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Abstract

Rapid technological advancements have aided the service sector's continued evolution, converting traditional physical
service encounters managed by service professionals into self-service technologies (SSTs) controlled by customers.
Despite the fact that prior studies have attempted to understand customers' technology acceptance in general, sufficient
attention has not been paid to the study of self-service technologies, particularly Online based SSTs. Hence, the purpose
of this study is to investigate the website aesthetics and technology playfulness of online-based SSTs leading the use of
self-service technologies in the Sri Lankan commercial banking industry. A qualitative approach was undertaken,
conducting 50 semi-structured interviews with banking customers who use SSTs in the Western Province, Sri Lanka
with the use of a non-probabilistic purposeful sampling strategy. The method of thematic analysis was used to analyze
the data. The findings revealed “Information quality and guidance”, “Innovative systems and facilities”, “Use of
multiple languages”, “High interactivity” and “Visually appealing techniques” as the five themes of website aesthetics
and “Enjoyment”, “Exciting”, “Entertaining”, “Creativity”, “Delight” and “Appealing features” as the six themes of
technology playfulness leading towards the use of online-based SSTs in the banking sector. The findings would occupy
the vacuum of existing literature on the customer use of online-based self-service technologies. Practitioners will be
given direction with the understanding on how consumers could be encouraged towards the use of online-based SSTs
with the integration of website aesthetics and technology playfulness to improve the delivery of self-service

technologies in the commercial banking sector.
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Introduction

The majority of service interactions take place between front-line employees and customers [1, 2].
Traditional interactions are being surpassed by consumers in using self-service technology (SST) [3]. SSTs

are becoming more common in a wide range of industries, from traditional high-contact industries like
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hotels to low-contact industries like gas stations [3, 4]. With the rapid advancement of technology, SSTs are
expected to evolve and play a bigger role in service delivery than they do now [5].

Customers interact with retail banks via a variety of self-service channels, including Automated Telephone
Banking (ATB), ATMs, SMS Banking, and Web Banking, with the latter playing a critical role in customer
interactions [6]. Despite the presence of a few private and foreign banks, three state-owned banks
dominated the banking market in Sri Lanka until the late 1980s. After the 1980s, when the banking industry
was heavily influenced by information technology, private sector banks began to emerge [7]. ATMs were
the first SST introduced by Sri Lankan banks, followed by mobile and electronic banking [8, 9], and the
Cash Deposit Machine (CDM) introduced a few years back [10]. With 26 commercial banks serving the
country's 21.2 million residents, the banking industry in Sri Lanka is extremely competitive [7].

In order to provide the theoretical foundation for the study, several attempts have been made to assess
banking customers' technology adoption behaviors [11-14]. Various technology acceptance models, such as
the Technology Acceptance Model (TAM) [15], Unified Theory of Acceptance and Use of Technology
(UTAUT)[16], Innovation Diffusion Theory (IDT)[17] , and Theory of Reasoned Action (TRA) [18], have
been made to understand SSTs as a part of information-technology innovations in a variety of areas [19-
21] . However, , according to Blut, Wang [22] and Galdolage [23], these general technology adoption models
do not adequately explain the context of SSTs. Furthermore, customer behavior in terms of technology use
and acceptance differs between developed and developing countries. As a result, novel approaches aimed
at eliciting customer insights are required to comprehend changes in customer use of technological
interfaces [24]. The aesthetics of the website and the guided instructions have been recognized as important
in the intention to adopt internet banking in recent literature [25]. Further, technology playfulness of people
encourages them to use self-service technologies. However, scholarly work on website aesthetics and its
influence on the successful adoption to Self-Service Technologies are rare, particularly in developing
context. Therefore, identifying website aesthetics and technology playfulness which encourage the use
online based SSTs in the banking sector in Sri Lanka is worthy to study. Hence, the purpose of this research
is to investigate website aesthetics to encourage the use of online based self-service technologies in the Sri
Lankan commercial banking industry.

Hence, the current study contributes to the existing literature by providing a better understanding of the
website aesthetics that encourage the use of online based SSTs in the Sri Lankan Commercial Banking
Sector. Furthermore, with rapid technological advancements and growing concerns about technology use
in the banking sector, the authors believe that the findings of the study will enable banks to discover ways
to incorporate website aesthetics into implementing appropriate measures to improve customer use of
online-based self-service banking technologies.

The following is the way in which the rest of the paper is organized: The next section includes a literature
review that explains the paper's topic and underlying issues, followed by the study's methodology. Next,
the data analysis and the findings are provided. Finally, the study offers a brief discussion followed by

the theoretical and managerial implications, as well as limitations and future research opportunities.

Literature Review

Self Service Technologies

With the competitive nature of today's business environments, several organizations incorporate

technology into their service processes [26]. Self-Service Technologies allow customers to perform service
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transactions on their own, without the intervention of service organization personnel[27]. The rapid
technological advancements, low hardware costs, and rising labor costs, have lead the growth of SST
popularity in the service sector[28]. Customers can use SSTs to produce their services[29], which reduces
costs and improves efficiency[30].

SSTs are defined as ““technological interfaces that enable customers to provide a service without direct
employee engagement” [3, p. 50]. Technology interfaces allow businesses to instantly delight customers by
allowing them to solve problems using technology [31] cited by Cho and Fiorito [32] . Many digital
technologies offer their customers a highly personalized environment [33] with increased interactivity and
rich information [34]. Since the implementation of this new service delivery model, customers' interactions
with service providers/staff have shifted to interactions with technology [30].

Nonetheless, the introduction of SSTs does not always ensure customer acceptance or value enhancement
[35]. Due to some customers being hesitant to use SSTs, their adoption in various industries has been
hampered [36]. As a result, SSTs provide both positive and negative experiences for customers, resembling
a two-edged sword [37]. This has been proved with the fact that, it has been discovered that some stores
are removing self-service checkout stations in order to improve customer service [38].

To reap the full benefits of technology services innovation, organizations must overcome customers'
aversion to SSTs [39]. Customers must determine whether the service meets their expectations, and firms
must improve customer interactions with SSTs [40]. Therefore, it is essential to study specific SST settings
and ensure what interactions and aesthetics in technology may lead customers towards the use self-service

behaviors at technological interfaces.
Use of Online based Self-Service Technologies in Banking Sector

Banks have leaped on the SST bandwagon in order to improve service delivery, increase transaction
volume, and stay current with technology while providing clients with more options, such as ATMs, mobile
banking, and internet banking. There is no doubt that the global retail banking sector has improved in
terms of service quality in recent years [41]. Banks are being pushed to find ways to improve customization
in order to provide a service that is not only one-of-a-kind, but also unrivaled [42] .

The introduction of an ATM and a debit card kicked off this technological revolution, which was quickly
followed by core banking (The branches being interlinked making the customer becoming a customer of
the entire bank instead being attached to one branch). Traditional banks have limited banking hours,
whereas SSTs are open 24 hours a day, seven days a week to serve customers' needs Marr and Prendergast
[43] as cited in Fernando and Dinesha [40]. Another SST option is internet banking, which was originally
designed to provide information about the bank's products but is now available 24 hours a day, seven days
a week, and allows for monetary transactions. Mobile banking is another SST that banks actively promote
[44]. Banks must better understand how to handle SSTs as customers become more familiar with them. SSTs
can save a lot of money if they're widely used, but they can also be very expensive if they are not installed
and maintained properly.

However, in comparison to developed countries, the banking industries in developing countries appear to
be less accepting of SST, resulting in lower usage [45-47]. This explains why there is still a scarcity of

scholarly work in this field in developing countries [48]. Banks must, therefore, first understand the
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consumer's decision to use an SST before investing time and money into designing, implementing, and

managing them.

Sri Lankan Banking Sector and Use of Self-Service Technologies

Customers' reluctance to accept self-service technology has become a hurdle for businesses hoping to get
the full benefits of technology services innovation [39]. The most significant barrier is customers'
willingness to try out new self-service technologies, which often necessitates significant behavioral changes
[49]. Customers share some of the responsibility for making sure the service meets their needs. In order to
do this, customers must coproduce service processes. Businesses are seeking to develop customer
relationships and aid them in becoming better co-producers in a variety of industries [40].

As more consumers utilize online banking, ATMs, or mobile banking to complete their everyday banking
transactions without the assistance of a branch employee, self-service banking is becoming more popular
[50]. In the banking industry, self-service technologies increase profitability, lower transaction costs, and
give consumers with a comfortable 24-hour service that allows them to bank whenever they choose.
Customers in traditional banking facilities have limited banking hours, whereas self-service technology are
available outside of these hours, indicating that the banking sector is attempting to meet client demands
Marr and Prendergast [43] as cited in Fernando and Dinesha [40].

The widespread usage of ICT in the Sri Lankan banking sector started in the late 1980s [51]. Self-banking
and online banking are the current distribution strategies for banking services in Sri Lanka. Despite the fact
that self-banking services (S5BS) are offered by various banks in Sri Lanka, the Peoples' Bank was the first
to bring these services to the country. With the goal of becoming the most digitalized bank by 2020, Peoples'
Bank began developing self-banking units across the country, equipped with the most sophisticated CDM,
ATM, and Kiosk equipment. The automated ATMs are available 24 hours a day, 365 days a year, providing
customers more control over where, when, and how they perform their banking activities, resulting in
increased customer convenience. Despite the numerous advantages provided by the new facilities, the bulk

of Sri Lankan banking consumers have not adjusted to them as planned [52].

Managing Websites as an SST Platform

The physical business unit has been replaced with a website as a result of the rise of online commerce.
Based on these findings, it is plausible to conclude that in the new electronic environment, perceived web
site usability is a critical component of a store's image and can impact shopping behavior. In truth, as time
has passed, website design has become a critical aspect when an organization's services for its customers
rely on the Internet as a communication medium. Further it has been stated that website designs are crucial
in achieving the user's overall happiness [53].

One of the advantages of the Internet is its interactive potential. As a result, experts from numerous
disciplines have taken a keen interest in the concept of interaction [54]. Although most businesses are
unable to provide live discussion between consumers and company representatives, several have
attempted to give their customers a voice and social value by allowing them to engage with other customers
on their website [55] .

In today's internet world, a company's website or online application is the sole way to communicate with

customers and meet their needs [56]. In a service industry like banking, high client engagement is required
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because a bank can only gain consumer trust by meeting their demands. This moment of truth has been
replaced by online engagement, and the corporation must please the consumer by providing the greatest
degree of service quality while surfing the bank's application or website [57]. When a customer visits a

company's website, they should be satisfied with the quality of information and service they receive [58].

Methodology

The current study used an exploratory research design with qualitative inquiries to investigate the use of
website aesthetics in consumer adoption of online based SSTs in the banking sector in Sri Lanka using an
interpretivism approach [59, 60]. Rationale of using a qualitative approach was backed by fact that need for
customers’ fresh insights and the limitations of quantitative surveys in providing such insights into
customer use of SSTs [61, 62] .

The study was carried out in Western Province, Sri Lanka, since the majority of banks and branches are
located in there. Bank branches are concentrated in urban areas [63], especially in the Western Province.
Fifty SST users of commercial banks were chosen to the sample using a non-probabilistic purposeful
sampling technique and conducted in semi-structured interviews using interview protocol [64-66].

The interviews began with a brief introduction and description of the study, emphasizing the importance
and utility of the participants' input. Before the interview, a formal consent form was created to obtain the
respondent's voluntary participation in the study. To aid transcription, it was requested that the interviews
be recorded. To make the interviewing process simple, seamless, and focused, an interview guide was
created. Each subject was interviewed for 30 to 45 minutes. In this phase of the study, thematic analysis
was used to uncover, analyze, and summarize patterns (themes) within the data [67]. The interviews were
transcribed and following that, patterns were identified under each of the interview questions. The
identified patterns were then reclassified into eleven themes after being analyzed with the relevant quotes
from the interviews. The final step was to match the findings with the related literature in order to develop

a valid justification for the themes chosen [68].

Findings

The study aims at exploring website aesthetics and technology playfulness which encourage people to use

online based self-service technologies.

Website Aesthetics
The study found several critical parameters of website aesthetics which were reclassified into five themes

as “Information quality and guidance”, “Innovative systems and facilities”, “Use of multiple languages”,

“High interactivity” and “Visually appealing websites”.

Information Quality and Guidance: This reflects the quality of the provided information and guidance.
The current study observed that the information quality and guidance provided by the online based SSTs
are very important in the decision of using an SST for banking transactions. Among them were the
availability, applicability, timeliness, quality, precision, uniformity, and user friendliness of information
and guidance. The majority of respondents said they were satisfied with the information and instructions
they received, while others mentioned instances where transactions went wrong due to muddled

instructions.
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In the applications and online banking, we receive prompt information but clear reflecting what amount, to
whom we did the transaction and the date and time which could be kept for reference as well. Also, for most
of the online banking applications appropriate Quidance is provided on how to use them for the first time. It
is available in the app as well the bank employees explain it well at the registration of online banking (Male,
32 years, Software Engineer)

Among the issues were incorrect or outdated information on websites, a lack of clear recommendations up to
the end, and complicated instructions.

There were several times where after the upgrades of the application and addition of new features by the banks,
I experienced that some instructions which were not clear. It confuses you, and some of it invites errors. Also,
sometimes there are unwanted widgets which are so complicated to understand and use which irritates me
so much. After that, I also have to call my son to help me out (Female, 58 years, Housewife)

Innovative Systems and Facilities: The online based SSTs comprising of different innovative features and
interactive systems which enable the use of them much convenient is acknowledge by this. The systems including
the capability of conducting several transactions in the same interface, the onetime passwords which resembles
the security of the transaction conducted and other security measures including the unique usernames and
passwords are highlights of this theme. Following is an illustration of one of the respondents of the study in
relation to theme recognized.

Instead of travelling to the bank, I prefer to utilize online banking because the programs are highly inventive
and feature a large number of transactions with one-time passwords and security precautions. I can pay my
bills; do any transfer I need get done. so many other transactions at one time from one app. So, it is so
innovative making it so easy for me to do my banking activities (Female, 30 years, School teacher)

Use of Multiple Languages: This refers to the availability of multiples languages in the online based SSTs.
According to the respondents, majority of them preferred the availability of multiple languages in these
applications which would make it more convenient to understand the instructions and complete the transactions
without a hesitation in their mind about getting it wrong. However, as revealed by the respondents though few
of the banks in Sri Lanka are in the progress of enabling multiple languages in the online based SSTs, majority
of the applications have not reached that level of convenience which is supported by the following illustrations
of the respondents.

I am having the mobile app only from one bank I do transactions from. I like it very much because, it has
multiple language facility which makes it so convenient for me to use it without a doubt. Otherwise, sometime
some instructions are not perfectly understood in English only (Male, 45 years old, Clerk)

I have two banking mobile apps that I frequently use for the banking transactions I have to do in my day
today life banking stuff. However, one application is so useful because it has all the multiple languages. Not
even for me, but my friends also like it because of that convenience. But, as far as I know, as I experience most
of the other banks still have multiple language facility only for ATMS and CDMs (Female, 35 years,
Receptionist)

High Interactivity: The fact that the online based SSTs being much interactive with so many different widgets
and tabs that enables the convenience and interactivity for the users is acknowledge by this theme. According to
the respondents as illustrated below, majority of the respondents revealed the fact that rather than facing the
onsite banking difficulties including waiting in the queues and getting signatures it is more fun to use the mobile

application and internet banking facilities for their transactions.
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There are different transactions that can be done via the mobile app, but it is really more fun and interactive
than waiting in lines to get what we want. I hate going to the bank and waiting in the queue to get the
transactions done. Now I have the app to myself, and I can do any transaction whenever [ want, and I love
using it (Male, 40 years, Accountant)

Visually Appealing Websites: This resembles the variety of features available on the internet banking websites
and the mobile applications which enables the transactions in the banking activities through online based SSTs.
As revealed by the respondents in the internet banking facilities the instructions and information are provided
in an appealing manner making it easy for them to follow in completing a banking transaction. However, it was
also revealed that, some widgets the banks have used to make the mobile applications visually appealing disrupt
the user friendliness of the applications and also lower the speed of processing transactions through it.

I use the online banking site, there in the site navigations are provided with instructions which are very
helpful for anyone in using them. For me, it was very helpful at the initial stages of starting to use internet
banking as for all different types of available transaction step by step quidance was shown on the site in a
very appealing way (Male, 38 years, Assistant Lecturer)

I do use the mobile application and internet banking facilities for my banking transactions. Yes it is much
easier than going to the bank as we can do the transactions whenever we need from those two. But the thing
is sometimes it is so tiring in the mobile app, there are widget getting opened from different panels and tabs
which makes it so hard to operate and get the transaction done. Also, sometime the app gets stuck because of
those (Female, 50 years, Surgeon)

Technology Playfulness

Technology playfulness was reflected by six themes as Enjoyment”, “Exciting”, “Entertaining”, “Creativity”,
“Delight” and “ Appealing features” leading the use of online based SSTs which have been elaborated below.

Enjoyment: According to the study's findings, online based SSTs utilized in banking operations are not only
seen as a solution to customers' financial transactions, but also as a kind of entertainment, as disclosed by the
respondents. The fact that trying out these new applications makes people appreciate it, according to
respondents. According to the study's respondents, the interface of the applications and how they work make
them enjoyable to use.
See, all of the banks' online banking apps, as well as their mobile apps, are extremely engaging, with a
beautiful interface to deal with. As a result, rather than filing slips at bank counters, I prefer to handle
financial transactions online. So, yeah, I appreciate using these resources. (Female, 35 years old, Interior
Designer)

Exciting: This shows that the various features integrated into the mobile application provide users with fun and
excitement when using them, as shown by the study's respondents. The respondents recognized that using the
mobile application, its navigations, and various settings to do transactions with banks is more fun than physically
visiting the bank. One of the respondents provided the following example:
I utilize all of these applications, including ATMs, CDMs, online banking, and mobile banking. My
smartphone app is a lot of fun to use. There are numerous features to try. For instance, registering payees
and other items. Going over them and testing out the new features makes it more enjoyable to use. (29 years
old, male, IT Security Analyst)

Entertaining: This indicates that, when compared to actual bank visits, which the majority of respondents

claimed as a fact they dislike, the SST applications provide a perspective of entertainment in their use. Because
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of their interactive features and the various incentives customers receive from the bank for using them, the

respondents stated that mobile applications and online banking facilities are considerably more interesting to

use. As a result, as illustrated below, executing transactions with online based SSTs entertains the respondents.
We will have to wait in long lines and spend time if we go to a bank or another location to pay bills, such as
the power board. However, the interactive aspects of the mobile app and internet banking tools have really
aided me in my profession. With all of the new features they have, such as favorite transfers, they are pretty
engaging. Also, when we utilize these services, they occasionally provide rewards and shopping deals. As a
result, it's a lot entertaining to use them. (35 years, Female, Teacher)

Creativity: According to the study's respondents, the tremendous advancement of technology has changed SST
facilities with updates and originality. They went on to say that the applications are incredibly innovative to deal
with because of the proper navigation and tabs for each transaction. As a result, the SST facilities were discovered
to have innovative interfaces that encourage respondents to use them instead of traditional banking facilities. An
example provided by a respondent is as follows:

I had no clue what these apps were for at first. Then a bank staffer demonstrated the various functions and
how easy it is to use. Almost all of my financial transactions are now completed through them. The most
significant element is that the apps offer fantastic features such as appropriate navigation across the app and
multiple tabs for different activities, which makes them so creative. (27 years, Male, Brand executive)

Delight: This refers to how pleasant it is for clients to use the SST facilities for their banking needs. Customers
may execute banking transactions at home or wherever they like using only a mobile device such as phones and
laptops, as mentioned by the survey participants, which is much more delightful for them than listening to bank
employees and waiting in lines. One of the respondents provided the following example:
Since I started using the smartphone app, I haven't gone to the bank. In the last three to five months, I don't
recall going to the bank for anything. I don't want to rely on them because I can do it myself, and using them
anytime I want, including at home, is a pleasure. (27 years, Female, Finance officer)

Appealing Features: According to the study's respondents, this refers to the various interactive and distinctive
elements present in the SST applications. One of the compelling aspects mentioned is the option to save utility
payees in mobile applications and internet banking. According to the respondents, the cardless transactions
available at CDM machines are also an appealing aspect in the use of online based SSTs. The following is an
example offered by a participant:
Well, why I mostly use these facilities is especially because of the appealing features they have in each of them.
The mobile applications anyway have a lot of appealing features. I like the option to save the payees which
help to save me a lot of time that I use to spend in filling slips. Also, the cardless option available in the CDM
machine is another impressive feature which is much convenient in depositing cash (30 years, Female, Hotel
Assistant Manager)

Conclusion
In a summary, this qualitative study found five themes explaining website aesthetics and six themes of
technology playfulness leading the use of online based SSTs in Sri Lanka's commercial banking sector as given
in Figure 01.
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eInformation quality and guidance

eInnovative systems and facilities
*Use of multiple languages
eHigh interactivity

*Visually appealing websites

*Enjoyment

eFun

eEntertaining
*Creativity

* Appealing features
*Pleasure

Figure 1. Website aesthetics and Technology playfulness driving the use of online based SSTs in the commercial banking sector in
Sri Lanka

Discussion

The findings of the present study complement with some available scholarly work while contributing new
knowledge. According to the prior literature, website aesthetics have been recognized as important for the
improvement of usage and intention to adopt online based SSTs [25]. Each of the recognized themes of the
present study are further discussed with few exiting literatures through the following explanations.

Similar to the findings of the current study with regard to the importance of information quality and guidance,
it has been stated that, 'Information richness,' is a feature that influences client beliefs about technology-mediated
services [35, 69]. Marr and Prendergast [43] agreed with the conclusions of this study, citing the ease of use of
SSTs as one of the key factors that encourages customers to utilize them in banking. Further, it has been stated
that, customers place much importance on the updated information available on the websites in relation to online
based SSTs [25]. Galdolage [34] supports the study’s findings further revealing that, the information/instructions
offered by the SSTs is a key factor in deciding which SSTs to use.

Meuter, Bitner [49] revealed the importance of novel aspects of SSTs' such as relative advantage, observability,
and trialability as crucial in consumer trials of SSTs, which supports the findings of the current study.
Furthermore, it has been noted in previous literature that innovative technology has hastened the way banking
services are supplied in many developed and emerging nations, resulting in consumers getting swept along with
this trend [70]. Elliott and Hall [26], on the other hand, observe a different gender effect. Females are more uneasy
and insecure about their proclivity to accept SSTs, whereas males are more inventive.

The importance of considering the knowledge level of consumers in designing the SSTs has been recognized by
prior literature [26]. Referring to the same, the present study emphasized on the importance of integrating
multiple languages in the facilities they provide as online based SSTs. This is supported with the prior literature
highlighting the importance of understanding the status of language knowledge of the users in promoting SST
facilities [71].

As revealed by Mohd-Any, Mahdzan [72] with the high internet penetration and usage prevailing in the present
world, individuals require quick, uncluttered information, which can be provided through interactive website
technology. Complementing the present study’s funding they further stated that easy navigation, brief content
is more interactive enabling the convenience to the users of that technology [72]. Further, it has been recognized
that, especially in relation to financial services the more the interactivity of the online service provided, the more
the quality of the delivery of the online banking facility [73].
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According [74], the visual appeal resembles the quality of the website offered by an organization which supports
the findings of the current study revealing the importance of visual appeal for online based SSTs. In support,
aesthetically attractive color schemes, increased use of graphics, and web page customization depending on the
consumer's financial demands have been suggested as different approaches for improving e-banking web
usability [73] Hence, prior literature complements with the study’s finding with regard to the visual appeal
highlighting its importance to be considered for the design of firm’s website in making it more user-friendly [75].
According to Davis, Bagozzi [15] customers' enjoyment of utilizing technology has an impact on technological
acceptability. They also discovered that by improving the enjoyability of the interface, even mediocre or
unproductive systems may be made more acceptable. In support, Customers appreciate SST interactions,
according to Dabholkar, Michelle Bobbitt [76], who recognize it as a key dimension of technology-based SSTs.
According to research, customers despise waiting, and managers have noticed this as well. In the case of
technology-based self-service, these options may be chosen for the delight they bring or because they are seen as
quick [77] . As a result, enjoyment as a motivator adds to the existing literature.

The findings in this study that creativity and appealing features are two other driving factors are confirmed by
[78] s findings that creative features might assuage customers' uncertainties and fears about the use of SSTs.
However, as the market becomes more competitive, service providers must effectively advertise, including using
face-to-face communication tactics to introduce benefits to non-adopters [78].

Furthermore, the findings of this study support previous research that found pleasure and entertainment to be
motivators for the adoption of SSTs, because customers who experience entertainment, pleasure, and satisfaction
when using novel channels perceive mobile banking to be able to achieve higher levels of use. They also
mentioned that mobile banking is a cost-effective and fun way to deliver financial services, which is in line with
the findings of the current study. Consumers with a low need for interaction with a service person would choose
technological service delivery solutions that are much easier to use, much more reliable, and much more
enjoyable than those with a high need for interaction with a service employee [77].

Theoretical Contributions

This study uncovers the website aesthetics which would encourage the use of online based SSTs in the Sri
Lankan banking sector. Despite the fact that earlier researchers have concentrated on this context, there is
minimal research work relevant to developing countries like Sri Lanka, and commonly used models like
the TAM and UTAUT have been favored, despite the fact that they do not closely resemble the context of
SSTs. Further, though few studies prevailed on technology aesthetics on other study context, studies
relating to online based SSTs in the banking sector were scarce. Hence, the present study explored website
aesthetics and technology playfulness which leads the customers to use the online based SSTs in the
commercial banking sector of Sri Lanka. Comparing with the broadly used technology acceptance models,
this study reveals “Information quality and guidance”, “Innovative systems and facilities”, “Use of

”ou

multiple languages”, “High interactivity” and “Visually appealing websites” as the website aesthetics and
“Enjoyment”, “Exiting”, “Entertaining”, “Creativity”, “Delight” and “Appealing features” as technology
playfulness which would encourage the use of online based SSTs in the Sri Lankan Commercial Banking
sector.

Managerial Implications

With the rise of online banking, disruptive innovation technologies will continue to be used in many
transition economies, potentially speeding up the pace of change. This study looked into the nature of on-
line banking in Sri Lanka, as well as the aesthetics of websites that encourage people to use technology for
their banking requirements. Clearly, online banking is becoming one of the most important banking
delivery channels, and Sri Lanka represents not only a culturally sensitive market, but also a market in the
development and growth stages of delivery.
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Clearly, the findings of the present study show that providing on-line banking is no longer sufficient for
competitive advantage; it has merely become the industry's threshold standard, necessitating a deeper
understanding of consumers and their motives. As a result, banks must better understand their customers
and respond swiftly and strategically to market developments in order to keep up with global trends
brought on by the Internet.

The paper has investigated how website aesthetics may encourage the use of online based SSTs in the
banking sector including e-banking and mobile applications. The demonstrated effectiveness and success
in more matured and developed countries, makes online banking an appealing prospect for some into the
developing economies. As recognized by the present study, it is important that in the design stage, the
banks should carefully integrate the website aesthetics into their online based SST facilities so that it will
not be complicated for the users.

In addition, as revealed by the paper, it could be observed that the over integration of website aesthetics
may disrupt the convenience of the users which would discourage the use of online based SSTs. Therefore,
the banks should undertake a proper analysis in deciding what the most important features are to be
integrated to make the online based banking SSTs visually appealing to its users. Furthermore, the banks
could make arrangements to improve the knowledge of consumers in using them by educating them with
the details of such online based SSTs in the banking sector.

Customers are more likely to use SSTs if the technology interfaces are engaging and fun to use. As a result,
banks might include interactive features in their technical interfaces, such as navigation and instructions
for using online based SSTs. As previously stated in previous studies, the introduction of enjoyment could
boost adoption even in slightly ineffective systems and platforms. However, it is critical to publicize and
organize face-to-face awareness workshops on the novel features and how much fun they are to use in
order to persuade clients that using online based SSTs is far more worthwhile than standing in a long line
at the bank.

Limitations and Future Research Directions

Only the western province was covered as a geographical area, and only semi-structured interviews were
conducted. As a result, the study recommends that the current study's conclusions be experimentally tested
using a field survey. Future research could look into what capabilities clients should have in order to
improve the use of online based SSTs in the banking industry.
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