of the correlation coefficient shows that the model is a good fit. The association between the independent
variables of the study is presented in Table 6. The results in Table 6 show the direction and magnitude of association
between the independent variables. However, there is a negative correlation between perceived usefulness and ease of use.
Although the values are smaller it eliminates the chance of multicollinearity among the variables.

Table 4: Descriptive Statistics for Study Variables

Variables Min. Max. Mean Std. deviation  Skewness Std. error Kurtosis  Std. error
Perceived usefulness 1 7 3.874 0.82067 0.298 0.172 0.031 0.342
Perceived ease of use 1 7 3.8212 0.82873 0.386 0.172 0.847 0.342
Security, privacy and trust 1 7 3.95 0.96433 -0.016 0.172 -0.102 0.342
Awareness 1 7 4.0062 0.82076 0.214 0.172 -0.199 0.342
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Table 5: Correlation Coefficient

Variables R values P value
PU 0.49 0.00
PEU 0.37 0.00
ST 0.38 0.00
AW 0.44 0.00

Table 6: Correlation Matrix

Variables PU PEU ST AW
PU 1

PEU -0.008 1

ST -0.003 0.005 1

AW 141* .142* -0.013 1

* Correlation is significant at the 0.05 level (2-tailed).

Multiple Regression Analysis

To assess the relationship between the dependent variable and predictors, least-square multiple regression analysis is used
in the study. This relationship sheds light on the contribution of each factor included in the model to the adoption of digital
banking. Table 7 provides the regression model summary. This model summary shows perceived usefulness, ease of use,
security and trust and awareness as a function of digital banking adoption. The R? is the coefficient of determination and
suggests the variation in the dependent variable of digital banking adoption explained by the independent variables.
According to Table 7, the R? value is 0.63, implying that a significant amount of variation, i.e. around 63% in the dependent
variable is explained by the predictors in the model. In addition, Table 8 provides the ANOVA table of the model. The F-
test in the ANOVA testing indicates a test statistic of 82.897 with a p-value of 0.00. With a p-value below a 5% level of
significance, it indicates that the model is a good fit and predictors are able to significantly predict the dependent variable,
i.e. the adoption of digital banking.

Table 7: Model Summary

R-value R? Value Adjusted R? Std.Error of the Estimate
0.794 0.63 0.622 0.292

Table 8: ANOVA Table

Model Sum of Squares df Mean Square  F value P value
Regression 28.308 4 7.077 82.897 0.00
Residual 16.647 195 0.085

Total 44.955 199

Table 8 shows the results for the regression model including the regression coefficients. According to the results in Table
8, perceived usefulness is the most significant variable that positively influences the adoption of digital banking (8,=0.253,
P < 0), followed by awareness (3,=0.188, P < 0). In addition, perceived ease of use (8,=0.0.179, P < 0) and security and
trust (83=0.188, P < 0) are also statistically significant and have a positive influence on digital banking adoption. Therefore,
Hi, Hz, Hs and Hy are all statistically significant and hence, accepted. Thus, the regression model can be shown as the
function of these four variables as in Equation 2.

EBA = —1.126 + 0.253PU + 0.179PEU + 0.186ST + 0.1884W ...........(2)

Thus, the results of the study indicated that perceived usefulness, perceived ease of use, security and trust and awareness
have a positively significant effect on the adoption of digital banking in the context of Cyprus.
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Table 9: Regression Coefficients

Model Unstandardized Standardized t P value Decision on hypothesis
Coefficients Coefficients
B Std. Error Beta
(Constant) -1.126 0.175 -6.445 0.00 Hi: accept (P value < 0.05)
PU 0.253 0.025 0.449 10.188 0.00 Ha: accept (P value < 0.05)
PEU 0.179 0.025 0.32 7.254  0.00 Hi: accept (P value < 0.05)
ST 0.186 0.021 0.384 8.8 0.00 Hi: accept (P value < 0.05)
AW 0.188 0.025 0.334 7.517 0.00

5. CONCLUSION, MANAGERIAL IMPLICATIONS AND LIMITATIONS

This study aims to explore the factors related to customer behaviour that influence digital banking adoption in the context
of Cyprus by extending the TAM model. The model is a good fit based on the instrument’s reliability. The Cronbach’s
alpha results indicate internal consistency and a reliable instrument.

Managerial Implications

The results of this study highlight the key constructs of perceived usefulness, perceived ease of use, security and trust, and
awareness of the adoption of digital banking in Cyprus. Based on these insights, actionable recommendations to banks and
financial institutions are suggested for improving their strategies and service delivery models.

As suggested by the findings of the study, it is more likely that customers choose to adopt digital banking when it is regarded
as a beneficial tool to manage their financial activities. It implies that banks need to focus on the practical advantages of
digital banking while demonstrating their benefits through effective use. For instance, the use of digital banking for faster
transactions, easier access to services, and more financial management tools should be demonstrated in an effective manner.
Existing digital platforms may be able to add value for example, by offering new features such as real-time transaction
tracking, budget planning tools, or personalised financial 'insights' to make their platforms more useful to their users. Banks
can also market these benefits effectively in their targeted marketing campaign to show how digital banking makes it easier
for people to handle financial processes.

Based on the findings of the study, it is identified that simplification of user experience is also essential for ensuring the
adoption of digital banking. Intuitive designs, a minimal number of navigation steps, and responsive interfaces should be
of the highest interest to digital banking platforms’ creative interfaces. Therefore, it is clear that banks must invest in regular
usability testing, to identify and address potential customer pain points. Customers can also be trained to get comfortable
with the technology using educational resources, such as step-by-step guides and video tutorials. It is particularly important
to provide such an approach for older demographics or for limited digital literacy users to make the platform accessible for
all users.

As the findings of the study suggested, digital banking adoption rests on security and trust as well. The customer must have
the assurance that their financial data and transactions are secure. In order to address this, banks ought to utilise
cybersecurity measures like two-factor verification, end-to-end information encryption, and scam observing frameworks.
Communicating regularly about security improvements, and letting customers be assured of data protection, enable banks
to build trust. Transparency about the handling of customer data and protections will also assuage those concerns and allow
digital banking to continue within a secure environment.

Based on the findings of the study, it is clear that many of the customers in Cyprus may still not have realised the variety
of digital banking services at their disposal. Digital banking is a phenomenon that banks need to educate their customers on
the benefits and features. The awareness campaigns should encompass a number of communication channels including
social media, email marketing and in-branch demonstrations. Moreover, community organisations or educational
institutions can collaborate to spread awareness about digital banking services. Empowerment of customers with knowledge
is what banks can use to tackle misinformation and drive greater acceptance.

These managerial implications of the study findings allow to development of a roadmap for Cyprus banks to engage with
their customers based on a clear understanding of customer behaviour toward technology adoption. Therefore, these
implications are critical for banks in Cyprus to consider for a more smooth transition to digital banking and its adoption by
customers.
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Limitations

The study used a cross-sectional design, obtaining data at a single point in time. Although this approach gives valuable
insight, it does not reflect how customer attitudes and behaviours can change in the future. The variables under investigation
were limited to four factors (perceived usefulness, perceived ease of use, security and trust, and awareness). Though these
were identified as important factors, other possible determinants (e.g., socioeconomic status, digital literacy levels, and
policy factors such as government policies) were left unexplored. Furthermore, the sample size may restrict the capability
of the findings to be generalised. The respondents were a range of retail banking customers in Cyprus, however, a larger
and more diverse sample is needed including different geographic regions and demographic groupings in order to achieve
a more robust result. Moreover, the linear regression analysis, which mainly studies the direct relationships between
variables, is employed in the study. However, this method does not obtain the effects of mediating or moderating with other
variables. With all these limitations nevertheless, the study gives us useful insights on the main factors behind digital
banking adoption in Cyprus.

Future Research

Further research to build on the results of this study can be achieved in several ways to obtain a more in-depth perspective
on the relationship between the study constructs and to expand knowledge about digital banking adoption.

Longitudinal research can empower researchers to look at how customer behaviour and preferences change over time. By
adopting this approach future research can gain insights into diverse factors such as improvements in technology, change
in customer base or in economic conditions in the view of digital banking adoption. Although considered for four variables,
further studies can be conducted to identify other factors such as the impact of cultural attitudes, digital literacy, and
governmental initiatives etc., on digital banking adoption. Therefore, future research can focus on exploring multi-
dimensional factors to examine digital banking adoption.

In addition to expanding the sample, future research can also focus on diverse sample groups, i.e. various customer
segments, for instance, SMEs or corporate clients. It will facilitate the understanding of how the adoption of digital banking
changes across groups. Furthermore, the adoption patterns could be analysed in rural settings compared to urban settings,
within Cyprus to reveal potential geographic disparities and to derive specific policies. Quantitative methods can be used
in combination with qualitative methods (interviews, focus groups) to enhance understanding of customers’ behaviour
toward adoption along with their concerns. It can also allow future researchers to uncover some of the nuanced insights that
may not come through in survey-based research. Additionally, future studies can be conducted to develop a comparison
between Cyprus and other countries sharing similar economic and technological contexts. Such studies can enable to
identification of best practices and cross-national learning about digital banking adoption.

Furthermore, the use of advanced statistical methods such as SEM or path analysis can enable to exploration of more
complex relationships among the variables. For instance, future research can focus on how awareness works between
perceived ease of use and adoption to provide real implications for banks. Based on the findings of the current analysis,
future studies may examine the impact of these emerging technologies that have been shown to shape the way customers
trust and adopt digital banking, like artificial intelligence (Al), blockchain, and biometric authentication. A knowledge of
these trends will be critical to banks seeking to remain competitive in an increasingly digital world. Investigation of
additional behavioural factors, as outlined by customer resistance to change or social influence, could further improve the
understanding of digital banking adoption. These findings can help inform designs for strategies to overcome adoption
barriers.

All these areas can be enhanced in future research and comprehensive insight about digital banking adoption in Cyprus can
be achieved with the help of such research, thus offering valuable recommendations for both academic and industry
practitioners.
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