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ABSTRACT 

This study examines the relationship between adoption of digital interactive platforms, usage 

behavior, and customer brand engagement. Specifically, the study analyzes the relationship 

between adoption of digital interactive platforms and customer brand engagement, relationship 

between adoption of digital interactive platforms and usage behavior, the relationship between 

usage behavior and customer brand engagement, and the mediation effect of usage behavior in 

the relationship between adoption of digital interactive platforms and customer brand 

engagement. The study adopted a cross-sectional survey design with a quantitative approach. Out 

of sample size of 136, Only 125 respondents managed to fill and return the questionnaires given 

to them resulting in a response rate of 92 percent. The key findings of the study indicate that 

there is a significant and moderate relationship between adoption of digital interactive platforms 

and customer brand engagement. Secondly it was established that there is a significant and 

strong relationship between adoption of digital interactive platforms and usage behavior. Thirdly 

it was established that there is a significant and strong relationship between usage behavior and 

customer brand engagement. These results also indicate that adoption of digital interactive 

platforms and usage behavior, contribute a 59.8% of the variation in customer brand 

engagement. Mediation effect (indicate the mediation effect the way you have stated other key 

findings. Accordingly, the adoption of digital interactive platforms increases substantially 

contributes to increased customer brand engagement in Stanbic Bank Uganda and hence the 

latter should continue to invest in these platforms to foster a more engaged customer base. It is 

recommended that bank managers should ensure that the security mechanism of digital 

interactive platforms is improved by developing several backup systems to ensure safe use. 
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CHAPTER ONE 

       INTRODUCTION 

1.1 Introduction 

This study is about adoption of digital interactive platforms, usage behavior and customer 

brand engagement in Stanbic Bank Uganda. This chapter is structured and sequenced as 

follows; background to the study, statement of the problem, purpose of the study, study 

objectives, research questions, scope of the study, significance of the study, conceptual 

framework and conclusion on the chapter. 

1.2 Background of the Study 

Customer brand engagement (CBE) encompasses an individual's cognitive, emotional, and 

behavioral interactions with a brand, playing a crucial role in modern marketing (Hollebeek, 

2011). CBE is multifaceted, encompassing cognitive processing, affection, and activation 

toward a brand (Zheng, Cheung, & Lee, 2014; Hollebeck, 2011). Understanding cognitive 

processing, affection, and activation toward a brand is key (Zheng, Cheung, & Lee, 2014). 

While previous research has explored digital platform usage, integrating factors like 

perceived usefulness, ease of use, fear of technology, and individual human elements  and 

their relationships with customer brand engagement within the banking sector has not been 

explored (Wilson & Christella, 2019; Keni, 2020; Baccarella et al., 2020). This study seeks to 

contribute to improved understanding of customer brand engagement in a commercial bank 

undergoing digital technology transformation in a low income country context. 

Previous research in CBE has mainly concentrated on various sectors such as retail, 

technology, and hospitality, predominantly in developed economies like Germany, Sweden, 

Russia (Hride et al., 2022; Kurniasari et al., 2020; Ghani et al., 2022). These studies have 

typically explored what drives customer trust, commitment, and loyalty to a brand. In the 

commercial banking sector, an increased focus on digital interactive platforms, spurred by 



2 

 

technological advancements, is transforming the way customers engage with banks. 

However, there is still limited understanding of how these digital platforms impact CBE 

within this specific context. While global banking industry investments in technology are 

substantial and growing, the exact influence of these investments on CBE, particularly in 

regions like Uganda remain unclear (Lim & Rasul, 2022; Cramer-Flood, 2021).  In studying 

CBE, a number of researchers such as (Kurniasari, Abd Hamid, & Qinghui, 2020; Ghani, Ali, 

Musa, & Omonov, 2022) have assessed the behavior of consumers. Most importantly how 

they react to initiatives adopted by organizations to engage their brands with the customers. 

In these studies, technological acceptance model has been primarily used and it was the same 

model that this study used.   

The Technological Acceptance Model (TAM) by Davis (1989) is widely adopted for its 

proven validity in predicting technology adoption factors, with a focus on ease of use and 

usefulness. Its simplicity and robustness makes it valuable (Anouze & Alamro, 2019; 

Alalwan et al., 2016). Although TAM has been critiqued for oversimplification, its 

practicality remains. In the Ugandan banking sector, TAM offers a suitable framework to 

explore digital platform adoption and its effects on customer brand engagement, bridging 

context-specific gaps. 

In Uganda, despite considerable investment by banks in digital technology to enhance 

customer experiences, the adoption of such platforms remains low (Stanbic Bank Annual 

Report, 2019; Stanbic Bank Annual Customer Satisfaction Survey Report, 2021). The 

pressure from competition has compelled Stanbic Bank to continuously engage its customers 

in order to build and maintain connections to its brand. This has necessitated a shift in 

emphasis from the traditional engagement modes involving customer-bank staff interactions 
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in the bank premises to the development of digital interactive platforms that can allow the 

customers to access banking services remotely anywhere at their convenience. 

However, the low adoption of digital banking platforms in Uganda poses a significant 

problem for banks like Stanbic Bank Uganda Limited. Despite their investments in 

technology, they struggle to engage customers effectively in the digital realm, impacting 

customer experience. This begs an empirical inquiry into customer brand engagement and its 

relationship with adoption and usage of digital interactive banking platforms.    

1.2 Statement of the Problem 

Pressure from competition has compelled Stanbic Bank to continuously engage its customers 

in order to build and maintain connections to its brand. This has necessitated a shift in 

emphasis from the traditional engagement modes involving customer-bank staff interactions 

in the bank premises to the development of digital interactive platforms that can allow the 

customers to access banking services remotely anywhere at their convenience. Despite the 

investments put in place by Stanbic Bank Uganda Ltd to develop and improve the digital 

interactive platforms, and the campaigns undertaken to encourage customers to adopt their 

usage, results show low customer brand engagement (Stanbic Bank Uganda Ltd Quarter 

Three Internal management report 2020; Stanbic Bank Uganda Ltd Sustainability report, 

2021). This necessitates an analysis of the factors that drive consumer adoption of the digital 

interactive platforms namely perceived ease of use, perceived usefulness, fear of technology, 

and individual human factors; how these factors have influenced usage of the digital 

interactive platforms, and the extent to which this generates consumer brand engagement.  

1.3 Purpose of the Study 

The purpose of this study is to analyze the relationship between adoption of digital interactive 

platforms, usage behavior, and customer brand engagement in Stanbic Bank - Uganda. 
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1.3.1 Research Objectives   

The objectives of this study were; 

1. To assess the relationship between adoption of digital interactive platforms and 

customer brand engagement.  

2. To establish the relationship between adoption of digital interactive platforms and 

usage behavior.  

3. To investigate the relationship between usage behavior and customer brand 

engagement. 

4. To establish the mediation of usage behavior in the relationship between adoption of 

digital interactive platforms and customer brand engagement.  

1.3.2 Research Questions  

1. What is the relationship between adoption of digital interactive platforms and 

customer brand engagement? 

2. What is the relationship between adoption of digital interactive platforms and 

usage behavior? 

3. What is the relationship between usage behavior and customer brand engagement? 

4. What is the mediation of usage behavior in the relationship between adoption of 

digital interactive platforms and customer brand engagement? 

1.4 Scope of the Study 

1.4.1 Content Scope 

The study focused on adoption of digital interactive platforms, usage behavior, and customer 

brand engagement in Stanbic bank Uganda. Under the adoption of Digital interactive 

platforms, the study focused on perceived usefulness, perceived ease of use, fear of digital 

platforms technology, and individual human factors with their respective measurement 

indicators as shown in the conceptual framework (Fig. 1.1). Usage behavior was the 
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mediating variable and Customer brand engagement was the dependent variable 

conceptualized as cognitive processing, affection and activation. 

1.4.2 Time scope  

The study was based on consumer behavior experiences in the recent past. This led to use of 

cross section survey which permits carrying out study within short specified period of time. 

1.4.3 Geographical Scope 

The study was carried out in Stanbic bank Uganda in Kampala district. Kampala District was 

selected for this study because it hosts most of the bank branches for Stanbic Bank Uganda 

and hence has the highest concentration of bank customers and is the most trending area with 

most business operations in the country (Stanbic Bank annual performance report, 2021). 

1.4 Significance of the Study 

The study contributes to the already existing literature and enrich studies on issues relating to 

adoption of digital interactive platforms and customer brand engagement specifically in 

banking industry. 

The results of this study provide insights and information to management of the banks so that 

they appreciate the need for better adoption of digital interactive platforms driven towards 

customer brand engagement in banking industry. 

The study provides useful to policy makers in the banking industry as key recommendations 

are drawn from the study to guide decision making. 

The study provides areas of further research to the academicians interested in the same area 

of study. 
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1.6.1 Conceptual Model 

 

Source: Adapted from (Wilson, Keni, & Tan, 2021; Prastiawana, Aisjah, & Rofiaty, 2021; 

Hollebeek, 2011; Bag, 2022; Sondhi, Sharma, & Kalla, 2017; Ling, Fern, Boon, & Huat, 

2016; Anouze & Alamro, 2019). 

Figure 1.1: conceptual model of adoption of digital interactive platforms and customer 

brand engagement  

Adoption of Digital Interactive 

Platforms 

 

Perceived Usefulness 

 Benefits 

 Efficiency 

  Effectiveness 

 

Perceived Ease of Use 

 Easy to learn 

 User friendly 

 Interactive 

 

Fear of Technology 

 privacy concerns 

 Perception of information 

 Trust  

 

Individual Human Factors 

 Personal values 

 Social influence 

 Computer self-efficacy 

 

Customer Brand Engagement 

 

 Cognitive processing 

 Affection  

 Activation 

 Usage Behavior 
 Actual usage behavior 

 Reasons for using digital platform 



7 

 

1.6.2 Description of Conceptual Model 

From figure 1.1 above, Customer Brand Engagement (CBE) is the dependent variable and 

has been measured using cognitive processing, affection and activation. Adoption of digital 

interactive platforms is conceptualized using perceived usefulness, perceived ease of use, fear 

of digital platform technology, and individual human factors as the independent variables. 

Under perceived usefulness, the study focused at variables like benefits, efficiency, and 

effectiveness. Perceived ease of use, the study focused at easy to learn, user friendly and 

interactive. For fear of technology, the study focused at privacy concerns, perception of 

information, and trust. Individual human factors the study looked at social influence, and 

computer self-efficacy. From figure 1.1, Adoption of Digital Interactive Platforms leads to 

customer brand engagement, Adoption of Digital Interactive Platforms leads to Usage 

Behavior, Usage Behavior leads to customer brand engagement.  

1.7 Conclusion  

The rest of the chapters of this thesis include; chapter two which entails literature review on 

study variables and objectives, chapter three which covers research methodology upon which 

the study focused, chapter four entails data presentation and interpretation of results and 

chapter five detailing the discussion, conclusion, recommendation and areas for further 

research. This chapter therefore gave a clear picture on the outlook of the remaining chapters 

and their insights. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

The last chapter presented an introduction to the study in which a brief explanation was 

provided in the background, statement of the problem, research object, conceptual 

framework. This chapter presents a review of the literature on; technological acceptance 

model, adoption of digital interactive platforms, usage behavior, and customer brand 

engagement and other scholarly works on related areas. The chapter underscores the 

significance of understanding these concepts within the context of the commercial banking 

sector in Uganda, where technology adoption and customer engagement present unique 

challenges and opportunities. This review informs the study by highlighting existing 

theoretical and empirical scholarly work on adoption of digital interactive platforms and its 

relationship with customer brand engagement. 

2.1 Theoretical foundation of the study 

2.1.1 Technology Acceptance Model 

The Technology Acceptance Model (TAM) advanced by Davis (1989) is a theory describing 

the perception of technology users. Davis (1989) created this model to explain the effects of 

system characteristics on users of computer-based Technology Systems. TAM is the most 

widely used model for identifying factors contributing to technology acceptance. The theory 

suggests that, when users are presented with a new piece of technology, several factors 

influence their decision about how and when they will use the technology (Ardiansah, 

Chariri, Rahardja, & Udin, 2020; Lindsay et al., 2011). The goal of TAM is to explain the 

determinants of general computer acceptance and be able to explain user behavior across a 

broad range of end-user computing technologies, other technologies and user populations 

(Rondan-Cataluña et al., 2015).  
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The original TAM is made up of three key components: perceived ease of use, perceived 

usefulness, and computer usage (Yousafzai, 2012). Davis saw “usage” as an indicator of 

technology acceptance and conducted a study to develop a validated tool for perceived ease 

of use and perceived usefulness (Harasis & Qureshi, 2018). The model shows that, when 

users are presented with new technology, some factors influence their decisions about how 

and when they will use them. The two most important factors are perceived usefulness and 

perceived ease-of-use. Thus, according to TAM, user acceptance of an information system 

depends on factors like perceived usefulness and perceived ease-of-use and can affect the 

behavioral intention to use, leading to the actual use of the system. 

The TAM became the most influential theoretical tool for explaining the user acceptance of 

technology (Venkatesh, Davis & Morris, 2007). Although several researchers have tested the 

TAM, modified its parts, and replicated it, according to various situations and settings, only 

minor alterations have been made to the original TAM (Harasis & Qureshi, 2018).  

In spite of its usefulness in helping us understand the behavior of consumers towards the 

adoption of new technologies, TAM has some limitations (Benbasat & Barki, 2007; 

Venkatesh et al., 2007). The Technology Acceptance Model (TAM) is valuable for 

understanding technology adoption, but it might not adequately address macro-level factors, 

cultural nuances, and the dynamic nature of technology adoption in Uganda's banking sector 

(Venkatesh et al., 2003; Straub, Keil, & Brenner, 1997). These limitations underscore the 

need to extend TAM in this specific context, systematic investigation and theorizing of the 

salient factors that apply to context-based consumer technology use in influencing customer 

brand engagement.  

The use of the Technology Acceptance Model (TAM) is justified for studying customer 

brand engagement in the commercial banking sector in Uganda due to its established validity 

https://www.researchgate.net/profile/Muhammad-Imran-Qureshi
https://www.researchgate.net/profile/Muhammad-Imran-Qureshi
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in predicting platform adoption factors (Davis, 1989), as well as its extensive use and 

recognition in the literature (Anouze & Alamro, 2019; Alalwan, Dwivedi, Rana, & Williams, 

2016; Chaouali, Yahia, & Souiden, 2016; Mital, Chang, Choudhary, Papa, & Pani, 2018; 

Rawashdeh, 2015). TAM's focus on perceived ease of use, perceived usefulness, fear of 

technology, and individual human factors aligns with the study's purpose to analyze the 

relationship between adoption of digital interactive platforms, usage behavior, and customer 

brand engagement within Stanbic Bank Uganda.  

2.2. Review on adoption of digital interactive platforms 

Digital interactive platforms refer to those platforms that companies use to interact with the 

customers without necessarily having physical meet (Simran et al, 2021). Digital interactive 

platform is a transition characterized by varying degrees of digitization across banking 

services (Ganesan & Meena, 2020).  There are a lot of different solutions that are leading up 

to the development of adoption and use of digital interactive platforms in banking industry 

such as mobile digital wallets, investment management applications, the ability to deposit 

mobile cheques through banking applications, card-less ATM withdrawals, and a lot more 

(Chauhan, 2018). 

The adoption and use of digital interactive platforms has been influenced by factors such as 

perceived usefulness, perceived ease of use, fear of technology and individual human factors 

making a shift from traditional banking to digital platform use like internet banking, agency 

services, Automated Teller Machines (ATMs) and Mobile banking (Husain et al., 2022; 

Hride et al., 2022; Bhattacharjee, 2020).  This current study focuses on perceived usefulness, 

perceived ease of use, fear of technology and individual human factors as constructs for 

adoption of digital interactive platforms and are herein presented in subsequent sections. 
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2.2.1 Perceived usefulness  

Perceived usefulness refers to people’s perceptions of whether a new technology can change 

the way they do business, and whether it can make their performance better (Rahman et al., 

2017). Perceived usefulness is a factor that explains the use of digital interactive banking 

platforms. Perceived usefulness with its three indicators namely; benefits, efficiency, and 

effectiveness, directly affects the adoption and use of digital interactive platforms by bank 

customers (Prastiawana & Rofiaty, 2021). Customers use digital interactive platforms by 

considering the benefit that they can get from using the service compared to the benefit from 

using other banking transaction channels (Lisa Wessels, 2010; Malaquias et al., 2018).  

Perceived usefulness could be understood as people’s judgment on whether their decision to 

use or implement a specific technology is advantageous for themselves (Tojib & Tsarenko, 

2012; Stocchi et al., 2019; Wilson, 2019).  Furthermore, (Ozturk, 2016) define Perceived 

Usefulness as people’s intention of using a new technology in which people put a strong 

sense of belief that the new technology will improve their job performance. In perceived 

usefulness, people or rather customers make judgement in which they believe that the 

technologies that they are about to adopt will improve the quality of their job or activities. 

2.2.2 Perceived Ease of Use 

Perceived ease of use refers to consumers’ judgement in which the technologies that they are 

about to implement will be easy to learn and easy to use. Perceived ease of use shows the 

extent in which whether or not using a specific system is easy (Dong et al., 2017). Stocchi et 

al., (2019) define perceived ease of use as consumers’ feel of effortlessness (and 

convenience) while using a specific technology. Perceived ease of use with its three 

indicators, namely interactive, easy to learn, and user friendly, directly affects the use of 

digital banking platforms (Prastiawana &Rofiaty, 2021). Baptista & Oliveira (2015), Oliveira 
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et al. (2014), Yuan et al. (2014), and Zhou et al. (2010) assert that the ease of use has a 

significant effect on the use of digital interactive platforms in the banking sector.  

Perceived ease-of-use is a customer’s perceptions of how much effort he or she needs to 

expend in order to learn a new technology or product (Amin et al., 2014; Okpala et al., 2021). 

When customers think and have some perceptions that the product or technology will be 

difficult to learn, and also will take a long time to learn, they will not buy that product or 

technology, but would search for other alternatives which basically performed the same 

functions, but were easier to learn (Usman et al., 2021). 

2.2.3 Fear of digital platform technology 

Fear of digital platform technology has been examined as a factor in this study that affect the 

adoption of digital interactive platforms in the commercial banking system. Fear of 

technology is considered to be the combination of trust and security (Kuruppu, Aberathna, & 

Samarasinghe, 2020). It indicates that consumers are comfortable using the services without 

fear of danger or other difficulties (Kuruppu et al, 2020). A high level of trust increases the 

desire to use digital interactive platform in accessing financial service (Kuruppu, et al, 2020).   

A study by Nguyen, (2020) indicated that customers would have a negative attitude towards 

digital banking services if they have poor perceptions of information or transaction security. 

Customers are infuriated by issues that endanger or cause them harm. In short, customers 

who have gained confidence of digital interactive platforms in banking services are less likely 

to feel insecure when using the service and vice versa. If the customers’ confidence is 

weakened by lack of information, perceived insecurity, or poor service quality, they tend to 

take sensible precautions and consider risks when using the service (Nguyen, 2020; Nel & 

Boshoff, 2021). High levels of trust support the urge to utilize digital banking interactive 

platforms like internet banking, mobile banking among others (Reza et al., 2020). Customers 
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with unsatisfactory views of information or transaction security would negatively approach 

digital banking interactive platforms in accessing the banking services (Lema, 2017).  

2.2.4 Individual human factors 

Individual human factors such as personal values, social influence, and computer self-

efficacy have been considered to be important in the decision to adopt the use of digital 

technologies.  

Personal values: Personal values, in the context of this study refers to the deeply held beliefs 

and principles that individuals hold regarding what is important and desirable in their 

interactions with technology and brands (Rather and Camilleri, 2019; Tuskej et al., 2013). 

Customers tend to align with brands and digital platforms that mirror their personal values, 

seeking similarity and consistency throughout their decision-making process (Shirkhodaie 

and Rastgoo, 2016). When a bank's brand attributes resonate with a customer's personal 

values, it leads to a positive attitude and increased engagement (Lee and Jeong, 2014; Han 

and Hyun, 2017). 

Social influence: Social influence considers that a person feels the importance of other 

people’s opinion about his need to use available digital platforms (Venkatesh et al., 2003). 

Family and friendly bond are also influential for individual’s decision (Sharma et al., 2017). 

Scholars like (Han & Hyun, 2017) and (Venkatesh & Davis, 2000) observed the inter-related 

effect that social influences such as subjective norm, voluntariness, and image are relevant to 

increase adoption and use of digital interactive platforms. Therefore, in relation to banking 

sector, it is believed that social influence affects the adoption and use of digital interactive 

platforms offered by the banks in engaging with their customers. 

Computer self-efficacy. Computer self-efficacy is one of the most important factors that 

contribute to create a positive output for digital interactive platform resulting in higher 
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customer brand engagements by the bank ((Lussier and Hendon, 2012; Hendon, 2012).  Self-

efficacy is comprised of three dimensions: generalizability, magnitude and strength (Bandura, 

1997). Generalizability is the extent to which individual beliefs are limited to a specific 

domain of activity. This suggests that the use of different types of technology requires 

individuals to have high generalizability. Magnitude refers to the capability of individuals to 

accomplish difficult tasks; individuals with high capabilities of self-efficacy are expected to 

need minimum assistance, whilst individuals with low capabilities of self-efficacy are 

expected to need maximum support (Lussier and Hendon, 2012). Strength refers to the trust 

of individuals in their ability to use services (Lussier and Hendon, 2012). It will be interesting 

to observe how self-efficacy influences the behavioral adoption of digital interactive 

platforms offered by the bank. 

2.3 Customer brand engagement 

Customer engagement is a recurring interaction that takes place between a customer and an 

organization; this interaction reinforces the emotional, physical and or psychological relation 

the customer has with the organization (Phang et al., 2013; Hollebeek et al., 2014). Based on 

the above, customer engagement has been linked to improving corporate performance 

(Jaakkola and Alexander, 2014), gaining better competitive positions (Kumar and Pansari, 

2016; Gong, 2018), creating new markets (Storbacka et al., 2016) and, boosting satisfaction 

of the customer and increasing commitment and trust in the brand (So et al., 2014).  

It has been proven that a customer engagement with a brand is not just the process of 

interaction between the customers and brands rather it is a fundamental tool in developing 

deeper customer-brand relationships (Van Doorn et al., 2010; Hollebeek, 2011; Pratomo and 

Magetsari, 2018). To develop customer engagement with a brand, it is also crucial for the 

brand organization to make marketing efforts (Ong et al., 2018; Prentice et al., 2019). 
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The relationship between the customer and the brand can be identified as customer-brand 

engagement (Hollebeek, 2011). According to Samarasinghe et al. (2020) customer brand 

engagement identifies the long-term value created for customers while generating mutual 

benefits for both organization and customer through relationships (Andrine and Solem, 

2016). Customer brand engagement (CBE) has gained significant traction in both industry 

and academia, driven by its popularity as a focal point of study. This surge in interest can be 

attributed to its potential to enhance brand loyalty, boost customer advocacy, and, ultimately, 

drive business success (Harmeling, Moffett, Arnold, & Carlson, 2017). 

Technological advancements have empowered organizations to provide customers with brand 

engagement tools like websites, social media platforms, and mobile applications (Dolan, 

Conduit, Fahy, & Goodman, 2016; Hollebeek, Glynn, & Brodie, 2014; McLean, 2018; Osei-

Frimpong and McLean, 2017). The study of customer brand engagement is essential as it 

allows organizations to understand the implications of these tools. Positive outcomes of CBE 

include increased customer loyalty, advocacy, and brand attachment. However, negative 

consequences may encompass privacy concerns, information overload, and potential backlash 

if brand interactions are insincere or mishandled. Thus, studying CBE is vital for 

organizations to harness its benefits while mitigating risks. 

Customer brand engagement, as viewed through marketing principles, entails building 

psychological connections that evoke affection and trigger active customer behaviors (France 

et al., 2016). It emphasizes the importance of fostering emotional relationships and 

encouraging customers to participate in brand-related activities. Such psychological 

engagements can enhance customer loyalty and drive favorable brand-related actions, 

offering significant benefits for businesses. 
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2.4 Usage behavior.  

Usage behavior is an action carried out subconsciously by an individual or in other terms 

referred to as an action carried out by someone (Sukaris et al, 2021). In the context of 

information technology and banking sector, usage behavior is the actual use of technology in 

accessing banking services. So that the behavior will always be associated with the 

technology used, for example the behavior of using the smartphone (Liu & Yu, 2017), the 

behavior of using mobile banking (Sharma, 2018; Hwang, Lee, & Jung, 2019), the behavior 

of using social media and intention to use it (Uran & Kara, 2018). 

2.5 Relationships between the study variables 

This section presents a review of the literature relating the study variables. This section is 

presented in line with the research objectives as stated in chapter one. 

2.5.1 Adoption of digital interactive platforms and customer brand engagement 

The adoption of digital interactive platforms supports continuous consumer interactions with 

a brand. Continued interactions can then trigger brand engagement. According to Koenig-

Lewis et al. (2010), there is a positive relationship between perceived usefulness and 

customer brand engagement. Their study aligns with the assertion by Bastari, Eliyana, 

Syabarrudin, Arief, and Emur (2020) that consumers tend to develop a positive attitude 

towards services they find beneficial, leading to increased future utilization. 

Nguyen, (2020) studied the factors affecting the intention to use digital banking in Vietnam 

and found that the adoption of digital interactive platforms favorably impacts attitude and 

intention to use the service. The findings indicated that banks could use technological 

advancements to improve their value by focusing on promoting digital banking services’ 

development. Customers are increasingly cherishing the benefits of digital services, such as 

time saving and diversity of services compared to performing transactions at a counter. 

Hence, increasing consumers’ perceptions of usefulness through media, promotion, and 
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consultation is important to ensure they completely comprehend the benefits of utilizing 

digital banking services (Nguyen, 2020; Bastari et al, 2020). Nevertheless, a study on Alipay 

by (Kurniasari, Abd Hamid, Chen, 2020) revealed a positive and insignificant relationship 

between adoption of digital interactive platforms and customer brand engagement in inform 

of affection, and activation. 

A study by Daud et al., (2018) undertaken in Indonesia found a positive and significant 

relationship between perceived usefulness and customer brand engagement in the bank. On 

the other hand, a positive and significant effect existed on the two variables of perceived 

usefulness and customer brand engagement. Elhajjar and Ouaida, (2019) studied Lebanese 

bank clients by focusing on the adoption of mobile banking. They found that perceived 

usefulness has an insignificant relationship with mobile banking adoption. Other researchers 

such as (Larsson & Viitaoja, 2017; Mufarih, Jayadi, & Sugandi, 2020) found an insignificant 

relationship between perceived usefulness and customer trust. Perceived usefulness may 

determine a user’s confidence in a certain application’s ability to improve task performance. 

When customers find a service useful, they have a favorable impression of it and tend to use 

it again. This study seeks to confirm the available evidence but also extend it to a different 

socio-economic context.    

2.5.2 Adoption of digital interactive platforms and usage behavior 

A study which was conducted by Stocchi et al., (2019) in the Mobile Apps sector in the UK 

found that perceived usefulness had a positive and significant link to customers’ usage 

intention toward a mobile app, which ultimately increases their intention to re-use the same 

app in the future. Similarly, another research conducted by Dong et al. (2017) in China also 

generated similar results, in which perceived usefulness had a positive increase to people’s 

intention to use and re-use the same technology. 
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Lusaya and Kalumba, (2018) research in Zambia highlights critical factors relevant to the 

adoption and usage behavior of digital interactive platforms. The dependence of e-banking 

usage on information availability underscores the importance of awareness and accessibility, 

which extends to digital platforms' adoption and usage. Moreover, the influence of education 

levels aligns with the individual human factors component of the Technological Acceptance 

Model (TAM), emphasizing the significance of education in shaping technology adoption. 

Furthermore, their findings on personal security concerns not significantly affecting e-

banking usage behavior underline the complex interplay of perceived ease of use and security 

considerations in digital platform adoption. These insights hold relevance for understanding 

the multifaceted dynamics of adopting digital interactive platforms and their subsequent 

usage behavior within the context of technological acceptance models. 

Prastiawana and Rofiaty (2021) asserts that social influence with its inherent attributes, 

namely references and self-confidence, has a positive effect on the use of mobile banking, 

which means that the more recommendations from the surrounding environment (family, 

colleagues, etc.) the stronger the social influence for someone to use mobile banking. Based 

on the outer loading value, self-confidence is the strongest in reflecting social influence. This 

is relevant with the circumstances of micro customer (Alalwan et al., 2017). It is also similar 

with the finding of Malaquais et al. (2018) that social influence has a significant relationship 

with the use of mobile banking in the US and Brazil. 

Mwiya, (2017) and Ken, (2020) argued that computer self-efficacy is associated with the 

individual’s attitude toward the adoption of new technologies. Mcilroy et al., (2007) also 

emphasized the effect of computer self-efficacy on adopting new innovations. If individuals 

are pessimistic about their ability to use a new system, then it will not have any significant 

effect on behavior. Thus, computer self-efficacy may influence the relationship between 
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attitude and behavior toward switching (Lee et al., 2011). A high level of self-efficacy may 

lead to a high use of e-banking services and vice versa. 

2.5.3 Usage behavior and customer brand engagement 

A research by Rezaei and Amin (2013) found out that perceived ease-of-use had a positive 

relationship between usage behavior and affection of customer. With regard to this result, the 

customers’ levels of affection and activation will rise when they believe that the new 

technology or product that they are using is effortless and easy to learn and understand. 

Another study by Amin et al., (2014) further strengthened this finding, in which usage 

behavior had a positive link to cognitive processing, affection and activation. 

A study conducted by Chinomona (2013), Wilson (2019) and Keni (2020) discovered the 

positive relationship between usage behavior and customer brand engagement variables of 

cognitive processing, affection and activation within the Indonesian e-commerce industry. 

Since consumers tend to believe that newer technologies could bring some additional 

benefits, then it is safe to say that consumers will also expect these kinds of technologies to 

be easy to learn and simple to use. However, if it turns out that these technologies are 

complicated and take up too much of the consumers’ time when they are trying to learn these 

technologies, then it will slowly erode the consumers’ beliefs and trust that all of the 

technologies installed would eventually bring benefits to the consumers.  

Previous study by (Guriting & Ndubisi, 2006) in the Malaysian Banking sector had found 

that usage behavior play significant and positive change in customers’ behavioral intention to 

re-engage in another transactional activities with the same bank. Furthermore, another study 

which was conducted by (Stocchi et al., 2019) in the Mobile Apps Sector in the UK had also 

found that usage behavior has a positive and strong significant link to customer brand 

engagement. Similarly, another research conducted by (Dong et al.,2017) in China also 
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generate similar results, in which actual usage behavior was found to have a positive impact 

on people’s intention to use and re-use the same technology.  

Mbama and Ezepue, (2018) in their study of customer perceptions of digital banking in the 

United Kingdom found that security impacts the quality of digital banking services. 

Customers’ digital banking behaviour is influenced by their trust which should be reduced 

through improved security (Mbama and Ezepue, 2018; Payne, Peltier, Barger, 2021). Rana, 

Luthra, and Rao, (2019) found a similar link between digital banking and trust in an Indian 

study. Therefore, trust influence digital banking acceptance.  

2.5.4 Mediation of usage behavior in the relationship between adoption of digital 

interactive platforms and customer brand engagement. 

In behavioral adoption research, it is crucial to comprehend the indirect role of usage 

behavior more so attitudes in shaping users’ behavior on digital interactive platforms and 

customer brand engagements. For example, Al Amin et al (2022) understood the mediating 

role of attitudes in determining continuance intention to use digital interactive platforms 

during COVID-19.  Swaim, Maloni, Napshin, and Henley (2013) also validated the indirect 

influence of usage behavior in the context of environmental sustainability. Accordingly, the 

influence of usage behavior indirectly forms bankers’ digital interactive behavior and overall 

customer brand engagement. 

Lanyero, (2022) carried out a study in Uganda to analyze the usage of digital banking 

services in Stanbic Bank Uganda Limited and it was indicated that majority of the bank’s 

customers uses ATMs banking service as compared to any other service the banks offered. It 

was concluded that among the primary factors preventing the majority of banks from actively 

participating in electronic banking are, digital banking is expensive, are insecure and expose 

customers to risk, customers are not competent enough to fully utilize digital banking, low 
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internet access, digital banking denies access to some banking services and also digital 

banking exposes personal financial data to breach and risk. This study extends the knowledge 

on digital banking in Uganda by linking it to customer brand engagement.  

Lema (2017) conducted a study in Tanzania, investigating the factors influencing the 

adoption of mobile banking services in the unbanked population. Using a cross-sectional 

design, where sample size of 250 respondents was selected from the study area, the study 

revealed that usage behavior on perceived usefulness, perceived cost and social influence had 

an insignificant influence between adoption of mobile financial services and customer brand 

engagement in banking sector.  

2.6 Conclusion  

The reviewed literature underscores the significance of understanding the relationship 

between digital platform adoption, usage behavior, and customer brand engagement. Studies 

by Koenig-Lewis, Bastari, and Nguyen highlight the role of perceived usefulness and its 

impact on customer brand engagement. The findings emphasize that customers tend to 

engage more positively with services they find beneficial, aligning with the study's focus on 

digital banking adoption and customer engagement. Additionally, insights from studies on 

social influence, self-efficacy, and personal security highlight the multifaceted dynamics of 

technology adoption. 

Importantly, the literature informs the study by providing a foundation for exploring the 

interplay between digital platform adoption and customer engagement in diverse socio-

economic contexts. The studies in different countries, such as Vietnam, Indonesia, Zambia, 

and the UK, offer valuable insights into how various factors influence customer behavior and 

attitudes in the context of digital banking services. Moreover, the concept of mediation, as 

exemplified by Al Amin and Swaim, underscores the indirect effects of usage behavior and 
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attitudes in shaping customer brand engagement. These insights contribute to a 

comprehensive understanding of the subject and provide a basis for the present study's 

investigation. 

The next chapter presents chapter three where detailed approach to field data has been 

described on the procedures involved in data collection and analysis. 

 

 

 

 

 

 



23 

 

CHAPTER THREE 

METHODOLOGY 

3.1 Introduction  

The last chapter presented the review of the literature on the topic of research. It particularly 

explained the study variables and explored their probable linkages by identifying the gaps in 

the knowledge available. This chapter presents the approaches and techniques the researcher 

used to collect data and investigate the research problem. The chapter is structured into the 

sections of research design, study population, sample size and selection, sampling techniques 

and procedure, data collection methods, data collection instruments, data quality control 

(validity and reliability), procedure of data collection, data analysis and measurement of 

variables. 

3.2 Research Design  

This study used a cross-sectional survey design. This is because the design allowed data to be 

collected from many different individuals within a short period of time and additionally, the 

design was relatively less expensive. The cross-sectional survey design involves gathering 

data at particular points in time based on a cross-section of sources for purposes of answering 

the research questions and permitted establishment of causal relationships (Sekaran, 2003; 

Tubey, Rotich & Bengat, 2015). The study mainly used a quantitative approach where a 

questionnaire guide was used to collect responses.  

3.3 Study population 

The study targeted 220 clients of Stanbic Bank Uganda in Kampala District (Stanbic Client 

Complaints Register Book, 2021). The unit of inquiry as well as unit of analysis were clients 

of the bank because this was a consumer behavior study and also, they were in the best 

position to answer questions on the use of digital interactive platforms towards customer 

brand engagement in the bank.  
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3.4 Sample size and sampling technique  

In this study, the researcher selected a sample size of 136 respondents based on guidelines 

from Morgan and Krejcie's 1970 table, ensuring statistical reliability. Simple random 

sampling, as per Tabachnick and Fidell (2014), was the chosen technique and this sampling 

was done without replacement. This approach guarantees that each item in the population has 

an equal probability of being included in the sample. To execute simple random sampling, the 

researcher initially compiled a comprehensive list of all population members and assigned 

them unique identifiers. Subsequently, random number tables were employed, guided by 

Sharma's methodology (2017), to randomly select individuals from the numbered population 

list, ensuring an unbiased and representative sample. The response rate for the study was 

provided in Table 3.1 below. 

Table 3.1: Response rate 

Total number of Questionnaires given 

to respondents 

Total number of 

Questionnaires filled and 

returned   

Response rate 

136 125 92% 

  Source: Primary data (2023) 

 

Based on Table 3.1 above, there was 136 total numbers of questionnaires given to the target 

respondents as planned in the study and only 125 managed to fill and return the 

questionnaires given to them. This resulted in a response rate of 92 percent.  The current 

response rate was above that of 54.0 percent as recommended by Holbrook et al, (2007) and 

thus the researcher proceeded with the field data for analysis and interpretation. 

3.5 Data Collection 

Primary data was obtained through the use of a questionnaire. A questionnaire is a structured 

form with targeted questions or queries, designed to obtain subject specific information or 
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information on a series of subjects from a respondent (Kothari, 2004). The questionnaire and 

measurement scales were developed based on previous literature.    

3.6 Measurement of variable 

The study used established measurement items developed and validated by previous 

researchers to operationalize and measure the variables under the study. A questionnaire with 

5-point rating scale anchored as Strongly Disagree = 1, Disagree = 2, Not Sure = 3, Agree = 

4, and Strongly Agree = 5 gather data from the respondents.   

 

Measures of the variables used in the study were adopted from existing literature and tailored 

to fit the specific context of the study. 

Adoption of Digital Interactive Platforms: This variable was measured through perceived 

usefulness, perceived ease of use, fear of technology, and individual human factors. Items for 

these measures were adopted from the works of Cheng et al. (2006); Anouze & Alamro 

(2019); Stocchi et al. (2019); Bonn et al. (2016); Rather and Camilleri (2019); Maisam & 

Mahsa (2016); Sharma et al. (2017); Han and Hyun (2017); Lussier and Hendon (2012); 

Kuruppu et al. (2020); and Lema (2017). The original items were edited to align with the 

current study’s focus on digital interactive platforms by rephrasing them to specifically 

reference digital platforms and adjusting the context to reflect the particular technological 

environment being studied. For example, items originally measuring perceived usefulness in 

a general technology context were modified to specifically measure perceived usefulness of 

digital interactive platforms in this study. 

Usage Behavior: This variable was assessed through actual behavior use, and reasons for 

using the digital platform. Items were sourced from Liu & Yu (2017); Sharma (2018); 

Hwang, Lee, & Jung (2019); and Uran & Kara (2018). These items were tailored by 

modifying the wording to reflect specific behaviors and motivations related to the use of 

digital interactive platforms, ensuring they accurately capture the nuances of the study’s 
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particular technological context. For example, questions about general technology use were 

altered to focus on the frequency and purpose of using digital interactive platforms. 

Customer Brand Engagement: Measured in terms of cognitive processing, affection, and 

activation, items were adopted from Hollebeek et al. (2014). These items were adapted to 

better fit the context of digital interactive platforms by refining the language to explicitly 

mention engagement with digital platforms. For instance, an item originally assessing general 

brand engagement might be edited to assess how users cognitively process and emotionally 

engage with brands on digital interactive platforms. 

3.7 Validity and reliability of data collection instrument  

3.7.1 Validity 

Validity refers to the correctness of the items that were in the data collection tool.  Validity is 

a measure of the amount of systematic or built-in error in questionnaire (Rothman, 2008).  

Validity of a questionnaire was established using a panel of three people who were given the 

questionnaire tool to provide scores for each of the statements in the questionnaire under each 

subject. The researcher used Content Validity Index (CVI) computed as number of items 

considered as relevant divided by total number of items as per subject area. All the content 

validity indices were above 0.7 as indicated in table 3.2.  

3.7.2 Reliability 

Reliability refers to the consistency of a measure (Mohamad, 2015). A data collection 

instrument is presumed reliable when it produces the same results when repeatedly used to 

measure concepts from the same respondents even by other researchers (Tabachnick & 

Fidell, 2014). The first step in ensuring reliability was to carefully review the literature to 

determine the correct conceptualization and measurements of the research variables. A 

careful design and review of the questionnaire was also undertaken. Reliability was measured 

using the Cronbach's Alpha coefficients. All the variables posted values of Cronbach's Alpha 
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coefficients that were significantly higher than the 0.72 cut off value recommended by 

(Mugenda & Mugenda, 2003). The results of the reliability test are presented in Table 3.2. 

Table 3.2: Validity and Reliability 

Variables Item number Reliability  CVI 

Adoption of Digital Interactive Platforms 49 0.921 0.918 

Usage Behavior  5 0.939 0.939 

Customer Brand Engagement 15 0.838 0.838 

Source: Primary data (2023) 

As indicated above, all the Cronbach Alphas and CVIs were above 0.70, hence the tool was 

considered reliable for use in data collection. 

3.8 Data processing and Analysis 

According to Sekaran, (2003), data analysis is the evaluation of data. It is the process of 

applying statistical and logical techniques to describe, summarize and compare data. 

Distribution and collection of filled-in questionnaires was done with help of two research 

assistants. The questionnaires were then edited; coded and analyzed using SPSS V28.0 

because this is the latest and most recommendable package for analyzing social sciences 

research data.  

3.9 Ethical Considerations. 

A number of ethical considerations were observed in the study. The researcher ensured that 

MUBS research processes were followed, the proposal underwent reviews before proceeding 

to the field for data collection. Necessary adjustments were made after the review of the 

proposal to ensure quality of the dissertation. The researcher obtained an introduction letter 

paving way for data collection. This made data collection easier and to be collected in a short 

period of time. The respondents were identified and consent sought before involvement in the 

study based on established good practice in research. The rights of the respondents were 

respected thought out the course of the study.  

  



28 

 

3.10 Conclusion 

In Chapter three, the research design and methodology were outlined. The study employed a 

cross-sectional survey design, which facilitated efficient data collection from various 

individuals within a short timeframe. Simple random sampling was used to select a sample of 

136 respondents. The questionnaire was the primary data collection tool, and it incorporated 

established measurement items. The validity and reliability of the questionnaire were 

addressed, ensuring its accuracy and consistency. Validity was established through content 

validity indices, while reliability was confirmed with Cronbach's Alpha coefficients, both 

surpassing recommended thresholds. Data analysis was conducted using SPSS, and ethical 

considerations were meticulously observed throughout the study. Consent was obtained, and 

the rights of respondents were respected. In the next chapter, Chapter four, the research 

findings were presented, analyzed and interpreted. 
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CHAPTER FOUR 

PRESENTATION, ANALYSIS AND INTERPRETATION OF THE FINDINGS 

4.1 Introduction 

The previous chapter described and offered explanations to the methodology adopted for this 

study. This chapter presents the results of the study and the associated interpretations of the 

findings. The chapter is structured as follows: study first presented the response rate, then 

biodata of the respondents in terms of age, gender and education level of the respondents. 

The study had to present inferential statistics of correlation and regression results which were 

based on the study objectives below; 

1. To assess the relationship between adoption of digital interactive platforms and 

customer brand engagement.  

2. To  establish the relationship between adoption of digital interactive platforms and 

usage behavior.  

3. To investigate the relationship between usage behavior and customer brand 

engagement. 

4. To  establish the mediation of usage behavior in the relationship between adoption of 

digital interactive platforms and customer brand engagement.  

4.2 Demographics of respondents  

The characteristics of the respondents in terms of their gender, age and education level was 

provided as indicated in Table 4.3. 
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Table 4.3: Demographic of Respondents 

Category Frequency Valid Percent Cumulative Percent 

 Gender    

 Male 78 62.4 62.4 

 

Female 47 37.6 100.0 

Age     

Minor to 19 years 14 11.2 11.2 

20 to 29 Years 29 23.2 34.4 

30 to 39 Years 45 36.0 70.4 

40 years and above 37 29.6 100.0 

Period of time using Digital 

Interactive Platform 

   

1 to 5 years 20 16.0 16.0 

6 to 10 years 34 27.2 43.2 

11 years and above 71 56.8 100.0 

Type of account held with 

the bank 

   

Overdarft Account 46 36.8 36.8 

Current Account 43 34.4 71.2 

Saving Account 22 17.6 88.8 

Fixed Deposit Account 14 11.2 100.0 

Total 125 100.0  

Source: Primary data (2023) 

 

Based on Table 4.3, the gender of the respondents revealed that the male were 78 with a 62.4 

percent and the female respondents were 47 whose percentage was 37.6. There were more 

male than female counterparts who participated in the study and this meant that the research 

objectives were answered based on the opinions of the male respondents than female 

respondents. 

 

In regards to Table 4.3, it showed the age category of respondents where those who were 

minors up to 19 years were 14 with 11.2 percent, between 20 to 29 years were 29 with 23.2 

percent, respondents who belonged to age category of 30 to 39 years were 45 with 36.0 

percent and those respondents who were 40 years and above years were 37 representing 29.6 

percent. Most of the respondents who participated in the study were in age category of 30 to 

39 years followed by those of 40 years and above. These age categories do engage a lot with 

the bank’s brand during business transactions, cardless payments, among other services while 
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using digital interactive platforms provided by the bank hence their responses guided so 

much in answering specific research objectives of the study. 

Further Table 4.3, shows the period of time by respondents in using digital interactive 

platform where at those who had used for between 1 to 5 years were 20 with 16.0 percent, 5 

to 10 years were 34 with 27.2 percent, 11 years and above were 71 with 56.8 percent. This 

implied that most of the respondents had used the digital interactive platforms for more than 

11 years and therefore had sufficient knowledge to provide relevant answers to given set of 

questions to each research specific objectives.  

From the findings, it is further evident that the majority of the respondents who participated 

in the study held Overdraft Accounts, constituting (46) 36.8% of the respondents. Following 

closely were those with Current Accounts, accounting for (43) 34.4% of the respondents. A 

smaller proportion of participants held Savings Accounts, representing (22) 17.6% of the 

respondents. The least common type of account among the participants was the Fixed Deposit 

Account, which was held by (14) 11.2% of the respondents. This distribution highlights that 

the respondents' account preferences were most inclined towards Overdraft and Current 

Accounts, while fewer participants had Savings and Fixed Deposit Accounts. The study 

offers insights into the popularity of different account types among the surveyed customers of 

Stanbic Bank Uganda. 

4.3 Relationship between the study variables  

Table 4.4 presents research findings from Person’s correlation analysis, specifically 

highlighting the relationships between adoption of digital interactive platforms and customer 

brand engagement, Adoption of digital interactive platforms and usage behavior, Usage 

behavior and Customer brand engagement.  
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Table 4.4: Correlations coefficient (N=125).  

 1 2 3 

Adoption of Digital 

Interactive  

Platforms (1) 

Pearson 

Correlation 

1   

Usage Behavior (2) Pearson 

Correlation 

.209* 1  

Sig. (2-tailed) .019   

Customer Brand 

Engagement (3) 

Pearson 

Correlation 

.349** .748** 1 

Sig. (2-tailed) .000 .000  

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

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

Source: Primary data (2023) 

 

4.3.1 Adoption of digital interactive platforms and customer brand engagement 

A correlation analysis was undertaken to analyze the relationship between adoption of 

interactive digital platforms and customer brand engagement. The correlation coefficient in 

Table 4.4 shows (r = 0.349, p < 0.01) and suggests a moderate positive association, indicating 

that as the adoption of digital interactive platforms by bank clients increases, there is a 

corresponding positive change in customer brand engagement. In practical terms, this implies 

that clients who actively embrace digital interactive platforms tend to exhibit higher levels of 

engagement with the bank's brand. The significance level of p < 0.01 underscores the 

robustness of this correlation, suggesting that the observed relationship is unlikely to be a 

result of random chance. These findings contribute valuable insights into the interconnected 

dynamics of digital platform adoption and customer-brand interactions within the context of 

the banking sector. 

4.3.2 Adoption of digital interactive platforms and usage behaviour  

The conducted correlation analysis has revealed a statistically significant yet low positive 

relationship between the adoption of interactive digital platforms and usage behavior, as 

depicted in Table 4.4 (r = 0.209, p < 0.05). This signifies that an increase in the adoption of 

digital interactive platforms among bank clients is linked to a positive change in usage 
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behavior. While the strength of this relationship is characterized as low, the significance level 

of p < 0.05 indicates that the observed correlation is unlikely to be a result of random chance. 

In practical terms, this suggests that clients who actively embrace digital interactive platforms 

exhibit a noticeable, although modest, association with shifts in their usage behavior.  

4.3.3 Usage behaviour and customer brand engagement  

A correlation analysis was undertaken to analyze the relationship between usage behavior and 

customer brand engagement. The results are presented in Table 4.4 and it indicates that there is 

a significant strong positive relationship between usage behavior and customer brand engagement 

(r =.748*, p<.01). This implies that a positive change in the usage behavior is associated with 

a positive change in customer brand engagement. The high correlation coefficient suggests a 

strong linear connection, implying that as clients exhibit more favorable or active usage 

behaviors, such as increased interaction with digital platforms, there is a notable and 

consistent engagement with the bank's brand. The significance level of p < 0.01 reinforces the 

reliability of this correlation, implying that the observed relationship is highly unlikely to 

occur by random chance.  

4.4 Regression Analysis 

To determine the contribution of each of the independent variables (in this case variables 

under adoption of digital interactive platforms) to the dependent variable (customer brand 

engagement), a regression analysis was carried out and the results are presented in Table 4.5.  
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Table 4.5: Regression results 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) .128 .404  .316 .752 

Adoption of Digital 

Interactive Platforms 

.346 .101 .201 3.427 .001 

Usage Behavior .602 .050 .706 12.019 .000 

R=.773 

R2=.598 

Adjusted R2=.591 

F=90.696 

Sig=.000 

a. Dependent Variable: Customer Brand Engagement 

Source: primary data (2023) 

 

A regression analysis was undertaken to analyze the contribution of each of the study 

variables to customer brand engagement. The results in Table 4.5 indicate that adoption of 

digital interactive platforms was the least contributor 20.1% to customer brand engagement 

(Beta=.201, P<.01). While usage behavior was the highest contributor 70.6% to customer 

brand engagement (Beta=.706, P<.01). The results of the regression analysis indicate that 

adoption of digital interactive platforms and usage behavior together account for 59.8% 

variation in customer brand engagement ( R2 = .598). 

4.5 The mediation of usage behavior on the relationship between adoption of digital 

interactive platforms and customer brand engagement 

In order to test for the mediation of usage behavior in the relationship between adoption of 

digital interactive platforms and customer brand engagement, a process macro in SPSS was 

used to determine the direct, indirect effect and significance of the mediation. The results of 

the mediation test are presented in figure 4.1 

************************************************************************** 

Model  : 4 

    Y  : CBE 

    X  : AD 

    M  : UB 

 

Sample 

Size:  125 



35 

 

 

************************************************************************** 

OUTCOME VARIABLE: 

 UB 

 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      .2093      .0438      .8653     5.6370     1.0000   123.0000      .0191 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant     2.2241      .6991     3.1815      .0019      .8403     3.6078 

AD            .4219      .1777     2.3742      .0191      .0701      .7736 

 

Standardized coefficients 

        coeff 

AD      .2093 

 

************************************************************************** 

OUTCOME VARIABLE: 

 CBE 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      .7732      .5979      .2674    90.6962     2.0000   122.0000      .0000 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant      .1279      .4043      .3164      .7522     .6723      .9282 

AD            .3462      .1010     3.4273      .0008      .1462      .5461 

UB            .6024      .0501    12.0188      .0000      .5032      .7016 

 

Standardized coefficients 

        coeff 

AD      .2012 

UB      .7056 

 

************************** TOTAL EFFECT MODEL **************************** 

OUTCOME VARIABLE: 

 CBE 

Model Summary 

          R       R-sq        MSE          F        df1        df2          p 

      .3489      .1218      .5792    17.0526     1.0000   123.0000      .0001 

 

Model 

              coeff         se          t          p       LLCI       ULCI 

constant     1.4677      .5719     2.5662      .0115      .3356     2.5998 

AD            .6003      .1454     4.1295      .0001      .3125      .8880 

 

Standardized coefficients 

        coeff 

AD      .3489 

 

 

************** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

     Effect         se          t          p       LLCI       ULCI       c_cs 

      .6003      .1454     4.1295      .0001      .3125      .8880      .3489 

 

Direct effect of X on Y 

     Effect         se          t          p       LLCI       ULCI      c'_cs 

      .3462      .1010     3.4273      .0008      .1462      .5461      .2012 

 

Indirect effect(s) of X on Y: 

       Effect     BootSE   BootLLCI   BootULCI 

UB      .2541      .1126      .0425      .4835 

 

Completely standardized indirect effect(s) of X on Y: 
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       Effect     BootSE   BootLLCI   BootULCI 

UB      .1477      .0602      .0261      .2606 

 

*********************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence intervals: 

  5000 

 

------ END MATRIX ----- 

 

Total effect: 0.6003; direct effect: 0.3462; and indirect effect: 0.2541. 

Source: Primary Data 2023 

Figure 4.2: Mediating Effect of Usage Behavior on the Relationship between Adoption of 

Digital Interactive Platforms and Customer brand engagement 

 

Objective 4 of the study was to establish the mediating effect of usage behavior in the 

relationship between adoption of digital interactive platforms and customer brand 

engagement. A bootstrapping method was performed using SPSS Process Macro to examine 

if usage behavior mediated the relationship between adoption of digital interactive platforms 

and customer brand engagement. First, the results of the regression analysis show that the 

adoption of digital interactive platforms (independent variable) was a significant predictor of 

customer brand engagement (b= .3462, t = 3.4273, p < .001).  

 

 
Usage Behavior  

Adoption of Digital 

Interactive Platforms  

Customer Brand 

Management     

A (β=.346) 

C1 (β=.356) 

 

B (β=.459) 

C (β=.254) 
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The results of the indirect effect based on 5000 bootstrap samples show a significant indirect 

positive relationship between Adoption of Digital Interactive Platforms and Customer brand 

engagement mediated by usage behavior (a*b =.2541, bootstrap LLCI=.0425 and 

ULLCI=.4835). The mediator (usage behavior), accounted for approximately 60% of the 

total effect on customer brand engagement. The known effect of usage behavior is 

considered to have a positive and mediating effect on the relationship between adoption of 

digital interactive platforms and customer brand engagement. The model summary indicates 

Total effect: 0.6003; direct effect: 0.3462; and indirect effect: 0.2541. The results 

demonstrate a significant positive link between adopting digital interactive platforms and 

customer brand engagement. This relationship is significantly mediated by customers' usage 

behavior, which accounts for around 60% of the total effect on brand engagement. In other 

words when customers adopt digital platforms and use them positively, it substantially 

boosts their engagement with the brand, showcasing the pivotal role of usage behavior in this 

connection. 

4.6 Conclusion 

The study finds that the adoption of digital interactive platforms positively relates and affects 

customer brand engagement. Usage behavior acts as a mediator in this relationship, 

indicating that how customers interact with digital platforms plays a crucial role. Enhanced 

customer interactions with these platforms contribute to increased customer brand 

engagement. In the next chapter, a discussion of these findings while offering 

recommendations for optimizing digital platform adoption and usage behavior to enhance 

customer brand engagement has been provided. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction  

In chapter 4, results of the study were presented where correlation analyses unveiled key 

relationships in the banking sector: a moderate positive association (r = 0.349, p < 0.01) 

between digital interactive platform adoption and brand engagement, highlighting that 

actively embracing these platforms correlates with heightened brand engagement. 

Additionally, a statistically significant yet low positive relationship (r = 0.209, p < 0.05) was 

found between digital platform adoption and usage behavior. A strong positive relationship (r 

= 0.748, p < 0.01) emerged between usage behavior and brand engagement, underscoring its 

pivotal role. The subsequent regression analysis showed a modest contribution from platform 

adoption (20.1%) and a significant one from usage behavior (70.6%) to brand engagement, 

jointly explaining 59.8% of the variation. Mediation analysis indicated that usage behavior 

significantly mediated the relationship with indirect effect of (β = 0.2541, p<.01) and direct 

effect of adoption of digital interactive platforms on customer brand engagement being 

significant (β = 0.3462, p<.01). These findings highlight the intricate dynamics of digital 

platform adoption, usage behavior, and brand engagement, forming the basis for a nuanced 

discussion in this chapter. The chapter present the discussion of the results of the study, 

conclusion and recommendation. The chapter further presents the limitations of the study and 

areas for further research. The chapter is structured as follows:  

5.1 Discussion of Findings 

Having grounded the study in Technology Acceptance Model (TAM), the study first 

discussed the implications of the findings on the applicability of TAM. Thereafter, the study 

findings were discussed based on each research objective which were; to analyze the 

relationship between Adoption of Digital Interactive Platforms and Customer Brand 
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Engagement, relationship between Adoption of Digital Interactive Platforms and Usage 

Behavior, relationship between Usage Behavior and Customer Brand Engagement, and 

determine the mediation effect of Usage Behavior in the relationship between adoption of 

digital interactive platforms and customer brand engagement. 

5.1.1 Theoretical Contribution. 

The theoretical contribution of this study is highly significant, as it not only addresses a 

notable gap in the existing literature but also provides valuable insights into the complex 

interplay between the adoption of digital interactive platforms, the resulting usage behavior, 

and their impact on customer brand engagement, particularly in the context of Stanbic Bank 

Uganda. Several key theoretical contributions and findings have emerged from this study: 

The study successfully bridged a gap in the literature by incorporating various critical factors, 

such as perceived usefulness, perceived ease of use, fear of digital technology, and individual 

human factors, into the technology acceptance model. This integrative approach offers a 

more comprehensive understanding of how these factors collectively influence the adoption 

of digital interactive platforms and, in turn, drive usage behavior and customer brand 

engagement. 

The findings of this study, contributing to 59.1% of the adjusted R-squared value, underscore 

the substantial impact of adopting digital interactive platforms and engaging in specific usage 

behaviors on customer brand engagement. It highlights the pivotal role of digital platforms in 

shaping customer interactions and engagement, especially within the unique context of 

Stanbic Bank Uganda. 

Notably, the results of this study align with prior research conducted by Koenig-Lewis et al. 

(2010) and Bastari et al. (2020). These previous studies also found positive relationships 

between the adoption of digital interactive platforms and cognitive processing, affection, and 
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activation in the banking industry. This consistency across different contexts reinforces the 

reliability and robustness of these relationships. 

The correlation analysis in this study yielded results that might be surprising to some. The 

moderate and weak correlations between the adoption of digital interactive platforms and 

usage behavior, as well as between adoption and customer brand engagement, emphasize the 

nuanced nature of these connections. They indicate that while adoption is a critical factor, 

other elements also influence customer brand engagement. 

The study's focus on Stanbic Bank Uganda provides a unique lens through which to 

understand the contextual factors at play in a developing country's banking industry. 

Recognizing how these dynamics operate in such a context is vital for tailoring strategies to 

meet specific market conditions and constraints. 

5.1.2 Relationship between Adoption of Digital Interactive Platforms and Customer 

Brand Engagement 

The study's findings reveal a significant positive correlation (r =.349**) between the 

adoption of digital interactive platforms and customer brand engagement. the study's results 

reveal a moderate and affirmative connection between the adoption of digital interactive 

platforms and customer brand engagement. The positive linkage is driven by the perceived 

benefits and efficiency associated with these platforms. This finding has significant 

implications for Stanbic Bank Uganda and similar organizations, highlighting the importance 

of continued investment in digital interactive platforms to enhance customer engagement 

where by leveraging on technology to deliver value and streamline customer interactions is 

crucial in the evolving landscape of banking services. These findings are consistent with 

previous research. For instance, Koenig-Lewis et al. (2010) study on M-banking established 

a similar positive connection between perceived usefulness and cognitive processing, 
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affection, and activation as customer brand engagement variables in the banking sector. In a 

similar vein, Nguyen (2020) investigated factors influencing the intention to use digital 

banking in Vietnam and observed that the adoption of digital interactive platforms 

significantly fosters favorable attitudes and intentions to use the service. These findings 

underscore the opportunity for banks to leverage technological advancements to enhance 

their value proposition by emphasizing the development of digital banking services. 

5.1.2 Relationship between Adoption of Digital Interactive Platforms and Usage 

Behavior  

The study's analysis revealed a significant correlation of r = .209*, with a significance level 

of P< .01 (one-tailed). The finding suggests a positive and weak correlation between the 

adoption of digital interactive platforms and Usage Behavior. This implies that alterations in 

the adoption of digital interactive platforms correspond to parallel positive and weak shifts in 

usage behavior. This positive relationship can likely be attributed to factors like perceived 

ease of use and perceived usefulness. This discovery is consistent with analogous research 

conducted in diverse settings. For instance, a study by Stocchi et al. (2019) in the UK's 

Mobile Apps Sector found a strong link between Perceived Usefulness and customers' 

intentions to use mobile apps. When users perceive an app as useful, their inclination to reuse 

it in the future increases. The concept of computer self-efficacy, underscored by Mwiya 

(2017) and Ken (2020), holds considerable influence over individuals' inclinations to 

embrace new technologies. The confidence individuals hold in their capacity to navigate a 

new system profoundly shapes their behaviors.  

5.1.3 Relationship between Usage Behavior and Customer Brand Engagement 

The analysis of correlations yielded a significant result of r = .748**, with a significance 

level of P < .01 (two-tailed). These findings indicate a positive and strong relationship 

between usage behavior and customer brand engagement. The observed positive correlation 
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can be attributed to the actual utilization of the platform and the underlying motivations that 

drive customers to use a specific platform. This outcome aligns with the conclusions drawn 

by Rezaei and Amin (2013), who identified a positive correlation between usage behavior 

and customer affection. When customers perceive a new technology or product as effortless 

and easy to understand, their levels of affection and activation tend to increase. Similarly, 

another study by Amin et al. (2014) further reinforced this notion by establishing a positive 

link between usage behavior and cognitive processing, affection, and activation. This line of 

thought is consistent with the findings of Chinomona (2013), Wilson (2019), and Keni 

(2020), who explored the relationship between usage behavior and customer brand 

engagement variables, including cognitive processing, affection, and activation, in the 

Indonesian e-commerce industry. As consumers anticipate additional benefits from new 

technologies, they also expect these technologies to be user-friendly and easily accessible. 

However, if these technologies prove complex or demanding in terms of learning and usage 

time, it could gradually erode consumer trust and confidence in the anticipated benefits. 

5.1.5 Mediation effect of Usage Behavior in the relationship between adoption of digital 

interactive platforms and customer brand engagement 

The mediation analysis reveals the indirect effect of (β = 0.2541, p<.01) which suggests that 

when customers adopt digital interactive platforms, they are more likely to engage with the 

brand through their usage behavior, which in turn positively affects their brand engagement. 

Also, the direct effect of adoption of digital interactive platforms on customer brand 

engagement is also significant (β = 0.3462, p<.01). These results indicate that usage behavior 

partially mediates the relationship between the adoption of digital interactive platforms and 

customer brand engagement. This indicated that when customers adopt digital interactive 

platforms, their usage behavior plays a significant role in influencing their brand engagement. 

This suggests that the more customers actively and frequently engage with the platform, the 
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more likely they are to be engaged with the brand. The direct effect of adoption on brand 

engagement, indicated that there is a positive relationship between these variables even 

without considering the mediating role of usage behavior. This means that adoption of digital 

interactive platforms has a direct impact on customer brand engagement. However, the 

mediation analysis reveals that usage behavior further enhances this relationship. These 

findings correspond to other authors like Swaim et al, (2013) who validated the indirect 

influence of usage behavior and found that the influence of usage behavior indirectly forms 

bankers’ digital interactive behavior and overall customer brand engagement. Lanyero, 

(2022) carried out a study in Uganda to analyze the usage of digital banking services in 

Stanbic Bank Uganda Limited and similar results were found out.  

5.2 Conclusions  

The study findings were drawn from the study findings based on each research objective. 

These conclusions include the following; 

The study confirms a positive correlation between the adoption of digital interactive 

platforms and customer brand engagement. As the adoption of these platforms increases, 

customer brand engagement also substantially rises. Stanbic Bank Uganda should continue to 

invest in these platforms to foster a more engaged customer base. 

The research highlights a moderate and positive relationship between the adoption of digital 

interactive platforms and usage behavior. An increase in the adoption of these platforms is 

associated with a corresponding tendency for users to engage more actively. This 

interconnection implies that changes in one variable lead to parallel changes in the other. 

The study identifies a strong and positive correlation between usage behavior and customer 

brand engagement. Customers who actively and frequently use digital platforms tend to 
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exhibit higher levels of brand engagement. The reasons behind customer platform usage 

significantly influence their kinship for the brand. 

Usage behavior plays a vital role in mediating the relationship between the adoption of 

digital interactive platforms and customer brand engagement. When customers adopt these 

platforms and actively engage with them, their brand engagement strengthens. This dual 

mechanism underscores the multi-dimensional nature of customer-brand relationships in the 

digital age. 

5.3 Recommendations 

Banking managers should prioritize enhancing the security mechanisms of digital interactive 

platforms by implementing multiple backup systems to ensure a secure user experience. 

Additionally, the Information Technology team within the bank should proactively consider 

and cater to consumer interests and needs, ensuring the provision of tailored products and 

services. This approach will contribute to the enhancement of customer brand engagement by 

building a sense of affection and cognitive processing, and activation. 

The Human Resources department, under the leadership of the head of HR, should focus on 

nurturing the expertise and quality of customer service personnel responsible for digital 

interactive platforms. This effort aims to address consumer concerns promptly, fostering real-

time interactions and ultimately strengthening the emotional connection customers have with 

the bank's brand. 

To further improve the user experience, the head of Information Technology should design a 

user-friendly interface that aligns with the actual needs and behaviors of consumers. This 

approach encourages customers to independently address any operational challenges through 

self-learning, leading to increased confidence in using the digital interactive platforms for 

their banking needs. 
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Working through the bank's marketing department, managers should regularly communicate 

the latest services and promotional measures to customers. This ongoing communication will 

instill the belief that utilizing digital interactive platforms will yield benefits and enhance the 

efficiency of financial transactions. By keeping customers informed, the bank can reinforce 

positive perceptions and encourage active engagement with the platforms. 

5.4 Limitations of the study. 

The study encountered challenges related to participant authenticity and responsiveness, 

which posed a risk of obtaining inconsistent and unreliable data. To address this, the 

researcher conducted data quality control measures, including assessing the validity and 

reliability of the research tools. 

Non-responsive participants presented another challenge, particularly due to the research 

being conducted during business hours when they were engaged in their daily tasks. To 

mitigate this issue, the researcher employed a rapport-building approach, emphasizing the 

importance of their participation and the study's significance. This encouraged participants to 

allocate time for the study. 

Delays in distributing data collection tools also arose as an obstacle. To minimize these 

delays, the researcher enlisted the assistance of research assistants. These assistants 

facilitated the timely distribution of questionnaires and collected completed forms for 

subsequent analysis. This approach streamlined the data collection process. 

5.5 Areas for Further Research 

The study proposes use of mixed approach rather than use of quantitative approach only that 

this study considered. By so doing the views of the respondents can be integrated and 

balanced study results could heavily be relied on.  
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The study further proposes another study with primary focus on employees of the bank. This 

because the study focused on the views of the bank clients since it was a behavioral study. 

Additionally, the study proposes a separate study to be carried out specifically using an 

interview guide so as to get detailed views of the respondents on the subject matter. This 

could help to compare the study results with those obtained in the current study. 
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APPENDICES 

APPENDIX 1: QUESTIONNAIRE GUIDE 

QUESTIONNAIRE ON ADOPTION OF DIGITAL INTERACTIVE PLATFORMS, 

USAGE BEHAVIOR AND CUSTOMER BRAND ENGAGEMENT IN STANBIC 

BANK UGANDA 

 

Dear Respondent,  

I am Nassuna Allen, a student of Makerere University Business School Pursuing Master of 

Business Administration (MBA) of Makerere University. I am collecting data for my 

dissertation. The main objective of the study is to investigate the relationship between 

adoption of Digital Interactive Platforms, Usage Behavior and Customer Brand Engagement. 

You have been identified as a regular user / customer of Stanbic Bank who regularly 

interfaces with the digital interactive platforms namely business online, Cardless transactions, 

Mobile banking (USSD) and Internet banking to give accurate data about the study. I kindly 

request you to take some bit of your time to be part of the study through answering questions. 

The study is purely academic, and all data provided shall be treated with confidentiality.  

SECTION A: BIODATA OF RESPONDENTS 

Please, give your appropriate view by ticking in the given boxes. 

1). Age Bracket (in years) 

i. Minor up to 18 years                     ii) 20 to 29 years                   iii.30 to 39   years           

  iii. 40 years and Above                        

2). Gender of the respondent   

i.   Male     ii. Female    

 

3). Period of Time in using digital interactive platform 

i. 1 to 5 years                     ii) 6 to 10 years                 iii.  11 years and above                

 

4. Type of account held with the bank 

i)   Overdraft Account           ii) Current Account           iii) Saving Account    

iv) Fixed Deposit Account           
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SECTION B TO D: 

Under this section, the researcher is interested in ascertaining information regarding 

Adoption of Digital Interactive Platforms, Usage Behavior and Customer Brand 

Engagement in Stanbic Bank Uganda. You are required to respond to the statements 

provided using the Key provided. Key: 1-Strongly Disagree (SD), 2- Disagree (D), 3- 

Not Sure (NS), 4- Agree (A) and 5 Strongly Agree (SA). 

 

 B  

Statements on Perceived usefulness  

S
D

 

D
 

N
 S

 

A
 

S
A

 

 Perceived Usefulness       

 Benefits       

B1 I find mobile banking advantageous to me      

B2 Using internet banking gives me greater control over my work.      

B3 Using cardless transaction saves me time.      

B4 I can pay for the service using digital platform with ease      

  Efficiency       

B5 In using mobile banking, I find bank’s systems efficient      

B6 The bank tries to reach me whenever I encounter a problem while 

using internet banking. 

     

B7 The bank makes collaborative efforts to ensure I get required service 

using internet banking. 

     

B8  I use the available channels to let the bank to support whenever I 

find it hard to use mobile banking. 

     

 Effectiveness.       

B9 The Mobile banking provide timely services.      

B10 I receive feedback in timely manner      

B11 Am sensitized on the use of the internet banking.      

B12 I find internet banking effective while using it      

B13 Using mobile banking enhances my effectiveness in what I do.      

 
 
 C Statements on Perceived Ease of Use 

S
D

 

D
 

N
 S

 

A
 

S
A

 

  Easy to learn      

C1 I easily find it easy to learn internet banking.      

C2 It is easy for me to become skillful in using internet banking.      

C3 I need to consult the user manual often when using mobile banking.      

C4 It is easy for me to remember how to perform tasks using mobile 

banking. 
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 User friendly      

C5 I can easily perform my transactions using mobile banking.      

C6 Using internet banking is easy for me       

C7 I don’t make errors frequently when using cardless transactions      

C8 I find it easy to recover from errors encountered while using mobile 
banking. 

     

 Interactive.       

C9 I find it easy for mobile banking to do what I want it to do.      

C10 I find my interaction with mobile banking clear.       

C11 Interacting with internet banking is often frustrating.      

C12 Interacting with the internet banking requires a lot of my mental 
effort. 

     

C13 Cardless transactions is inflexible to interact with.      

 

 D Statements on Fear of Technology  

S
D

 

D
 

N
 S

 

A
 

S
A

 

 Privacy concerns      

D1 I feel secure when using mobile banking.      

D2 I use mobile banking without fear of danger      

D3 I do not encounter difficulties while using internet banking.      

D4 I feel hackers can access my account details with internet banking.      

  Perception of information      

D5 I have wrong perception with internet banking used in this bank      

D6 I take information on the use of mobile banking key in my 

transaction activities 

 

     

D7 I have positive attitude towards internet banking offered by this bank      

D8 I have poor perceptions of information on transactions when using 

mobile banking. 

     

 Trust       

D9 I trust the use of internet banking in accessing financial service.      

D10 I have high levels of trust with this bank while using mobile banking.      

D11 I recommend my friends to use internet banking due to trust I have 

when using it. 

     

 

E Statements on Individual Human Factors  

S
D

 

D
 

N
 S

 

A
 

S
A

 

 Personal values 

     

E1 I take personal value very crucial in using a mobile banking. 
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E2 I use mobile banking due to value I obtain in what I do. 

     

E3 I prefer to use internet banking due to the attachment I have on it. 

     

E4 I like associating with internet banking due to brand value. 

     

 Social influence 

     

E5 I always let others know of the importance of using internet banking. 

     

E6 I share with the family members the information of internet banking. 

     

E7 I influence my friends to use mobile banking. 

     

E8 I engage with relatives during social meetings with cardless 

transactions.      

 Computer self-efficacy 

     

E9 I am capable to accomplish difficult tasks on my own while using 

mobile banking      

E10 I use internet banking with minimum assistance 

     

E11 I trust myself being ability to use mobile banking.      

E12 I do cardless transactions using my laptop. 

     

 

 F Statements on Customer Brand Engagement  

S
D

 

D
 

N
 S

 

A
 

S
A

 

 Cognitive processing      

F1 Using internet banking gets me to think about brand.       

F2 I think about mobile banking a lot when I am using their products.       

F3 Using cardless banking stimulates my interest to learn more about its 

brand. 

     

F4 This bank’s business online can be relied upon.      

F5 I consider flexipay wallet in doing my transactions.      

 Affection      

F6 I feel very positive when I use internet banking.      

F7 Using mobile banking make me happy.      

F8 I feel good when I use flexipay wallet.      

F9 I am emotionally attached to my bank when I use business online.      

F10 I am proud when I use cardless banking in doing business with the 

bank. 

     

 Activation      

F11 I am pleased to use mobile banking to get required service.      

F12 I am happy to internet banking for my banking needs.      

F13 I always interface with business online banking platform.      
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F14 I use flexipay wallet to perform needed business transactions.      

 

G Statements on Usage Behavior   

S
D

 

D
 

N
 S

 

A
 

S
A

 

 Actual Usage Behavior and Reasons for using digital platform 

     

 Reliability 

     

G1 I use mobile banking on daily basis for transactions      

G2 I have a positive attitude towards use of internet banking with the 

bank. 

     

 Interactive  

     

G3 I am always engaged with business online banking when carrying out 

business deals in different locations.      

 Efficiency      

G4 I like using the bank’s cardless transactions due to their ease to use. 

     

 Interactive      

G5 I always use flexipay wallet to make bill payments to different 

customers with ease. 

     

THANK YOU 
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APPENDIX II: TABLE DETERMINING SAMPLE SIZE FROM A GIVEN 

POPULATION 

N S N S N S N S N S 

10 10 100 80 280 162 800 260 2800 338 

15 14 110 86 290 165 850 265 3000 341 

20 19 120 92 300 169 900 269 3500 246 

25 24 130 97 320 175 950 274 4000 351 

30 28 140 103 340 181 1000 278 4500 351 

35 32 150 108 360 186 1100 285 5000 357 

40 36 160  113 380 181 1200 291 6000 361 

45 40 180 118 400 196 1300 297 7000 364 

50 44 190 123 420 201 1400 302 8000 367 

55 48 200 127 440 205 1500 306 9000 368 

60 52 210 132 460 210 1600 310 10000 373 

65 56 220 136 480 214 1700 313 15000 375 

70 59 230 140 500 217 1800 317 20000 377 

75 63 240 144 550 225 1900 320 30000 379 

80 66 250 148 600 234 2000 322 40000 380 

85 70 260 152 650 242 2200 327 50000 381 

90 73 270 155 700 248 2400 331 75000 382 

95 76 270 159 750 256 2600 335 100000 384 

Source: Krejcie, Robert V., Morgan, Daryle W., “Determining Sample Size for 

Research Activities”, Educational and Psychological Measurement, 1970. 

 

Note: “N” is population size 

  “S” is sample size. 

 


