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Money related advancement and innovation transformation have permitted the 

improvements of new and increasingly proficient conveyance and preparing channels 

just as progressively imaginative items and administrations in the banking industry. 

Banking establishments are confronting rivalry from one another as well as from non-

bank money related go-betweens just as from elective wellsprings of financing. In the 

last decade, the banking division has seen a significant change inferable from the 

adjustments in the worldwide money related condition.  

Even though the financial industry seriously acquainted new innovative stage with their 

clients to more accommodation exchange process. Primary objective behind this 

examination is recognized and study the antecedents which influence client web 

banking adoption in Sri Lankan internet banking users. At the point when studying the 

previous examinations there are no understandings of past researchers for the 

forerunners of web banking and further, there are no adequate confirmations in that field 

in Sri Lankan setting. 

The researcher has selected the “Technology Acceptance Model (TAM)” to investigate 

the study and it is one of the most broadly utilized models to clarify client 

acknowledgment conduct. Subsequently, this assessment utilized a quantitative 

approach to lead the examination and according to the past researches which resembles 

this investigation, this examination will be picked quantitative technique. The 

quantitative technique was more helpful to explore the examination and data assembled 

by a total study offer to a picked normal system of exploration as opposed to control the 

customary procedure. Along these lines, this investigation was driven by a low 

researcher deterrent through field diagrams. In this examination, the authority has 

assembled data from particular people concerning the critical components when using 

web banking. Individually data gathering is more significant than the online information 

assortment techniques. Henceforth analysts were gathered information from the 

examiner strategy gathering data through the field overview. 

The population which is chosen for study ought to be more extensive to incorporate the 

whole financial industry. In any case, to complete the examination successfully the 

populace was limited to three chose Sri Lankan neighbourhood financial institutes. The 

sample size of this investigation will be restricted to 300 because of time and cost 
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imperatives. Under the elucidating investigation “mean, mode, standard deviation, and 

fluctuation” are ascertaining and in Pearson relationship examination, a connection was 

applied while utilizing relapse huge levels. SPSS programming adaptation was used to 

break down the gathered information from the example which measures from the survey 

utilized a 5 point Likert scale to demonstrate the respondent's thoughts. 

The study was carried out by using a one-sample test and multiple regression analysis 

to test the hypotheses which measure the degree of usage of internet banking facilities 

and influence independent variables towards the use of internet banking facilities. After 

considering all the factors, the researcher concluded that there is an impact on customer 

trust, compatibility, and information quality toward the use of internet banking 

facilities. When considering the research finding more males are willing to use internet 

banking rather than females and the majority of them are age between 25-35. Most of 

the younger crowd use internet banking rather than elders crowd.  
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