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Abstract:

The financial services industry, especially banks, makes a significant contribution to an economy's long-
term success. For banks, particularly digital-only branded banks to achieve long-term sustainability in
South Africa, the prevention of resistance to using their services by Baby Boomers requires further
research. This underscores this study’s investigation of emerging market Baby Boomers' reluctance to
use digital-only branded banking services. Drawing primarily from the Status Quo Bias (SQB) model,
this study examined the variables of interest that contribute to Baby Boomers’ reluctance to use digital-
only branded banking services. A quantitative cross-sectional research approach was adopted, and data
were conveniently collected from 54 Baby Boomers. Data was analysed using the Statistical Package
for Social Sciences (SPSS) version 28, which revealed that perceived value and image were the primary
resistance factors among the five variables analysed: perceived value. risk. usage. image. and tradition.
Actively addressing Baby Boomers' biases toward traditional banking and enhancing the perceived
value of digital-only branded banks can encourage a gradual shift toward the adoption of their services
among Baby Boomers. This study contributes to the digital banking discourse by identifying
psychological and functional resistance factors, supporting a strategic brand management approach
that prioritises trust building, delivers tailored engagement and fosters customer loyalty to effectively

navigate and diminish Baby Boomers' resistance in an emerging market context.

WOHLLEBE & ROSS

Discover publication opportunities:
www.wr-publishing.org



https://doi.org/10.51137/wrp.ijarbm.761
http://www.wr-publishing.org/
mailto:moniquebvumbe22@gmail.com
mailto:tish.taylor2@gmail.com
mailto:echabatt@unisa.ac.za

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)
Volume: 07 Issue: 09 Year: 2026
https://doi.org/10.51137/wrp.ijarbm.761

Keywords:

Baby Boomers, Digital-Only Branded Banks, Emerging Market, Inertia, Resistance, Status Quo Bias
(SQB) Model

Submitted: 2026-05-05. Revised: 2026-05-20. Accepted: 2026-06-02.

WOHLLEBE & ROSS

Discover publication opportunities:
www.wr-publishing.org



https://doi.org/10.51137/wrp.ijarbm.761
http://www.wr-publishing.org/

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)
Volume: 07 Issue: 09 Year: 2026
https://doi.org/10.51137/wrp.ijarbm.761

Introduction

The ever-evolving digital landscape requires businesses to adapt and innovate to maintain a competitive
advantage (Zygiaris, 2022). Kannan and Kulkarni (2022) point out that the COVID-19 pandemic fast-
tracked digital transformation and the shift in consumers’ shopping behaviour. Resultantly, several
consumers preferred online shopping (McKinsey & Company, 2021) due to the unprecedented COVID-
19 pandemic restrictions of physical contact. The COVID-19 pandemic further enabled the urgency of
implementing advanced innovative technologies that enhance digitalised shopping experiences (Cohen,
2020; Luna-Nevarez & McGovern, 2021). Most digital transformations, coupled with changing consumer
habits, have enabled retailers to become seamless digital innovators. As a result, various businesses
have adopted digital transformative systems, and particularly businesses in the financial services sector,
such as banks, are evolving into branchless service providers. For example, Tyme Bank, Discovery
Bank and Bank Zero, operating in South Africa, an emerging economy. These banks operate as digital-

only banking service providers.

Digital-only banking has no direct physical interaction with bank service providers. Although it holds
promise due to its ability to create customer experiences that resonate deeply with consumers, for
example, by increasing convenience, cost-effectiveness, and broader accessibility (Monis & Pai, 2023).
Despite the associated benefits of digital-only branded bank services, there has been notable resistance
in their use among Baby Boomers, particularly in South Africa (Mthombeni, 2021). Baby Boomers, born
between 1946 and 1964 (60 to 78 years old), represent a significant portion of the banking market in
South Africa, totalling approximately 4.4 million people (Statistics South Africa, 2023) and rely heavily
on traditional banking methods. South African Baby Boomers control a large share of disposable income,
with annual expenditure exceeding R9.82 ftrillion (Statistics South Africa, 2023), representing a
demographic with significant economic influence. In early 2024, Baby Boomers held 51.8% of the wealth
globally, highlighting their strong economic influence (Statistics South Africa, 2023). Consequently, this
demographic's resistance poses a sustainability challenge for digital-only branded banks (Maunder,
2024).

Ngo et al. (2025) point out that in the absence of direct physical interaction, customers may experience
a sense of detachment, leading to uncertainty, trust concerns and hesitancy in using digital-only banking
services. Baby Boomers' resistance could impact on the success and image of financial institutions,
particularly in terms of brand perception and loyalty (Nel & Boshoff, 2020). Notable challenges from
mainly traditional banking include high operating costs, with South Africa ranking 35th out of 133
countries in terms of operating expenses (Komminoth, 2023) and necessitating sustainable cost-saving
measures amidst escalating costs and stagnant revenues (South African Reserve Bank, 2023). Despite

the global trend towards digitalisation, the projected digital banking market is expected to achieve $1610
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billion in growth by 2027 (Srinivas & Wadhwan, 2020), but South African Baby Boomers show signs of
still preferring traditional in-branch banking methods (Mthombeni, 2021), hindering digital transition and
financial inclusion efforts (Maunder, 2024). Despite almost 44 million internet users within South Africa
in 2023 (Statista Research Department, 2024), digital banking penetration among Baby Boomers
remained low, and their perception towards digital-only branded banks remains a concern. Only 16% of
South African consumers aged 55 and older engaged with digital banking services. compared to 51%
of those aged 18 to 34 in 2024 (Maunder, 2024).

As a result, digital-only banks are compelled to further apply innovative strategies to bridge the negative
perception gap in the use of their services and effectively augment the digital-only service experience
among all prospective customers, regardless of age. We therefore defined digital-only branded bank
resistance, based on Kleijnen et al's (2009) assertion, which is traditional-bank customers actively
engaging in strategies that prevent the use of any digital-only branded bank services. Kleijnen et al
(2009) as well as Nel and Boshoff (2021) echo that studies investigating the determinants of resistance
to innovations, based on the evaluation of the innovation, are significantly lacking. Another gap identified
is that extant studies only viewed the resistance to digital-only banking from collective consumer groups
(Heidenreich & Kraemer, 2015; Nel & Boschoff, 2021a; Nel & Boschoff, 2021b) rather than from a
specific consumer group (Baby Boomers), in which this study’s novelty is underpinned. Therefore, the
shortcoming of prior literature is that prior studies, to the researchers' best knowledge, have not fully
investigated the factors regarding why Baby Boomers in emerging markets are reluctant to use digital-
only branded banking services, amidst the plethora of benefits associated with such banks. Hence, the

research question guiding this study reads as follows:

What factors influence Baby Boomers' resistance to digital-only branded banks in an emerging

economy?

The rest of this paper is structured as follows: the next section provides a discussion on the theoretical
grounding, accompanied by the theoretical framework of the study. The proposed methodology is then
presented, followed by the findings and discussions. Lastly, the paper concludes by discussing the

limitations and future study avenues.
Literature Review

This study adopted three fundamental models in developing the conceptual model presented in Figure
1, namely the inertia model (Newton, 1687), the innovation resistance model (Ram & Sheth, 1989) and

the grounding theory, being the Status Quo Bias model (Samuelson & Zeckhauser,1988).
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Inertia Model

Sir Isaac Newton introduced the concept of inertia in “Mathematical Principles of Natural Philosophy,”
also known as “Principia” (Newton, 1687). Inertia refers to the tendency to stick to current behaviour
despite better options, as further incorporated into the SQB theory, and has been studied in marketing
and behavioural literature (Samuelson & Zeckhauser, 1988). Inertia is demarcated into cognitive and
affective halves. Market factors derived from Allen and Evans (2010), Sturm (2014), along with
psychological factors by Allen and Evans (2010), have contributed to the inertia model. Individual factors
like financial sophistication and risk appetite, identified by Afik and Lahav (2015) as well as Allen and
Evans (2010), and product-related factors like service quality and complexity, mentioned by Chemingui

and Lallouna (2013), have also influenced inertia.

The inertia model has been applied in branding to elucidate consumer loyalty and repeat purchases
(Greenfield, 2009; Polites & Karahanna, 2012). Brands often benefited from understanding consumer
inertia, with consumers maintaining brand loyalty due to habit, convenience or perceived stress
associated with change (Yildiz, Deveci & Ercis, 2018). However, some researchers argue that the
existing determination of inertia does not clearly explain the concept, which requires further research
(Khedhaoouria, Thuril, Gurau & Heck, 2016; Nel & Boshoff, 2021b). Resistance and inertia were
considered overlapping concepts, suggesting that inertia alone might have offered an incomplete picture
(Jones, Mothersbaugh & Beatty, 2000; Ranaweera & Neely, 2003). Hence, Chabata, Nel and Maziriri
(2024) postulated the continued use of mobile applications, for example, to overcome inertia in
technology usage. Consequently, while inertia has provided valuable insights, inertia might not have
served as the definitive theory without addressing its limitations. Therefore, both inertia and resistance
concepts were integrated into the SQB to determine Baby Boomers' resistance to digital-only branded

banks and to improve the predictive power of the proposed conceptual model (see Figure 1).
Innovation Resistance Theory

The Innovation Resistance Theory (IRT), rooted in the work of Ram and Sheth (1989), is well noted as
a pivotal framework for determining customer resistance towards innovations (Hew, Leong, Tan, Ooi &
Lee, 2019; Puneet, Amandep, Naveen, Ganesh & Mohammad, 2020). IRT incorporates the rational and
behavioural facets of resistance, shedding light on why consumers hesitate to adopt new technologies
or services (Ram & Sheth, 1989). Ram and Sheth (1989) further classified consumer resistance into two
primary categories: (1) active and (2) passive. Active resistance is anchored in the innovation's
characteristics, often due to functional brand-related barriers. These barriers reflect conflicts related to
the innovations' use, value, and risk (Chantatub & Yu, 2016). Conversely, passive resistance is linked
to conflicts with established beliefs and is determined through psychological brand-related barriers, such
as tradition and image (Chantatub & Yu, 2016).
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The comprehensive scope of IRT is considered an apt framework for studying resistance to innovations
(Puneet et al., 2020). Unlike other models, such as the Diffusion of Innovation and the Technology
Acceptance Model (TAM), IRT specifically focuses on resistance (Puneet et al., 2020) rather than the
adoption of technology in general. This focus offers a theoretical foundation to determine Baby Boomers’
barriers, including perceived usage, perceived risk, perceived value, perceived tradition, and perceived
image (Ram & Sheth, 1989).

IRT has been pivotal in identifying barriers and resistance to various user innovations, including online
shopping (Lian & Yen, 2014), m-banking (Gupta & Arora, 2017) and m-commerce (Hew et al., 2019).
Geographically, IRT has been implemented in countries such as Malaysia (Moorthy, Ling, Fatt, Yee, Yin,
Yee & Wei, 2017), Taiwan (Oktavianus, Oviedo, Gonzalez, Putri & Lin, 2017), and Germany (Joachim,
Spieth & Heidenreich, 2018). Despite the extensive research on resistance determinants, demographic
studies often concentrated broadly on all consumers, with limited determination of specific consumer
age groups (Lian & Yen, 2014; Oktavianus et al., 2017). As a result, the authors identified a literature
gap from both a geographic scope and a demographic, age-specific standpoint, which this study

addresses.
Status Quo Bias Theory (SQB)

SQB, introduced by Samuelson and Zeckhauser (1988), served as the underpinning theory for
determining resistance to change, particularly in the adoption of new systems, technologies, or
innovations. SQB plays a crucial role in passive resistance, a predisposition to unconsciously resist new
innovations before evaluating them (Heidenreich & Kraemer, 2015). Passive resistance has been
categorised into two types: (1) cognitive and (2) situational (Samuelson & Zeckhauser, 1988). Cognitive
passive resistance arises from cognitive styles that perceive innovations as too demanding (Samuelson
& Zeckhauser, 1988). Thus, the resistance is rooted in routine-seeking behaviour, cognitive rigidity,
emotional responses to change, and a short-term focus (Heidenreich & Kraemer, 2016). In contrast.
situational passive resistance stems from a preference for the status quo, manifesting as behaviour
rooted in satisfaction with current products and their perceived level of innovation (Talke & Heidenreich,
2014). The satisfaction results in the emotional attachment to existing products and a belief in their
sufficiency (Heidenreich & Tobia, 2016).

Psychological commitment is linked to sunk costs and regret avoidance, cognitive misperception to
inertia, and perceived value and rational decision-making to transition costs and uncertainty (Lee &
Joshi, 2017). Additionally, inertia comprised behavioural, cognitive, and affective components, while loss
aversion from Prospect Theory (Kahneman & Tversky, 1979) further influenced SQB by weighing

potential losses higher than gains (Chernev, 2006).
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Cognitive misperception could lead to a preference for existing brands (Heidenreich & Tobia, 2016), and
rational decision-making involves evaluating switching costs and perceived value (Lee & Joshi, 2017).
SQB therefore provides insights into consumer behaviour, aiding in the development of branding
strategies to address resistance to change (Heidenreich, Kraemer & Handrich, 2017; Lee & Joshi, 2017).
Given the comprehensive framework of SQB and its depth in explaining psychological, cognitive, and
rational aspects of resistance, the practical insights into consumer behaviour provided by SQB made it
a valuable theory for determining inertia and resistance in this study. SQB served as the underpinning

theory, providing a holistic view in addressing the research problem of this study.
Conceptual Model and Hypothesis Development

Figure 1 presents the empirically developed conceptual model for this study.

Functional brand-related barriers

DB perceived value barrier

DB perceived risk barrier

TB Inertia DB perceived usage barrier DOB Resistance

DB perceived image barrier

Digram Key

TB = TraditionalBank
DB perceived tradition barrier [ DB = Digital - Only Bank

psychological brand-related barriers

Figure 1: Conceptual relations among variables of interest

The resistance to digital-only branded banking services has garnered significant attention in academia
and the industry (Fairchok, 2023; Nel & Boshoff, 2021a; Nel & Boshoff, 2021b). The empirical conceptual
model postulates that consumer resistance to innovation, such as digital-only branded banks, can stem
from both rational evaluations and underlying behavioural habits. Furthermore, SQM helps explain the
likelihood of Baby Boomers resisting change due to an established preference for familiar banking
routines (Samuelson & Zeckhauser, 1988). This inertia. or resistance to deviating from established

practices may overshadow even perceived advantages of digital-only banking. This study identified the
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barriers Baby Boomers encountered with digital-only branded bank services. Guiding this investigation
was the SQM, wherein factors influencing resistance served as independent variables, and resistance
to digital-only branded bank service as the outcome variable. The relationships in Figure 1 are discussed

in the subsections below:
Perceived Value Barrier and Resistance

Perceived value, as articulated by Pura and Brush (2008), denotes an individual's perception of the
worth associated with adopting technological innovation. This perception plays a crucial role in decision-
making, as individuals aim to maximise value in their choices (Gupta & Kim, 2010). Value was
conceptualised as the performance-to-price ratio compared to alternative services, particularly
acknowledging that banking is essentially a service (Molesworth & Suortti, 2002). Extensive research
has documented the influence of perceived value on innovation adoption (Kleijnen et al., 2005;
Parasuraman & Grewal, 2000). Broadly acknowledged for an innovation to gain traction, it had to offer
a relative advantage over existing alternatives (Rogers, 2003). A lack of perceived value often emerged
as a barrier to adoption across various innovations (Kleijnen et al., 2009; Tornatzky & Klein, 1982),
including technological advancements (Kim, Chan & Gupta, 2007). Such a relationship held consistently
across different contexts, indicating a negative association between perceived lack of value and the
intention to adopt the innovation (Kim et al., 2007). The value barrier is intrinsically tied to resistance
against digital-only banking. If a traditional bank customer (Baby Boomer) perceives a value barrier
when assessing a digital-only bank, resistance to digital-only branded bank adoption is anticipated.

Based on this assumption, backed by literature, this study proposed the following hypothesis:

H1: There is a significant positive relationship between the perceived value barrier and Baby Boomers'

resistance to adopting digital-only branded bank services.
Perceived Risk Barrier and Resistance

Lee and Clark (1997) defined perceived risk as an individual's subjective evaluation of a peril of an
adverse outcome, often in relation to certain unforeseen behaviour. This definition highlights the role of
perceived risk as a barrier to branchless banking, especially among Baby Boomers who are resistant to
digital-only branded banks. Risk has been a central concern in innovation adoption, viewed as an
obstacle in the adoption process (Herzenstein et al., 2007; Klerck & Sweeny, 2007). Innovations
inherently consider risks, leading consumers to develop functional brand-related barriers or resistance
until they acquire sufficient knowledge (Ram & Sheth, 1989). Two primary risk types were particularly

relevant for innovations lacking content, namely financial risk and performance risk.

Financial risk concerns hinder investment in innovative products, despite available information, with

price influencing decision-making even when positive cues are present (Agarwal & Teas, 2001; Fenech,
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2002; Labay & Kinnear, 1981; Song & Chintagunta, 2003). To further clarify, financial risk includes the
switching costs and potential implications involved when making transactions through innovative
platforms. On the other hand, performance risk is also dominant in technology-driven innovations,
whereby there is a prevalence of struggle to anticipate functionality due to incomplete information and
the absence of complementary products (Agarwal & Teas, 2001; Kleijnen et al., 2009; Woodside &
Biemans, 2005; Farrell & Saloner,1986). A distinction must be made between performance risk
associated with traditional banking and the performance risks linked to switching to a digital-only
branded bank, considering that banking is a service reliant on human interaction. This distinction is

crucial, as it highlights the unique challenges and uncertainties of both scenarios.

Past studies have confirmed the relationship between perceived risk and resistance to mobile banking
apps and online banking platforms (Lee, 2009; Luo et al., 2010). Streeter (2019) conducted an Adobe
study in which 54% of surveyed US consumers considered digital-only branded banks riskier than
traditional banks. Respondents’ concerns expressed in the Adobe study, such as uncertain customer
service, security issues, and the absence of a proven market track record, resonated with hesitations
towards technology innovation adoption. Based on the literature reviewed, this study proposed the

following hypothesis:

H2: There is a significant positive relationship between the perceived risk barrier and Baby Boomers'

resistance to adopting digital-only branded bank services.
Perceived Usage Barrier and Resistance

Usage barriers arise when innovations disrupt established routines, necessitating a lengthy adjustment
period for acceptance (Herbig & Day, 1992). This occurs when innovations challenge existing usage
patterns (Ram & Sheth, 1989), emphasising familiarity over learning new functional benefits (Holak &
Lehman, 1990). Laukkanen (2016) defined perceived usage as the extent to which a system enhances
performance. Baby Boomers’ perceived usage barriers arise when a digital-only bank lacks usability,
often due to distrust in its early-stage effectiveness (Laukkanen, 2016). Considering an innovation as
complicated or hard to use diminishes its perceived usability (Laukkanen et al., 2008). In the context of
this study, perceived usage barriers are prevalent due to low usability that prompts resistance to digital-
only branded bank service among Baby Boomers (Lerato, 2020). Supported by extant literature, the

following hypothesis was proposed:

H3: There is a significant and positive relationship between perceived usage barrier and Baby Boomers'

resistance to adopting digital-only branded bank services.
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Perceived Image Barrier and Resistance

Some scholars defined perceived image as impressions about a place, or a mental representation, a
set of beliefs and ideas (Ram & Sheth, 1989). Nel and Boshoff (2021a) postulate that anxiety and a
negative state of mind arising from the image barrier are key contributors to consumers’ emotional costs,
which leads to resistance to using technological innovations. Negative perceptions or an unfavourable
image could deter potential adoption of technological (Strebel et al., 2004). Thus, it is crucial to
understand what consumers perceive about innovative technology products, as their perceptions can
profoundly influence their adoption decisions. Ram and Sheth (1989) identified the image barrier as a
perceptual challenge stemming from stereotyped thinking and limited information. Difficulty arises in
assessing the future acceptance of such innovations (Kleijnen et al., 2009). Opting for an innovation that
is not standard could place consumers outside mainstream trends, which impacts perceived social
status (Berger & Heath, 2007).

In the context of this study, an image barrier could result in overlooking the benefits and added value
offered by digital-only branded bank services. Potential adopters may find it challenging to see digital-
only branded banks as viable alternatives to traditional banks (Lerato, 2020). Therefore, an image barrier
could have contributed to the resistance of such bank innovations. Based on the reviewed literature, this

study proposed the following hypothesis:

H4: There is a significant and positive relationship between the perceived image barrier and Baby
Boomers' resistance to adopting digital-only branded bank services.

Perceived Tradition Barrier and Resistance

The tradition barrier is grounded in the SQB theory and supported by the prospect theory (Nel & Boshoff,
2021b). Chaouali and Souiden (2019) postulate that most people frequently develop a cognitive
misconception called loss aversion, where losses seem more significant than benefits when tasked to
change from one product or service to another. Traditional barriers, deeply ingrained in society, could
evoke strong reactions that could negatively impact technology adoption (Andrew & Klein, 2003). In this
context, resistance arises when innovation challenges entrenched beliefs (Ram & Sheth, 1989).
Consumers develop routines and habits over time, resisting changes that challenge existing practices
(Laukkanen, 2016; Kuisma, Laukkamen & Hiltunen, 2007). Hence, traditional-bank customers (Baby
Boomers) may perceive a loss of a valued alternative by starting to make use of digital-only branded
bank services. Such negative cost perceptions would decrease the perceived value and increase the
resistance towards using a digital-only branded bank’s service offering. Supported by prior literature,

this study formulated the following hypothesis:
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Hb5: There is a significant and positive relationship between perceived tradition barrier and Baby

Boomers' resistance to adopting digital-only branded bank services.
Methods and Data

Adescriptive research design was adopted with a quantitative research approach. The adopted research
design and approach were chosen because of their ability to provide measurable and generalisable
results that further enabled the researchers to quantify respondents' opinions against the variables of
interest. Creswell and Creswell (2017) maintain that the selected design and approach are particularly
relevant for studies investigating the effectiveness of specific technological aspects, in this instance,
digital-only banking. Furthermore, this allows for the establishment of relationships among different
factors under study (Chabata et al., 2026; Creswell & Creswell, 2017).

The non-probability convenience sampling technique, supported by snowball sampling, was used to
collect data, as the researchers did not have an available sample frame at their disposal. Data were
collected using a Google Form on an online self-administered questionnaire with a detailed informed
consent page to confirm voluntary participation before completing the survey. Considering that the
audience's age could cause difficulties in completing the online survey, field workers were appointed to
assist respondents in navigating the online Google form questionnaire, without leading or prompting
them in any way. After disseminating 186 online questionnaires, only 125 were received by the
researchers. The complete data was then checked to ensure that all questionnaires were fully answered,
yielding only 54 fully complete questionnaires. Hence, the sample size for this study consisted of 54
Baby Boomers, aged 60 to 78, who had not used digital-only bank services but had used traditional
banking services. The researchers acknowledge that the sample size is small due to the numerous
challenges of data collection; however, it is deemed sufficient for a quantitative research approach, as
supported by Bryman (2016) and Hair et al. (2013). Moreover Cohen (1988) laments that power analysis
assists researchers in determining whether a study has adequate sensitivity to identify relationships
among variables. Based on the empirical results with a significance level of 0.05, the sample size of 54
does have statistical power to perform the quantitative analysis conducted in this study. While extant
studies by Faber and Fonseca (2014) as well as Hair et al. (2019) argue that smaller samples to the
total of 50 can also yield valid findings when moderate or large effects are obtained in a quantitative
study. Based on the various formal power analysis and effect size estimation support, this increases the

credibility and justification of the sample size applied in this study.

Data were analysed using SPSS version 28 to process descriptive statistics, and logistic regression was
applied to test hypotheses derived from the proposed conceptual model. Logistic regression is well-
suited for describing and testing hypotheses about relationships between variables and assessing how

well the set of predictor variables predicts or explains the dependent variable (Chabata et al., 2026). It
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indicates the adequacy of the model by assessing the ‘goodness of fit' and indicates the relative

importance of each predictor variable or the interaction among predictor variables.
Results

Table 1 below provides a breakdown of the demographic profile of respondents for the study.

Percentage
60-64 years 15%
65-69 years 26%
Age 70-74 years 22%
75-78 years 35%
Prefer not to say 2%
Male 46%
Gender Female 39%
Non-binary 15%
> High School 9%
High School Diploma or 28%
Academic qualification Equivalent
Some College (no degree) 32%
Bachelor’s degree 18%
Master’s or higher 13%
Full-time 11%
Part-time 7%
Employment status Self-employed 39%
Unemployed 15%
Retired 28%
Less than R150 000 8%
R150 001 — R299 999 11%
Household income R300 000 — R449 999 15%
R450 000 — R599 999 22%
R600 000 < 35%
Prefer not to say 9%
Single 24%
Married 50%
Marital Status Divorced 11%
Widowed 11%
Prefer not to say 4%

Table1: Demographic profile of respondents for the study

The sample for this study consisted of males (46%) and females (39%) between the ages of 75-78 years
(35%) and 65-69 years (26%), with Some College (no degree) (32%) or a High School Diploma or

equivalent (28%). Most respondents (39%) were Self-employed or Retired (28%), earning a household
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income of R600 000 and above (35%) or R450 000 — R599 999 (22%) per year, with the majority being
married (50%).

Variable Cronbach’s Alpha
Perceived value 0.890
Perceived image 0.853
Perceived risk 0.711
Perceived usage 0.698
Perceived tradition 0.647
DOB resistance 0.759

Table 2: Reliability results

Table 2 shows that all constructs scored above the recommended 0.6 for reliability, with the highest
score being 0.890 and the lowest being 0.647. Logistic regression was performed to analyse the
relationship between perceived value, image, risk, usage, tradition, and Baby Boomers’ resistance
towards digital-only branded banks. Logistic regression does not make assumptions about the
distribution of scores for the predictor variables, but it is sensitive to multicollinearity and outliers. This
analysis aligns with the IRT (Ram & Sheth, 1989), which categorises resistance as either functional

(encompassing value, risk, and usage) or psychological (encompassing image and tradition).

The data were tested to ensure that the assumption of multicollinearity was not violated. Table 3 below
provides the Tolerance and VIF (Variance Inflation Factor) values. VIF values show how much the
variance of a regression coefficient increases due to correlation with other predictor variables. VIF
values greater than 10 indicate high multicollinearity and will violate the assumption of multicollinearity
(Hair et al., 2013). Acceptable levels of Tolerance indicate a value that is the reciprocal of Tolerance. A
value of .10 is recommended as the minimum level of tolerance. Table 3 indicates that all Tolerance
values are greater than 0.1 (the lowest being 0.589) and VIF values are much less than 10; thus, there

was no problem with collinearity.

Unstandardized Standardised

Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. |Tolerance VIF
1 (Constant) 1.527 0.418 3.657 | <0.001
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V1Age -0.052 0.046 -0.161 -1.143 | 0.260 0.799 1.251

Value 0.004 0.048 0.013 0.077 0.939 | 0..589 1.698

Image -0.196 0.053 -0.578 -3.663 | <0.001 | 0.638 1.568

Risk 0.007 0.035 0.026 0.198 0.844 0.900 1.111

Tradition 0.082 0.060 0.183 1.354 0.183 0.868 1.152

Usage 0.056 0.055 0.132 1.027 0.311 0.957 1.045
a. Dependent Variable: DOB resistance

Table 3: Coefficients results

Data were examined for normality, and the presence of outliers was assessed through a visual
inspection of histograms, which indicated that the distribution of the variables approximated normality.
No extreme skewness or kurtosis was observed. Additionally, outliers were examined using histograms,

and no extreme values were identified. As a result, all cases were retained for further analysis.

Table 4 presents the results of the analysis, excluding the independent variables used in the model, and

serves as a baseline. SPSS correctly classified 79.2% all cases, which would not be resistant to change.

Predicted
DVDigitalResistance
Percentage Correct
Observed No Yes
Step 0 |DVDigitalResistance No 42 0 100.0
Yes 12 0 0.0
Overall Percentage 79.2

a. Constant is included in the model.

b. The cut value is 0.500

Table 4: First classification

The Omnibus Tests of Model Coefficients provide an overall indication of how well the model performs
beyond the results presented in Table 4, with none of the predictors included in the model. Table 5 below

indicates that the hypothesised model, including predictors, is better than the suggested model.
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Chi-square df Sig.

Step 1 [Step 33.098 18 0.016
Block 33.098 18 0.016

Model 33.098 18 0.016

Table 5: Omnibus Table - Tests of Model Coefficients

Furthermore, the Hosmer and Lemeshow Test, presented in Table 6 presents support for the
hypothesised model as indicated by a significance greater than .05 (Hosmer, Lemeshow & Sturdivant,
2013).

Step Chi-square df Sig.

1 3.407 8 0.906

Table 6: Hosmer and Lemeshow

The Model Summary in Table 7 provides an indication of the amount of variance in the dependent
variable explained by the model. The two values are .603 and 1, suggesting that between 60.3% and

100% of the variability is explained by the set of variables.

Step | -2 Log likelihood Cox & Snell R Square Nagelkerke R Square

1 21.0352 0.464 0.726

a. Estimation terminated at iteration number 20 because maximum iterations has been reached. Final

solution cannot be found.

Table 7: Model Summary

Table 8 provides an indication of how well the model can predict the correct category for each case, as
well as the contribution of each independent variable (IV) in predicting the dependent variable (DV). As
indicated in Table 8, the model correctly classified 90.6% of cases, representing an improvement over

the 79.2% accuracy reported in Table 4 above.
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Observed Predicted
DV Digital resistance Percentage
correct
Ono | 1yes
Step 1 DV Digital Resistance 40 2 95.2
0no 3 8 727
1vyes
Overall percentage 90.6
B S.E Wald | df | Sig. | Exp(B) 95% C.I for EXP
(B)
Lower | Upper
PerceivedValue 0.086 | 4 | 0.999
PerceivedValue(1) 20.832 | 19133.558 | 0.000 | 1 | 0.999 | 1114320956.409 0.000
PerceivedValue(2) 21.601 | 19133.558 | 0.000 | 1 | 0.999 | 2405375498.589 0.000
PerceivedValue(3) 4.836 | 26791.352 | 0.000 | 1 | 1.000 | 125.933 0.000
PerceivedValue(4) 1.322 | 27491.467 | 0.000 [ 1 | 1.000 | 3.750 0.000
Perceivedlmage 2.009 |4 | 0.734
Perceivedimage(1) 26.148 | 40192.993 | 0.000 | 1 | 0.999 | 226961655087.368 0.000
Perceivedimage(2) 21.557 | 40192.993 | 0.000 | 1 | 1.000 | 2300767193.105 0.000
Perceivedimage(3) 20.920 | 40192.993 | 0.000 | 1 | 1.000 | 1217027817.478 0.000
Perceivedimage(4) -0.052 | 43041.948 | 0.000 | 1 | 1.000 | 0.950 0.000
PerceivedRisk2 1.714 |4 [ 0.788
PerceivedRisk2(1) -2.762 | 3.015 0.839 | 1 | 0.360 | 0.063 0.000 | 23.262
PerceivedRisk2(2) 37.484 | 44384.608 | 0.000 | 1 | 0.999 | 19018706755534676.000 | 0.000
PerceivedRisk2(3) -2.211 | 2.776 0.634 | 1 | 0.426 | 0.110 0.000 | 25.298
PerceivedRisk2(4) -3.195 | 3.546 0.812 | 1 | 0.368 | 0.041 0.000 | 42.741
PerceivedTradition 0.247 | 3 | 0.970
PerceivedTradition(1) | 40.330 | 16373.245 | 0.000 | 1 | 0.998 | 327347405319686270.000 | 0.000
PerceivedTradition(2) | 20.124 | 13317.546 | 0.000 | 1 | 0.999 | 549475280.666 0.000
PerceivedTradition(3) | 18.873 | 13317.546 | 0.000 | 1 | 0.999 | 157203070.213 0.000
PerceivedUsage 2.087 | 3 | 0.555
PerceivedUsage(1) -0.637 | 2.388 0.071 |1 | 0.790 | 0.529 0.005 | 57.030
PerceivedUsage(2) 2.202 | 2.864 0.591 | 1 | 0.442 | 9.039 0.033 | 2477.997
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PerceivedUsage(3) 20831.404 | 0.000 | 1 | 0.999 | 0.000 0.000

36.814

Constant 46464.247 | 0.000 | 1 | 0.999 | 0.000

62.159

a. Variable(s) entered on step 1: PerceivedValue. Perceivedimage. PerceivedRisk2. PerceivedTradition.
PerceivedUsage

Table 8: Classification and Variables in the Equation

The model contained five independent variables (perceived value, image, risk, usage, and tradition).
The full model containing all predictors was statistically significant X2(5. N=54) = 33.09. p=0.01,
indicating that the model was able to distinguish between “not resistant to change respondents” and
“resistant to change respondents”. The model explained 46.4% (Cox and Snell R-squared) and 72.6%
(Nagelkerke R-squared) of the variance in digital banking resistance and correctly classified 90.6% of
cases. As shown in Table 8, none of the independent variables made a unique statistically significant
contribution to the model. While the model shows an improvement over the baseline model, none of the
individual predictor variables (IVs) made a statistically significant contribution to predicting resistance to
digital-only banking (DV). While none of the individual predictors were statistically significant at p < 0.05,
the full model was statistically significant overall, as indicated by the Omnibus Tests of Model
Coefficients (x2 = 33.098. df = 18. p = 0.016).

Discussion

The model demonstrated strong explanatory power. with a Nagelkerke R? of 72.6% and a Cox & Snell
R? of 46.4%, indicating that the combination of variables accounted for a substantial proportion of
variance in resistance to digital banking. Furthermore, the classification accuracy was 90.6%,
outperforming the baseline model accuracy of 79.2%. These findings suggest that resistance is not
driven by any single variable but is the result of a complex interaction among multiple psychological and
functional barriers, an argument solidly backed by theoretical models such as IRT (Ram & Sheth, 1989)
and SQB Theory (Samuelson & Zeckhauser, 1988). However, the small sample size of 54, severe
category fragmentation among the predictor variables caused the non-convergence, pointing to possible
instability in the parameter estimation process between Table 7 and Table 8 results (Hosmer et al., 2013;
Menard, 2010). Due to this outcome care should be taken into consideration when interpreting the
Nagelkerke R? value and the high coefficient estimates indicated in Table 8, since they may be indicating
estimate instability rather than significant effect magnitudes. Reducing predictor structures as well as
collapsing low-frequency categories may enhance the model’s stability in Figure 1 and convergence in
subsequent analysis. Therefore, the empirical logistic regression results can be considered as

suggestive than definitive due to the nature of this study and the small sample size.
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The empirical outcome supports literature on passive and active resistance as defined in the IRT, where
the combined presence of psychological and functional barriers, though individually non-significant, can
generate a collective resistance effect. This cumulative resistance reflects how Baby Boomers may not
resist due to one particular barrier (e.g., risk), but rather due to the total influence of all variables.
Additionally, SQB explains why older adults often prefer existing practices, even when alternatives
provide clear benefits. Emotional attachment, trust in face-to-face service, and low confidence in digital

tools collectively contribute to the inertia observed in Baby Boomers’ behaviour (Laukkanen, 2016).

This complexity echoes the theoretical argument that resistance among Baby Boomers is not simply
about functional deficits but is embedded in psychological familiarity and behavioural continuity.
According to the inertia theory, even when innovation is clearly superior, change is unlikely unless the
emotional, cognitive, and social dimensions of resistance are addressed (Greenfield 2009; Yildiz et al.,
2018). Therefore, the lack of significance at the variable level does not invalidate the theoretical premise;
it reinforces the notion that consumer resistance is a layered phenomenon, especially within older

segments navigating digital transformation.

In line with IRT, this study reaffirms the dual categorisation of resistance into active (functional) barriers,
including value, usage, risk and passive (psychological) barriers, such as image and tradition. The
inability to isolate a single statistically significant variable supports Ram and Sheth’s (1989) assertion
that consumers, particularly Baby Boomers, resist innovation through a cumulative effect of interrelated
barriers, rather than a single dominant factor. Similarly, SQB contributes an explanatory lens, positing
that older consumers remain loyal to traditional institutions due to emotional familiarity, inertia, and

aversion to anticipated loss or regret (Kahneman & Tversky, 1979; Heidenreich & Kraemer, 2016).

Moreover, the concept of inertia, as integrated within the SQB, further explains this resistance. Inertia,
defined as the tendency to continue previous behaviour even in the presence of superior alternatives,
was evident in this study’s findings, whereby Baby Boomers were statistically more likely to resist digital
transformation even without strongly perceived individual barriers. Instead, the cumulative burden of

adapting to a new banking paradigm contributed to passive resistance.
Conclusion

In conclusion, while some individual predictors were not statistically significant, the conceptual model’s
overall performance validates the outcome of this study. This confirms that Baby Boomers’ resistance
to digital-only branded banks is not merely a product of rational analysis but is shaped by an intricate
blend of functional, psychological, and behavioural dynamics. For marketers and digital banking
strategists, the empirical findings emphasise the importance of holistic, trust-based, and tradition-

sensitive branding strategies to effectively engage Baby Boomers in the evolving digital transformation
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of financial landscapes in emerging markets. Considering the prevalence of caveats, a clear picture of
its parameters and extent still provides a strong basis on which to develop future research.

Practical Implications

The absence of a singular dominant predictor implies that marketers should adopt bundled strategies
that target a matrix of resistance factors that redefine perceptions of risk, increasing perceived value,
simplifying user experience, and aligning digital services with established traditional banking norms.
Branding strategies must therefore focus on trust-building, emotional assurance, and familiarity, which
are critical cues for engaging the Baby Boomer market segment. The findings, particularly the weak
individual significance of value, usage, and risk, suggest that brand managers at institutions like
Discovery Bank, Tyme Bank, and Bank Zero should not focus their efforts solely on a single construct.
Instead, branding efforts should integrate emotional reassurance, traditional value alignment, and
personalised education on digital services. Collaborations with Baby Boomers themselves through
online training procedures, design-thinking workshops, or advisory panels can assist in tailoring brand

experiences and minimise resistance behavioural routines.
Theoretical Implications

Theoretically, we reinforced the interplay between psychological inertia and functional resistance as
articulated by the IRT and SQB, thereby empirically contributing to the need for multifaceted branding
strategies that collectively address usability, risk, and emotional inertia rather than treating them in
isolation. This research brings three complementary models (SQB, IRT, and inertia) into one conceptual
model, which has a scholarly value. These insights provide a foundational step for banks seeking to
bridge the generational digital divide and create inclusive digital transformation strategies within an

emerging market’s banking sector.

This study also fills a notable gap in the digital banking literature by focusing specifically on Baby
Boomers in an emerging market context. Prior research has largely generalised consumer resistance
across broader populations or focused primarily on younger, tech-savvy users. By narrowing its lens to
Baby Boomers, this research introduces a more nuanced understanding of generational resistance and
provides a replicable model for analysing adoption reluctance among older consumers in similar
contexts. The emotional and psychological cost of change, compounded by fear of risk or complexity,
makes adaptation particularly difficult for Baby Boomers. In this light, the lack of statistically significant
individual contributions does not diminish the value of the model; instead, it highlights the layered and
interdependent nature of consumer resistance, particularly among older consumers navigating digital

transitions.

WOHLLEBE & ROSS

Discover publication opportunities:
www.wr-publishing.org



https://doi.org/10.51137/wrp.ijarbm.761
http://www.wr-publishing.org/

International Journal of Applied Research in Business and Management (ISSN: 2700-8983)
Volume: 07 Issue: 09 Year: 2026
https://doi.org/10.51137/wrp.ijarbm.761

Future Research

Limitations such as the use of convenience and snowball sampling, coupled with the lack of generational
comparison, must be acknowledged. These constraints may have limited the detection of more granular
trends and better generalisation of the study's empirical results. Furthermore, purely quantitative tools
may have overlooked deeper attitudinal and emotional drivers, that qualitative methods, such as
interviews or focus groups, could have revealed. Hence, future research should adopt qualitative
methods to explore passive resistance. In-depth interviews or focus groups may provide insight into
emotional loyalty, fear of change, and social norm-related influences not easily detected in structured
surveys. Quantitative methods alone may limit interpretive depth; thus, a mixed research methods
approach is recommended to capture both surface-level responses and underlying motivations.
Additionally, longitudinal research may also be useful to observe changes in resistance behaviour over

time, particularly as digital literacy improves across older age groups.
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