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Financial technology advancements have made personal banking simpler, allowing 

a range of services to be accessed anytime and anywhere via various digital methods 

However, the extent of digital financial technology's impact on consumer perception 

and adoption of digital personal banking in developing economies remains unclear. 

The purpose of this study therefore is to review literature on the issues that could 

influence the perception and use of digital personal banking by consumers. Data was 

drawn from 116 documents of academic and ‘grey’ literature according to the 

PRISMA protocol, and analysed by detailed reading, narrative summarising and then 

deconstructing and reconstructing the contents into the key issues influencing the 

adoption and use of digital personal banking. First an overview of digital banking in 

general, and then in South Africa, is provided. Then the different issues, or constructs, 

that could be drivers of preference for digital personal banking by South African 

consumers, as identified from the literature, are presented, namely Convenience, 

Practical quality, Branch service quality, Online service quality, Usability, Safety 

and Risk. These findings can form the basis of further in-depth research into the 

adoption and use of digital personal banking and can also assist banking executives 

to adapt their operational and marketing activities to influence consumers to further 

adopt digital banking.  
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1. Introduction 

With constant technological advancement, consumers have become progressively more conscious of 

the wide range of products and services that are offered to them, which have resulted in intense competition 

among companies. The Fourth Industrial Revolution (4IR) has introduced customers to significant new ideas 

and methods of banking and has allowed companies to offer new and exciting product and service offerings 
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seamlessly, many of which can be classified under the mantle of ‘digitization of banking’ (Ohene-Afoakwa 

and Nyanhongo, 2017; Ajibade and Mutula, 2020; Lauren, 2022). 

The impact of digitization of banking is discussed in detail in this paper, along with the growth of 

cashless services, e-commerce, and digital advertising of banking. Gleason (2018) describes the impact of the 

4IR in mobile banking, noting that it appropriately applies to both the technological changes and how people 

adapt and live with these constant changes. It has become clear that people will only adopt new technology 

trends that benefit them. During the first two decades of the 21st century, the use of mobile devices has 

increased dramatically (Carbonell et al., 2013; Adamczewska-Chmiel et al., 2022). This is confirmed by 

Kayembe and Nel (2019), who point out that the 4IR includes typical characteristics of an advanced digital 

technology sector, namely powerful sensors, artificial intelligence, and machine learning.  

An initial review of literature showed that there is significant research on the core factors of digital 

banking in many other counties but seemed to be lacking for SA. A number of these articles point out that 

while SA does have an advanced banking system (e.g., Ramavhona and Mokwena, 2016), the lack of research 

on digital banking is due mainly to the slow growth and adoption of digital banking in SA as opposed to the 

rapid growth of digital banking in other countries (Louw and Nieuwenhuizen, 2020). This clearly indicates a 

need for more research into digitalisation of banking in SA and into the factors that encourage adoption of 

digital banking, especially from the consumer viewpoint. To assist with such further research, we decided to 

conduct a systematic literature review to highlight gaps in the knowledge and provide a starting point for future 

research on the topic.  

The body of your paper should start with an introduction that presents the specific problem under study 

and describes the research strategy. State the reasons why the problem deserves new research. Discuss different 

points of view from relevant related literature, but do not feel compelled to include an exhaustive historical 

account. Develop the problem with enough breadth and clarity to make it generally understood by as wide a 

professional audience as possible. 

 

2. Research Objectives and Methodology 

2.1 Research Objectives and Questions 

The overall aim of this paper is to establish, based on extant literature, possible factors that influence 

the adoption and use of personal digital banking in a developing country, since most such research has occurred 

in developed economies. To achieve this aim, two research objectives were set: (1) To identify extant literature, 

both scholarly and practitioner, which discusses digital personal banking and helps to define the issues that 

encourage consumers to adopt such banking methods; (2) To identify a list of possible factors that are likely 

to be drivers of the adoption and use of digital personal banking in a developing country. To direct the 

achievement of these objectives, an overarching research question was set, namely: “What are possible 

constructs that encourage the preference for, and use of digital personal banking in a developing country? 

The purpose of this paper was to investigate and identify possible drivers of the preference for digitized 

personal banking in a developing nation. As a template for this research, South Africa was selected as the 

developing country, as it has a sophisticated banking system (Ramavhona and Mokwena, 2016) and is accepted 

as a developing nation (Marnewick and Bekker, 2022). Since many studies have indicated the importance of 

consumer perceptions for the adoption of digital banking (e.g., Ananda et al., 2020; Mufingatun et al., 2020) 

an emphasis on the perceptions of digital banking by SA consumers was the obvious focus. Therefore, a 

comprehensive literature review was needed to create a picture of the current state of banking digitization, 

from the customers viewpoint, to identify what the key success factors for successful adoption of digital 

banking are. Clarification of this research question would thus establish a starting point for a future research 

stream in this field. 

 

2.2. Research Methodology 

The research procedure and methodology was based upon the USA’s National Institutes of Health’s 

PRISMA (Preferred Reporting Items for Systematic reviews and Meta-Analyses) framework, which provides 

a protocol structure for conducting a systematic literature review. The structure consists of eight steps (Kahn 
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et al., 2003; Majumder, 2015), but provides insufficient details about extracting and analysing the data. 

Therefore, for this step the guidelines provided by Ramdhani et al. (2014) were used: 

1. Develop a research question 

2. Define inclusion and exclusion criteria 

3. Locate studies 

4. Select studies 

5. Assess study quality 

6. Extract data 

7. Analyse and present results 

8. Interpret results 

 

2.2.1. Define Inclusion and Exclusion Criteria 

Qualitative descriptors were identified as inclusion criteria for the research, namely digital banking 

convenience, practical quality, service quality, usability, safety, risk and preference, and consumer experience. 

These inclusion criteria were identified throughout the literature search by analysing scholarly and ‘grey’ 

literature articles and the reference sections of these articles. Reference sections from the relevant articles were 

used to identify additional articles, which equates to a snowball sampling approach. This method ensured both 

a local and an international comparison of the topic.  

Documents selected for inclusion were evaluated based on: 

(a) how old the source was – newer than 10 years was acceptable (about 95% of references) but newer 

than 5 years preferred (about 77% of references), 

(b) whether the source aligned with the research objectives, in other words whether it addressed 

digitalisation and/or banking, especially from a consumer viewpoint 

(c) the credibility of the source, i.e., whether a scholarly journal or academic conference or thesis, 

which are peer reviewed, a government source or a recognised news source, 

(d) only sources in the English language.  

Articles dealing with banking systems without reference to digital banking where excluded, as were 

most articles older than 10 years or not in English. 

 

2.2.2. Locate Studies 

The comprehensive search and initial scanning of peer-reviewed journals and other publications was 

based on various key terms including Digital Banking, Online Banking, Cashless Transactions, Digitalization, 

Covid-19, and The Fourth Industrial Revolution. This initial search was of databases and publications 

including Aosis Publishing (SAJEMS, SAJIM), Researchgate, SABINET, SA Government Gazettes, Statistics 

SA, and Google Scholar. Key word searches were initially conducted individually, i.e., each key word was 

searched for alone. Thereafter, all the key words were searched for together via a Boolean and/or search. 

The initial documents identified as potentially useful are shown, according to the source 

characteristics, in Table 1. 

Table 1: Documents Identified from Literature Search 

Type of literature No. identified 

Scholarly journal articles  84 

Books/textbooks 7 

Newspapers/magazines/internet newspapers/Internet blogs 7 

Theses/dissertations 6 

Business reports/patent application 5 

Government publications 3 

Academic conference papers 2 

Other publications 2 

 

2.2.3. Select Studies 

Initial searches of the located publications identified 134 potential documents, and after detailed 

reading and analysis of these 134 publications, 18 were rejected as they did not concern digital banking or 

digitisation sufficiently, or were not considered sufficiently reliable. The review thus resulted in the inclusion 

of 116 documents, 84 of which were scholarly journal articles and 32 of which were from more practitioner 

oriented websites, textbooks, and government publications. The 84 scholarly articles were further analysed for 

appropriate content as per the objectives and key terms and were assessed as per the following criteria: 
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‘Covered In-Depth’, ‘Covered Partially’, ‘Covered Poorly’, or ‘Not Covered’. Following this analysis only 35 

of the 84 papers were specific to digital banking or digitisation, whereas the remaining 49 covered broader 

general theory issues, which have been used in the study to provide needed background and context to the 

literature and the study. These less directly relevant papers covered issues such as the fourth industrial 

revolution, technology, e-commerce, economics, marketing, consumerism, service quality, perception of 

services and broader aspects of banking. The 35 papers specific to digital banking and digitisation, their 

compositional constructs and an assessment of their coverage and relevance to the core inclusion criteria, are 

listed in Table 2. 

Table 2: Comparison of South African Versus International Literature on Factors Contributing to Digital Banking 

 
Author/s General 

digital 

banking 

Conve-

nience 

Practical 

quality 

Branch 

service 

quality 

Usability Safety Online 

service 

quality 

Risk and 

preference 

Consumer 

experience 

South Africa 

Achieng and 

Malatji (2022) 

✓✓✓ ✓✓ ✓ ✓ ✓✓ ✓✓ ✓✓ ✓✓ ✓ 

Adefulu and 

Van Scheers 

(2016) 

--- ✓ ✓ ✓✓ ✓ ✓ ✓✓ ✓✓ ✓✓✓ 

Ajibade and 

Mutula (2020) 

✓ --- --- --- --- --- --- ✓ ✓ 

Chigada and 

Hirschfelder 

(2017) 

✓ ✓ ✓✓ --- ✓ --- ✓ --- --- 

Louw and 

Nieuwenhuizen 

(2020) 

✓✓✓ ✓ ✓ --- ✓✓ ✓✓✓ ✓ ✓✓✓ ✓✓ 

Moyo (2018) --- --- --- ✓ --- --- ✓ --- --- 

Msweli and 

Mawela (2020) 

✓ ✓ ✓ --- ✓ ✓ ✓✓ ✓ ✓ 

Simatele (2015) ✓ ✓ ✓ --- --- --- ✓ --- ✓ 

Slazus and Bick 

(2022) 

✓✓✓ ✓ ✓✓✓ --- ✓✓✓ ✓✓✓ ✓✓ ✓✓✓ ✓✓ 

International 

Aghaei (2021) ✓✓ ---                     ✓ ---                     ✓✓ ---                     ✓✓ ✓ ✓✓ 

Adamczewska-

Chmiel et al. 

(2022) 

✓✓ ---     ---     ---     ✓ ---     ---     ---     ---     

Ahmad et al. 

(2021) 

✓✓✓ ✓✓ ✓✓✓ ---               ✓✓✓ ✓ ✓✓ ✓ ✓✓✓ 

Al-Salaymeh 

(2013) 

✓ ✓ ✓ ✓✓✓ ✓ ✓ ✓✓✓ ✓ ✓ 

Ananda et al. 

(2020) 

✓✓ ✓✓ ✓ --- ✓✓✓ ✓✓ ✓✓✓ ✓✓✓ ✓✓✓ 

Mbamba (2018) ✓ ✓✓✓ ✓✓ ✓✓ ✓✓✓ ✓ ✓✓✓ ✓✓✓ ✓✓✓ 

Deora (2018) ✓ ✓ --- ✓ --- ✓✓✓ ✓ ✓✓ --- 

Fabris (2019) ✓ ✓✓✓ ✓ --- ✓ ✓✓✓ ✓ ✓ ✓ 

Gharbi and 

Kammoun 

(2022) 

✓✓✓ ✓✓ --- --- ✓ --- --- --- ✓ 

Hammoud et al. 

(2018) 

✓✓ ✓ ✓ ✓ ✓ --- ✓✓✓ --- ✓✓✓ 

He et al (2022) --- --- ✓ --- --- --- --- --- ✓ 

Khando et al. 

(2022) 

✓✓ ✓ --- --- ✓✓ --- --- --- --- 

Lauren (2022) ✓✓✓ ✓✓ ✓✓✓ --- ✓✓✓ ✓✓ ✓✓ ✓✓✓ ✓✓ 
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Mieszkowska 

(2022) 

--- --- --- ✓ --- --- ✓ --- ✓✓ 

Menon (2019) ✓ --- ✓ --- ✓ ✓✓ ✓ ✓✓ ✓ 

Mohd and Pal 

(2020) 

✓ ✓ ✓ --- ✓ ✓✓ ✓ ✓ ✓ 

Mufingatun et 

al. (2020) 

✓ ✓ --- --- ✓ --- ✓ ✓ ✓✓✓ 

Munusamy et al. 

(2012) 

✓ ✓✓ ✓✓ --- ✓✓ ✓✓ ✓ ✓ ✓ 

Ordu and 

Anyanwaokoo 

(2016) 

✓ --- ✓ ✓✓ --- ✓ ✓✓ ✓✓ --- 

Ouyang (2022) ✓✓✓ --- ✓✓ --- ✓✓ --- --- ✓✓ ✓✓ 

Ramyah et al. 

(2006) 

✓ --- --- --- ✓ --- ✓✓ --- --- 

Revathi (2019) ✓ ✓ ✓ ✓ ✓ ✓ ✓✓ ✓ ✓ 

Shankaraiah and 

Mahipal (2021) 

✓✓✓ --- --- --- ✓✓✓ --- --- --- ✓ 

Taher (2021) ✓✓✓ ✓✓ ✓ ✓ ✓✓ ✓ ✓ ✓ ✓ 

Uddin et al. 

(2014) 

✓ ✓ ✓ ✓✓ ✓ --- ✓ --- ✓✓ 

Yalçın-İncik 

and İncik (2022) 

✓✓✓ ✓ ✓ --- ✓✓ --- ✓✓ --- --- 

Note: Covered In-Depth: ---Not Covered: ; ✓Covered Poorly: ; ✓✓Covered Partially: ; ✓✓✓  

 

In Table 2 articles listed according to digital banking in South Africa (SA) to international research on 

digital banking (any country other than SA), as well as recording their coverage of the factors that contribute 

to digital banking. The table shows that while there exists research on banking and digital banking in SA, there 

is very little such research, and what there is, is not comprehensive in coverage of all the core factors that 

encourage the adoption of digital banking. 

 

2.2.4. Study Quality 

Several procedures were followed to ensure a high-quality review of the literature. However, while 

ensuring the quality of data analysed, complexities arose due to the lack of sources on digital banking in SA. 

Despite an advanced banking system in SA, there exists very little research on the prevalence of digital banking 

in SA. Much of the data is from grey literature, such as newspapers, technical reports, practitioner magazines, 

unpublished studies and governmental research, which lack a peer-review process. Sources such as 

dissertations, conference papers and abstracts are also considered grey literature, although, having been 

examined or editorially reviewed, are considered more trustworthy than other types of grey literature. 

According to Majumder (2015, p. 1), “grey literature is a significant part of a systematic review… because 

grey literature is often more current than published literature and is likely to have less publication bias”. 

Therefore, those from sources that were reputable or with well-cited references were included, even if not fully 

peer reviewed. “Reputability” was subjectively assessed, for example, based on whether the source was a 

recognised newspaper, a government document or any other document that was in some way 'assessed’, 

‘examined’, ‘edited’ or checked before publication. Thus, individual opinion pieces or blogs from the Internet, 

for example, were excluded.  

Therefore, this literature review was based on a mix of scholarly, peer reviewed literature and grey 

literature, although the predominance is from scholarly peer reviewed documents, as can be seen in Tables 1 

and 2. Grey literature was necessary to cover gaps in the scholarly literature and to ensure current up-to-date 

coverage and comprehensiveness, which is essential when examining a cutting edge and rapidly changing 

topic like digitalisation. Furthermore, grey literature reduces publication bias, which McDonagh et al. (2000,  

p. 9) define as “the failure to publish research on the basis of the nature and directional significance of the 

results.” Thus, inclusion of grey literature can produce more reliable results. 
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2.2.5. Extracting and analysing data from the literature 

Having identified relevant documents, they were then read in detail and categorised according to 

location (South Africa versus international) and their contribution to, and coverage of, the core issues being 

researched, as illustrated in Table 2. From each document, relevant data or extracts were recording in an MS 

Word table, listed according to the core issues. Thereafter, the collected data was summarised narratively, 

using the approach suggested by Lee (1999) of deconstructing the data into a more simplified structure, and 

then reconstructing it, in this case according to the study’s core issues. 

 

2.2.6. Present and interpret results 

The final steps of the PRISMA protocol (present results – step 7 and interpret results – step 8) are 

presented in the following sections, namely Sections 3 to 7, starting with an exposition of digitalisation in 

banking and an overview of the SA banking context. This is followed by the presentation of the findings 

according to constructs that make up the core issues of this study. 

 

3. Digitalisation of Banking 

Lee et al. (2018) state that there are two prominent drivers of the 4IR. First, the advancement of the 

motor industry from the pre- to the post- Fordism Era, and second, the development of the digital world, the 

Internet and mobile technology, i.e., all applications and infrastructures related to the Web. From early in the 

21st Century, particularly during the 2010’s decade, digital banking has grown tremendously. Digital 

technology, the use of smartphones, and the Internet have significantly influenced banking behaviour, which 

itself is a result of newer technology, and has made banking services more accessible. 

In an earlier study by Ngandu (2012), it was found that the adoption of electronic banking is likely to 

increase only when customers consider internet banking to be a simple process. However, a more recent study 

by Ananda et al. (2020) found that the adoption of digital banking is not significantly influenced by how easy 

it is to use, but rather by the perceived usefulness, i.e., how useful digital banking may be to the consumer. 

This is also referred to as the performance expectation (Mufingatun et al., 2020), because a higher level of 

satisfaction, and the rating thereof, will result from banking applications that incorporate a diverse list of 

essential banking services that fulfil a customer’s expectation. It may also be because banking customers have 

become more digitally ‘savvy’ and more confident in computer use since 2012.  

 

3.1 Cashless Transactions 

In recent times, consumers tend to avoid carrying large sums of cash due to safety concerns (Raja, 

2018; Kaur, 2019; Mohd and Pal, 2020). Husain (2017) and Khando et al, (2022) state that cashless 

transactions involve purchasing goods and services where there is no actual cash involved. The cash is instead 

substituted by several cashless methods that are driven by digital technology and are capable of transferring 

money from one person’s bank account to another person or to a business. He goes on to discuss the use of 

cheques, which were one of the first ‘cashless’ transactions, but notes that a cashless society is not so easily 

achieved. Ehrlich and Elliott (2019) states that for a wide variety of consumers, cash is instant, easy to accept 

without fees or complications, and can be easily spotted if fake. Also, using cash does not require consumers 

to have knowledge of, or require, digital technology and the Internet. 

Indicators of a cashless society depend on different factors. For instance, governments and several 

companies provide strong encouragement and support for cashless transactions (Khan and Craig-Lees, 2009; 

Ouyang, 2022). Commonly, due to high crime rates and complaints filed by consumers, companies, 

particularly banks, will promote the use of cashless transactions. One of the major contributions to the 

promotion of cashless transactions falls within the third generation (3G) and fourth generation (4G) networks 

that have allowed fast and seamless internet connectivity. Banks use this technology to their advantage, by 

releasing convenient banking applications that can provide basic and advanced transactions without going to 

a bank or ATM to draw cash. Some further indicators of a cashless society are: 
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Financial accessibility. A driving factor to promote the use of cash or non-cash transactions is the 

actual accessibility to cash (Jumba and Wephukhulu, 2019). Countries with high unemployment and inequality 

will have more people using physical cash as opposed to using a bank. 

Preferences and technology.Jain (2017) posits that the middle class in Africa has seen a significant 

digital transformation, which is seen as a business opportunity for global retailers. His study further points out 

that SA consumers are fast becoming influenced by materialism and reveals that E-commerce is rapidly 

growing in Africa, which has allowed international brands to take advantage of this transformation from a 

business perspective. This is further discussed by Achieng and Malatji (2022), who state that in South Africa 

improved mobile telecommunication infrastructure and the Internet, particularly mobile broadband networks, 

serve as the foundation for the rise of digital initiatives. These changes have fundamentally altered the manner 

in which individuals work, communicate, access government services, and conduct business.  

Positive and negative aspects of cashless transactions. With the introduction of digital banking, banks 

have begun to highlight the benefits of transacting without cash. For instance, with regard to the law, Fabris 

(2019) discusses the impact of having less cash circulating in society, stating that “the elimination of cash may 

seriously impair criminal activity, especially those connected with drugs and money laundering. These 

activities can be hardly carried out without cash”. Deora (2018) points out that tax evasion will drastically 

decrease, as the government and financial institutions can easily track the income of citizens. Ordu and 

Anyanwakoro (2016),  Parma (2018), and Ahmad et al. (2021),discuss the safety and peace of mind for 

consumers, noting that cashless societies experience a reduction in robberies and theft at ATM’s and other 

public spaces. 

 

3.2 E-commerce 

E-commerce is defined by Ndayizigame (2013) as the distribution of business intelligence, 

maintaining organizational relations, and overseeing business transactions by employing Internet-based 

technology, while Shankaraiah and Mahipal (2021) state that e-commerce falls under the broader scope of e-

business and is commonly recognized as a direct selling method. It operates through online platforms to receive 

orders and facilitates the direct shipment of products from manufacturers to end users, bypassing the 

involvement of middlemen in the supply chain. Additionally, Khan (2016) states that e-commerce also serves 

as a reliable indication of the prices of different products and services, allowing consumers to ‘shop around’ 

before making a purchase decision. In banking, e-commerce allows businesses to use advancements in mobile 

technology to improve customer service by expanding their market reach, improving relationships, and 

offering a wider range of products and services. Azeem et al. (2015) identifies three types of e-commerce - 

business to business, business to customer, and customer to customer. In digital banking, banks focus on the 

business to consumer concept that incorporates the use of e-banking. Azeem et al. (2015) further identifies that 

e-banking incorporates digital banking, in addition to advancements in ATMs, EFT, and direct deposits. 

Previous studies, such as by Havasi et al. (2013) and Fatonah et al. (2018), highlight that advancements in 

technology positively impact e-banking, but it is generally the wealthier sector of the population that are first 

to experience and adapt to these changes. This is due to the segment having the financial means to keep up 

with technology. Banks are imperative to every country’s economy, which is why a well-developed banking 

sector needs to incorporate the needs of all their clients, and not just those who have the means to access their 

newer services. Khan (2016) and Hammoud et al. (2015) state that if e-commerce is implemented widely and 

efficiently, advancements in technologies can result in business process improvements, which positively 

impacts its consumer base and customer satisfaction. This is further discussed by Taher (2021), who discusses 

additional benefits that improvements from e-commerce present to both consumers and businesses, such as 

product accessibility, price comparisons, increasing efficiency in business operations, and easier target 

marketing.  

 

3.3 Digital Advertising and its Effects on Digital Banking 

Constant technological advancement has resulted in consumers becoming increasingly aware of the 

wider range of products and services that are offered to them (Murugan, 2019), which makes competition 

amongst companies widespread (Wojcik et al., 2018; Clark and Monk, 2017). Following the impact of the 

2008 global economic depression, banks needed to find new and innovative ways to attract and retain their 

clients. This did not solely entail building trust and credibility, but to rather market their products in such a 
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way that consumers are drawn to not only the products and services of the bank but to the image and branding 

of the company itself (An et al., 2018). This is where digital advertising became a critical factor in the success 

of banking in the 2010’s decade. One major difference between traditional and digital advertising is that digital 

advertising reaches users in a very subtle manner through what Information Technology defines as an Ad 

Server. Sankuratripati et al. (2006), and Zawandzinksi (2018) refer to an Ad Server as the technology used 

online to place advertisements on websites. These Ad Servers allow advertisements to be made visible to users 

even when they do not intend to shop for that product or service, allowing for the possibility of customers to 

be drawn to a purchase they had no intention of making. Although traditional marketing can still prove highly 

effective for existing and former clients in banking, digital advertising and marketing can help target new 

audiences much faster using Ad Servers. For instance, younger generations are more attracted to the use of 

digital technology (Turner, 2013; Beaven, 2014; Linnes and Metcalf, 2017; Venter, 2017; Yalcin-Incik and 

Incik, 2022), which allows banks and other companies to capture and analyse data on this audience and helps 

these businesses to build more specific marketing segments. This makes it easier to draw in a newer generation 

of clients, most of whom are already comfortable with the use of digital technology. 

 

4. Banking in South Africa 

4.1 Changes to Banking in South Africa 

Regulatory changes, technological advancements, competition, and opportunities and threats have 

significantly impacted the banking sector worldwide. SA’s advanced banking system has adapted to changes 

efficiently in some sectors, while it falls short in others. Martin (2019) states that while the 4IR gives rise to 

opportunities in convenience and efficiency, it also presents a challenge especially in the domains of data 

security, hacking, consumer protection, and laws regarding technology use, innovation, and implementation. 

According to Thwaits (2016), and Slazus and Bick (2022), financial technology is massive and growing within 

SA. While financial technology has seen continuous growth in SA, digital banking promotes ease of use but 

has suffered from fears of fraud and safety. The SA Reserve Bank is also accountable for promoting the 

reliability of local banking, through the effective application of relevant regulatory and supervisory standards 

and the minimising of systemic risk (Meiring, 2012). Objects 2 b and c of chapter one in the South African 

Electronic Communications and Transactions Act of 2002 (South Africa. Department of Communications, 

2002) respectively state that the regulatory standards promote universal access, primarily in underserviced 

areas, and promote the understanding and acceptance of electronic transactions in SA.  

 

4.2 Marketing Opportunities under Covid-19 

The timeframe and effects of the COVID-19 pandemic are not well understood due to the nature of 

the virus. However, Khidhir (2020) states that once the COVID-19 pandemic and infection rates begin to slow 

down, customers will have already adapted to spending less time in banks due to digital adaption. This means 

that banks will need to focus on promoting and selling more products and services through digital channels to 

balance out the losses incurred in the reduction in sales previously acquired through traditional branch banking. 

Banks have taken the COVID-19 pandemic as an opportunity to encourage the use of digital banking, 

emphasizing some of the benefits of digital banking, such as convenience due to 24/7 access, online funds 

management, and better rates. However, due to low smartphone use among older residents in some areas 

(South Africa. StatsSA, 2016), selected in-branch services are still required by a large sector of the population, 

particularly by elderly clients who cannot efficiently transition to digital channels in a short space of time. For 

instance, elderly clients, who are at high risk to contract COVID-19, are less likely to increase their use of 

online banking (Brennan, 2020). This is further discussed by Msweli and Mawela (2020), who state that elderly 

people are not comfortable with the use of digital technology and smartphones. Thus, if elderly clients have a 

limited understanding or knowledge of any type of digital technology, it is likely that they will be averse to 

using the products and services offered through that technology. They further state that elderly members of 

the community are a significant business opportunity for banks, and it may become an overlooked opportunity 

if the elderly’s needs are not taken into consideration. It thus becomes a vital opportunity for banks to attempt 

to draw clients, of all age groups, into the use of digital banking by accelerating the opportunities that have 

been presented by the national and international lockdown regulations. 
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4.3 Competition faced by South African Banks 

South African Reserve Bank (2020) states that South Africa has 36 banks that operate through 

hundreds of branches. There are 33 commercial banks and 3 mutual banks. Of the 33 commercial banks 

(including the “Big Five” banks), 15 are registered banks and 18 are local branches of foreign banks. Studies 

that directly measure the degree of competitive behaviour usually find monopolistic competition in the South 

African banking sector (Moyo, 2018; Claessens and Laeven, 2004; Simbanegavi et al. 2015; and Simatele, 

2015). Monopolistic competition is a type of imperfect competition, where many companies sell similar goods 

and services differentiated through branding and quality (Antoshchenkova and Bykadorov, 2014; Feenstra, 

2016; OpenStax, 2016; Mieszkowska et al., 2022). Viljoen (1998) further states that monopolistic competition 

is a hybrid form of competition, since it establishes a fair amount of competition, but also contains elements 

of a monopoly.  

In 2017, Camarate and Brinckmann (2017) mentioned three new digital banks, namely Discovery, 

Tyme and PostBank, which would bring in a new line of competition within the SA banking sector. Discovery, 

a brand that is already well developed in SA, aimed to make an impact in the digital banking landscape. 

Traditionally, banks and other financial institutions offer their products and services to individuals and existing 

businesses. However, the growth and success of digital technology has allowed these financial services 

providers to reshape and have more control over their value propositions, and venture beyond the scope of 

their traditional services into the banking market. The impact of these new digital banks has not been 

extensively analysed in past studies as their impact on the financial sector within South Africa is relatively 

recent. Fenwick and Edwards (2015) say that digital technology solutions have a significant impact within the 

businesses at organisational, national, and international levels. These new technologies collect data through 

continuous sensing from new, old, and existing clients. They process data through algorithms, which analyse 

data into patterns and then interpret these patterns to identify complications and suggest solutions. For instance, 

SAS (previously known as the Statistical Analysis System) state that financial institutions often regard 

consumer acquisition as a challenge in a highly competitive environment such as in the banking industry (SAS, 

2015). Therefore, by collecting and analysing customer behaviour data, such as buying habits and preferences, 

financial institutions can identify a clear but complex picture of their consumers, allowing the institutions to 

personalize their products and services and develop new and innovative services. These ‘personalization’s’ 

help the institutions retain existing clients and the innovations offer opportunities to acquire new clients from 

younger generations such as Millennials and Generation Z (SAS, 2015).  

 

4.4 Opportunities and Challenges in South African Digital Banking Sector 

Opportunities are aspects or characteristics which can support or enable business establishments with 

links outside organisations (Namugenyi et al., 2019). Some opportunities present a threat for some companies, 

while others may find them favourable. In the SA banking industry, the threat of non-traditional banks (such 

as Discovery) entering the finance industry might be interpreted as an opportunity to gain market share. 

Existing banks, however, may regard this as a challenge as they now must face more competition, particularly 

in the digital banking sector.  

Service quality is a vital component of digital banking. Definitions of the term service quality state 

that it is the product of an evaluation that consumers make between their expectations about a product or 

service and their individual perception of the way this product or service has been delivered (Parasuraman et 

al., 1994). Nxumalo (2017) states that service quality is important to achieve complete customer satisfaction. 

Economic conditions in SA are not always positive, as is shown by Islami et al. (2020) who show that 

companies are losing their ability to find methods that present opportunities to sustain existing success in the 

market, as well as to increase their market share and profit margins. A larger consumer base usually means 

larger public visibility, and consumers tend to choose the more visible companies over companies that are still 

establishing themselves.  

To achieve a high market share, banks need to practice effective segmentation. This is confirmed in 

studies by Bach et al. (2013), Kabuoh (2017), and Aghaei (2021) who state that segmentation in banking is of 

high importance, as the practice of designing special products and services for identifiable groups of clients is 

at the core of the modern approach to banking.  

Creative distribution and innovation also allow SA banks the opportunity to stand out from their 

competitors. Al-Salaymeh (2013) states that new goods and services in banking are an indication of creativity 
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implementation by banks, which include digital banking. This is contrasted in studies by Munusamy et al. 

(2012),Ramyah et al. (2006), and Gharbi and Kammoun (2022), who state that in order for internet banking to 

take off, one of the vital factors will be internet access. This is because a customer will not be able to use 

digital banking if they do not have some form of Internet connectivity. Despite the service being promoted 

extensively, it will remain unused unless clients have access to the Internet. 

 

4.5. Personalization and Safety of Banking  

Consumer perception refers to the ways in which consumers form distinct opinions and feelings about 

companies, and the products or services they offer through different channels. In this process, consumers 

select, categorize, and interpret data about these products or services to inform themselves with a clear view 

of the product or service offered to them. Tong et al. (2012) state that due to the increasing popularity and 

availability of smartphones, companies are now able to provide new products and services to customers. 

Through the implantation and offering of these services, IT has made one-to-one marketing in banking a 

reality, with links to targeted clients on a personal level. Consumer Perception Theory, adapted by Adefulu 

and Van Scheers (2016), explain consumer behaviour and perception by analysing reasons for buying or not 

buying a product or service. In self-perception, consumers individually analyse various interrelated criteria. 

This is discussed by Agyekum et al. (2015), who state that consumers use different variables to determine the 

quality of a product or service. These qualities are dependent on the individual consumer in question. For 

instance, in digital banking, some consumers may use Electronic Funds Transfer (EFT) payment methods more 

comfortably and efficiently, whereas other consumers may prefer going directly to a bank to process these 

payments. In other instances, consumers may feel that their monetary transactions are too important to trust to 

digital banking channels, particularly because it is a new service in comparison to traditional branch banking. 

Previous studies, such as by Talke and O’Connor (2011), discuss the impact of these new services on consumer 

perception, but their study uses expert views, rather than collecting the data from the actual customer. Also, 

past studies such as by Yee and Yazdanifard (2014) and Kazmi (2012), analyse how perception influences 

buying behaviour on a digital and non-digital level, but fail to incorporate detailed information pertaining to 

how a consumer’s self-perception can influence the use of digital services. Secondly, price perception, and 

more particularly from the customer’s point of view, is frequently used as an indicator of the expectations of 

the product or service offered (Mattila and O’Neill, 2003; Han and Ryu, 2009). This is further discussed by 

Banyte et al. (2016) who states that the process of price perception is indirect and dependent on the perceiver’s 

expectations, previous knowledge, generated information, and stimuli.  

 

5. Constructs of Digital Banking  

Digital banking involves a wide range of interconnected services that require several variables to 

deliver the service to consumers. These services have different consumer perceptions, and impact digital 

banking in difference ways.  

 

5.1 Perceived Value  

Service as a product represents an extensive range of intangible services from both for-profit and non-

profit agencies (Jones and Shandiz, 2015). The term ‘value’ refers to the relative worth, merit, or importance 

of a product or service. In marketing it is referred to as ’market value’ which is the capacity of services or 

products to satisfy a purchaser’s needs and wants (Brijball and Lombard, 2012). The concept of market value 

is further analysed into a value metrics process as follows: 

Consumer acquisition. Measures the rate at which the organization attracts new customers. With 

relation to key success factors for digital personal banking, banks need to acquire new clients on a consistent 

basis. Capitec Bank has recorded a large number of client acquisition in the past five years, more than any of 

the other top four SA banks (Khumalo, 2019; BusinessTech, 2020). Marsigalia et al. (2014) states that the 

customer care experience is the most important part of a query and is vital in drawing in customers.  

Consumer retention. Tracks the rate at which the organization retains ongoing relationships with the 

customers. Hamilton et al. (2017) suggests that adding new functions may increase charges, but it can increase 

sales as well, both through attracting new customers and maintaining current customers. There is, however, a 
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contrast between presenting extra functions to attract customers and providing the proper functions to bring 

clients back. 

Consumer satisfaction. Measures the satisfaction level of the consumers against the set performance 

criteria. Bell (2017) reveals that satisfied customers are more loyal, spend more with the company, and refer 

others, which increases the company’s consumer base.  

Consumer profitability. Decision making based only on past values of clients can result in 

disappointing results. Many customers can have growth potential to become significantly more profitable over 

a period, while others can refer many new customers to the company (Cermak, 2015). 

Yrjölä (2015) refers to customer value as value that is a subjective assessment of the positive and 

negative aspects of owning, or having the use of, a product or service. Customers often have a positive 

experience and opinion of a product or service if it not only meets and exceeds their expectations, but also 

offers some sort of pleasure. Such pleasure can come from the feeling of owning or being a client of a brand 

that has a positive and respected, or premium, brand image. If the organization can recognize what incentives 

lead their clients to customer satisfaction, they can have a greater likelihood of getting and holding clients. 

This is confirmed by one of the originators of service marketing and service quality, Parasuraman (1997), who 

stated that organizations that have a strong focus on customer value will develop a significant competitive 

advantage. For instance, all five of the “Big Five” banks in SA have, over time, developed powerful and well-

respected brand images, and continue to use these positive images in providing customer value.    

 

5.2 Purchase Intention  

Purchase intention (PI), in the perspective of digital banking services, reflects the motivational 

influences that drive an individual to download the mobile banking application, provided free of charge by 

their bank, from smartphone App Stores. While this does require the user to have a stable internet connection 

and their own mobile data, there is no actual charge for downloading the application, i.e., there is no application 

fee. In that context, downloading the application can be viewed as an intention to use the application for 

conducting banking transactions any time anywhere on the move (Menon, 2019). The intent to then use the 

banking application is based on many differing factors that influence the individual decision.  

Convenience. One of the core features that digital banking offers to clients is its convenience (Chitungo 

and Munongo, 2013; Dhanalakshmi, 2019). Clients can use close to a full line of banking services without 

having to visit a bank. Online banking offers banking simplification by saving consumers time and money by 

not having to travel to a branch or to process lengthy paperwork (Chigada and Hirschfelder, 2017; Mosteanu 

et al., 2020). It also allows consumers to make use of its services after retail banking hours and to independently 

open new accounts without extra charges. Different banks offer the same core digital banking services, such 

as making payments, checking balances and conducting transfers, but many banks attempt to offer other unique 

services or products in line with their brand to help in attracting customers. These unique offerings, however, 

need to stand out in order to keep customers satisfied, and prevent clients from changing their bank. For 

instance, Revathi (2019) says that digital banking benefits in a monopolistic competitive environment, as 

technological trends and changes in banking leads clients to change service provider for what they feel offers 

more convenience to them individually.   

Practical quality. Durmaz and Efendioglu (2016) argue that digital advertising intends to serve clients 

as fast as could reasonably be expected and expects direction from clients as opposed to attempting to change 

their perception and feelings like in customary, traditional advertising. The practical ability to use internet 

banking, however, is not so easily achieved. It may take time for users to familiarize themselves with the 

application before they may decide to use it. This means that banks need to understand the process that their 

clients undergo when attempting access to digital banking.  

 

6. Service Quality 

6.1 Branch Service Quality 

As banks and other companies continue to make use of technology advancements due to the 4IR, 

consumer-to-employee interaction has drastically decreased. This is due to technology outputs, which do not 

necessarily require an employee to carry out tasks and duties, as automated machines are able to provide the 
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service at a significantly lesser cost. This, however, does have its drawbacks in terms of human and social 

interaction that customers often seek when shopping, and when banking especially. For instance, Uddin et al. 

(2014) state that employees interacting with clients can be positive for the company, as clients seek companies 

whose staff are attentive, speaking positively about the company and their services. Ultimately, the service 

quality received from the company forms a basis of how clients respond to the service received.  

Consumer expectations have resulted in a major change in consumer behaviour. With customers now 

being more aware of products and services, as well as being monetary cautious, customers feel that the best 

companies should not only deliver excellent service but also provide value. Johnston and Kong (2011) agree 

that services consistently accompany an encounter and that such experiences give companies a chance to 

engage in emotional connections with customers. 

There are significant ways in which a breach of privacy can impact digital banking. This includes the 

share of private and confidential information with third parties, fraud and hacking, and the incorrect recording 

of information like cell phone numbers, postal address and next of kin (Menon 2019). Bigne and Blesa (2003), 

Lee and Turban (2001) and Mbamba (2018) discuss the importance of trust in digital banking, noting that the 

nature of digital transactions are vastly different from those conducted through a bank’s branch. 

 

6.2 Online Service Quality  

Service characteristics are the vital components that make up much of the digital banking experience. 

Intangibility, Heterogeneity, Inseparability and Perishability are four categories of service characteristics that 

have been discussed by several authors (Moeller, 2010). Moon and Lee (2015), and He et al. (2022), argue 

that, even with quick innovative technological advances in online shopping, the significant drawback of e-

shopping is that consumers cannot genuinely attempt to use a product or service before choosing to purchase 

it. Products that require higher rates of personal face-to-face interactions between customers and companies 

will show off more relational advantages to clients than services that require much less private or face-to-face 

interactions between clients and the company (Srihadia and Setiawan, 2015). 

 

7. Conclusion  

Based on the discussion above and the identification of the various issues that, according to the 

literature, may be key constructs to contributing to consumers preferring digital personal banking, the findings 

of this study can be summarised according to Figure 1. 

 

Figure 1: Constructs possibly contributing to preference for digital personal banking 

 

7.1 Contribution of this Study 

The purpose of this article was to investigate, through a systematic review of extant literature, the 

digitization of banking in a developing nation, namely SA, to identify how digital banking is perceived by SA 

consumers and to identify what the key success factors are for successful implementation of such a banking 

digitization strategy. The nature of digital banking has been discussed in terms of the constructs of cashless 
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transactions and e-commerce, the role of digital advertising, within the context of marketing and competition 

in the SA banking environment, and the opportunities and challenges present in this environment. The 

literature discussed in this paper highlights why it is necessary to gain a better understanding of banking 

digitisation and bank customers’ opinions about this. The literature provides some insight into banking 

consumers’ opinions about, and attitudes towards, digital banking, highlighting the key success factors of 

safety, accessibility, perceived value, convenience, and most important of all, service quality. Thus, this study 

has made two main contributions. First, it has set the scene for more, and deeper, research into the 

understanding of the factors that influence the use of digital personal banking, and second it has provided 

banking management with more objective and evidence-based knowledge about consumers’ perceptions about 

digital personal banking. 

 

7.2 Managerial Implications 

The banking industry in SA is very well developed, and all major banks have successfully introduced 

digital banking into their catalogue of services, as the literature shows. A major point of differentiation is that 

these banks attempt to offer a unique digital banking experience by incorporating a range of individual benefits 

and increasing ease of use. Although SA has one of the most industrialized economies in Africa (Naidoo, 

2021), there exist substantial economic challenges and setbacks. One of the most prominent challenges the 

country faces is inequality. While companies race to keep up with digital technology, there is limited literature 

on the perceptions of consumers of, and the levels of their feelings about, the use of digital banking within SA. 

Furthermore, the literature has not adequately identified the effect of demographics and demographic 

inequalities on the adoption of digital banking, other than the obvious conclusion that older customers are more 

nervous in the use of technology and thus are more reluctant to adopt digital banking. And finally, little is 

known of the extent to which the SA consumer feels about safety, value, purchase intention, convenience, and 

quality of digital banking. This study has thus provided banking management with some knowledge about 

issues that may be critical to successfully marketing digital personal banking and provides guidance on 

possible factors that encourage consumers to prefer digital banking and thus might lead to a greater level of 

adoption by consumers. 

 

7.3 Limitations 

This study has not set out to be definitive and should be seen as more of  an exploratory nature. Since 

there is so little published literature in SA on attitudes towards digital personal banking the findings should be 

considered as purely suggestive until they can be empirically tested. A further limitation is that the study 

population was delimited to a single geographic area in SA and so the findings should not be extrapolated to 

other areas of SA, or indeed to other developing economies. A final limitation is that since data was collected 

online, any opinions of those who are less digitally knowledgeable were not collected. 

 

7.4 Recommendations for further research 

Existing theory on digital banking needs to be extended by evaluating the constructs that contribute to 

the perception of digital banking, such as assessing the ease of use of digital banking, the convenience it 

provides, its safety, quality, and suitability for clients, as well as understanding the risks of, and preferences 

for, its use. Furthermore, by conducting research within a developing economy like SA, the impact of the 

current, unprecedented events such as the COVID-19 Pandemic can be considered, and how such events 

present opportunities and challenges to a developing country. A large portion of the banked and unbanked 

population do not use digital banking, and this could provide an opportunity for banks to concentrate on the 

informal business sector to service the currently underserved.  
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