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Internet banking in Jordan has developed rapidly since the year 2001, as most Jordanian banks have adopted some 
form of Internet usage and launched websites to serve their customers. This study extends the Unified Theory of 
Acceptance and Use of Technology (UTAUT) by adding perceived facilitating conditions and personality dimensions, 
two factors that have been suggested as important determinants of technology adoption. The frame of the study was 
―counter bank customers‖ sampled in three banks from three major cities in Jordan. The results indicated partial 
support for the UTAUT with respect to the predictors‘ effect on behavioral intentions. The extended model supported 
the influence of performance expectancy, social influence, self-efficacy, perceived trust, and locus of control on the 
individual‘s intentions to use Internet banking. Implications for research and practice, limitations, future research, 
and conclusions are discussed. 
 
Keywords: Unified Theory of Acceptance and Use of Technology (UTAUT), Internet banking, technology adoption, 
individual differences, instrument validation 
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I. INTRODUCTION 

The World Wide Web (WWW) significantly altered the contemporary business landscape for both businesses and 
individuals. As of 2009, the number of Internet users worldwide had increased to 1.734 billion since its introduction in 
the early 1990s [Internet World Stats, 2010]. Furthermore, between 2000 and 2009, the annual growth rate of 
Internet users worldwide has been estimated to be 380.3 percent, with the Middle East experiencing a rate of 
1,648.2 percent [Internet World Stats, 2010]. This growth of Internet usage has created many new opportunities for 
Middle Eastern firms to provide services and products, particularly within the banking industry. 

Previously, customers were limited to conducting transactions at the bank‘s premises, at an ATM, or over the 
telephone, but the Internet provides banks an additional channel for serving their clients. In many countries, 
providing multichannel banking has become a competitive necessity [The Banker, 2003]. One reason for this 
increased importance is that financial institutions can realize significant cost savings by utilizing the Internet. A 
typical Internet-based banking transaction averages about $.01 in cost, while transactions at a physical bank 
location or through an ATM costs $1.07 and $.27, respectively [Giglio, 2002]. Additionally, the use of online banking 
reduces the time necessary for customer transactions to occur [Karjaluoto et al., 2003]. 

Customers also benefit from the availability of financial services via the Internet. Online banking enables customers 
to perform transactions and other activities from home. Most banking transactions can be conducted twenty-four 
hours a day, 365 days a year. However, despite the benefits, only 39 percent of potential customers conducted 
online banking activity for the twelve-month period ending August 2005 [Sharma, 2005] and evidence suggests that 
most customers who have adopted Internet banking also continue to use traditional banking methods [Sarel and 
Marmorstein, 2004]. Like other new technologies, online banking is faced with the challenge of customer adoption. 
Since the success of this service is dependent on its adoption rate, a better understanding of which factors influence 
customers‘ adoption is needed. 

Unfortunately, most of the technology adoption theories and models have not been extensively tested outside of 
developed countries, while results have been inconsistent in instances where these models have been tested in 
developing countries [Bandyopadhyay and Fraccastoro, 2007; Lin and Bhattacherjee, 2008]. Several authors have 
suggested that this change in predictive power could be related to differences in culture within the specific countries 
[Akour et al., 2005; Al Sukkar and Hasan, 2005; Bandyopadhyay and Fraccastoro, 2007; Steers et al., 2008]. 
Bandyopadhyay and Fraccastoro [2007] utilized Hofstede‘s dimensions of culture to compare India (a developing 
country) to the U.S. (a developed country) and found that culture did impact behavioral intention through perceptions 
of social influence (i.e., individuals in different cultures react differently based on what significant others think). 
Consequently, there is a need to study these technology adoption theories and models in the context of different 
cultures. Therefore, the first objective of this study is to determine the validity of the Unified Theory of Acceptance 
and Use of Technology (UTAUT) in a developing country. This theory has not been extensively validated since it 
was initially proposed by Venkatesh et al. [2003]. A review of several academic databases indicated that there has 
been a limited number of studies that have utilized this unified theory of technology acceptance since it was 
proposed; only the study by Al-Gahtani et al. [2007] has tested UTAUT in a Middle Eastern country (Saudi Arabia). 
Their study provides two findings that are important to our study: first, the UTAUT may not be as robust in an Arabic 
setting; this is suggested by their finding of explained variance for behavioral intention, 39.1 percent, and explained 
variance for usage, 42.1 percent. Second, their study found that culture dimensions, specifically differences between 
Middle Eastern countries and Western countries, can impact the relationships hypothesized within the UTAUT 
model. These findings suggest that additional testing must be undertaken to determine the applicability and 
robustness of this proposed technology acceptance model. 

Jordan was selected as the country of interest for this study because of its unique location in the Middle East, its 
significant cultural differences from Western cultures, and the country‘s recent commitment to developing its 
information technology infrastructure [Akour et al., 2005; Al Sukkar and Hasan, 2005]. Hofstede‘s four dimensions of 
culture (power distance, uncertainty avoidance, individualism, and masculinity) suggest that Arab countries differ 
significantly from Western cultures such as the U.S. These differences as they relate to Jordan and their impact on 
technology acceptance were tested by Akour et al. [2005] in the context of Internet adoption. They found that Power 
Distance and Collectivism both had a significant influence on intention to use the Internet, while Uncertainty 
Avoidance and Masculinity were not significant in this decision. Akour et al. suggest that managers in Jordan may be 
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passing through a transition period of cultures and that these findings may not be consistent with the general 
Jordanian population. 

The second objective of this study was to extend/modify the UTAUT by adding two composite constructs that, we 
believe, influence intention to use a technology. First, individual differences can have both a direct and indirect effect 
on system usage [Zmud, 1979]. Furthermore, individual differences can be major predictors of system success, 
usage, satisfaction, and decision-making. Based on Zmud‘s classification of individual differences, we suggest 
personality as a factor that can have a direct affect on behavioral intention. The personality dimensions investigated 
in this study are self-efficacy, anxiety, perceived trust, perceived risk, personal innovativeness, and locus of control. 
Second, the UTAUT hypothesized that perceived facilitating conditions influences usage directly and not behavioral 
intention. In this study, we modify this relationship and hypothesize that perceived facilitating conditions directly 
influences behavioral intention. 

II. LITERATURE REVIEW 

In this section, we review the literature in three main areas: technology acceptance, Internet banking, and research 
related to these two areas as they apply to Jordan and other Arabic countries. 

Technology Acceptance 

Technology acceptance has been thoroughly researched in the field of information systems. Many models and 
theories have been developed which attempt to predict an individual‘s intention to adopt a specific technology. This 
stream of research has explored topics such as the adoption of electronic commerce [Kartiwi and MacGregor, 2007; 
Pavlou, 2003; Zhuang and Franz, 2008], wireless technology [Fang et al., 2006], electronic medical record 
technology [Chan and Hu, 2002; Hennington and Janz, 2007], instant messaging [Li, Chau, and Lou, 2005], banking 
technology [Kamel and Hasan, 2003], Internet banking [Shi et al., 2008; Shih and Fang, 2006], and Internet-based 
search engines [Sun and Zhang, 2006], and typically has concentrated on ―usage‖ or ―intention to use‖ as the key 
dependent variable. For instance, Son, Kim, and Riggens [2006] developed a model explaining technology 
acceptance of Internet-based infomediaries by individuals who shop online. They empirically examined their model 
and found that an individual‘s intention to use is significantly affected by their perceptions about the efficiency and 
effectiveness of the infomediary. Moreover, ease of use has significant positive relationships with perceived 
efficiency, perceived effectiveness, and intention to use. Another example is provided by Wang and Benbasat 
[2005], who examined the impact of trust when integrated into the TAM model to predict intention to adopt online 
recommendation agents when purchasing a digital camera. Using an experimental design, the study found evidence 
that trust has significant positive relationships with intention to adopt and perceived usefulness. In turn, perceived 
usefulness was directly related to intention to adopt. The relationship between perceived ease of use and intention 
to adopt was found to be fully mediated by perceived usefulness and trust. For comprehensive reviews of proposed 
models/theories of technology acceptance, see Lee, Kozar and Larsen [2003] and Venkatesh et al. [2003]. 

In particular, the Unified Theory of Acceptance and Use of Technology (UTAUT) by Venkatesh et al. [2003], 
represents a shift from a fragmented view of technology acceptance to a unified view that integrated the major 
theories and technology acceptance models into a single theory. Specifically, UTAUT integrates eight models that 
relate to the information technology acceptance domain with behavioral intention and use behavior as the main 
dependent variables. Coming from the original expectancy theory, the models that were integrated to formulate the 
UTAUT were the theory of reasoned action (TRA), the technology acceptance model (TAM), the theory of planned 
behavior (TPB), the decomposed theory of planned behavior (DTPB), the diffusion of innovation theory (DIT), the 
social cognitive theory (SCT), the motivational model, the model of PC utilization, and a combined model of TAM 
and TPB. The UTAUT model examined the determinants of user acceptance and usage behavior (performance 
expectancy, effort expectancy, social influence, and facilitating conditions) and found that all contribute to usage 
behavior either directly or through behavior intentions. These relationships were found to be moderated by gender, 
age, experience, and whether or not use is voluntary (see Figure 1). In the context of this study, performance 
expectancy is defined as the degree to which an individual believes that using Internet banking will help him or her 
achieve their goals; effort expectancy is defined as the degree of ease associated with using Internet banking; social 
influence is defined as the degree to which an individual perceives that important others believe he or she should 
use Internet banking; and facilitating conditions is defined as the degree to which an individual believes that an 
organizational and technical infrastructure exists to support Internet banking [Venkatesh et al, 2003]. 
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Figure 1: Unified Theory of Acceptance and Use of Technology [UTAUT] 
 

 

Internet Banking 

Online banking was first offered in the early 1980s as a result of banks striving to provide home banking services. 
This early online service required the use of the bank‘s proprietary software [Bidgoli, 2004]. Previously, touch-tone 
telephone technology was used by financial institutions to meet this customer need, but telephone service lacked the 
ability to provide a graphical interface and was cumbersome to utilize [Chou and Chou, 2000]. With the introduction 
of the World Wide Web, the demand for Internet banking services increased [Dandapani. 2004]. In fact, demand for 
Internet-based banking services has grown to the point where some banks, such as Netbank [Rothstein and 
Watson, 2004], operate exclusively online. 

Since its growth in popularity in the early 2000s, Internet banking has attracted the attention of many academics and 
has resulted in extensive research. For example, Liao and Cheung [2008] utilized the idea of bounded rationality to 
propose a framework for measuring customer satisfaction with Internet banking. They found that the six constructs 
of the proposed framework [usefulness, ease of use, reliability, security, responsiveness, and continuous 
improvement] explained 78.3 percent of the variance in customer satisfaction. In the same vein, Tan and Teo [2000] 
developed and empirically tested a model for intention to use Internet banking services based on the theory of 
planned behavior and diffusion of innovations theory. They found evidence that certain dimensions of attitude, 
namely relative advantage, compatibility with values, Internet experience, banking needs, trialability, and risk, as well 
as certain dimensions of perceived behavior control, specifically self-efficacy and government support, were 
significantly related the intention to use Internet banking. Sciglimpaglia and Ely [2002] found a high risk of customer 
loss for banks offering their services on the Internet. Their study suggested that 32.9 percent of customers would 
consider switching banks based on the interest rate offered by other online banking service providers and, for 
customers who have Internet connectivity in their homes, the possibility of switching increased to 40.5 percent. The 
importance of meeting customer needs becomes evident in consideration of such evidence. Therefore, research 
such as that conducted by Chung and Paynter [2002] is useful in addressing customer satisfaction. They found that 
download time, response time, security, and a transaction free of technical problems were significant factors 
affecting customer perceptions of Internet banking websites. Moreover, customer age, education level, previous 
experience using touch-tone telephone technology for banking transactions, and the perceived simplicity of 
conducting transactions were all important factors which have an effect on customers‘ willingness to adopt web-
based banking services. Jayawardhena [2004] also explored service quality in Internet banking and concluded that 
five major dimensions can be used in measuring the service quality a website offers: access, website interface, trust, 
attention, and credibility. 

In addition to research focusing on Internet banking services in the U.S., researchers have also investigated issues 
in other countries. For instance, Gounaris and Koritos [2008] surveyed Greek Internet users to assess their intention 
to adopt Internet banking utilizing the Perceived Characteristics of the Innovation (PCI) framework. They found that 
this framework provided better results than the Technology Acceptance Model (TAM) and that social (image and 
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result demonstrability) factors, as well as psychological (trialability) factors, play a significant role in the consumer 
decision to adopt Internet banking. In another study that investigated Internet banking in a developing country, Reid 
and Levy [2008] found that the original TAM provided a better fit than an extended model which included trust and 
computer self-efficacy. These authors also found that gender differences significantly impacted the role of trust in the 
adoption decision. Lichtenstein and Williamson [2006] found that Australians preferred convenience when adopting 
Internet banking. Their respondents appeared less concerned about risk than respondents from many other Internet 
banking studies. They suggest that this could be a result of culture. Appendix 1 has been included as a review of 
recent empirical studies on Internet banking use/adoption intention for countries outside of the U.S. 

While Islamic and developing countries share many of the same characteristics as Western countries with regards to 
the types of services that banks offer via the Web, the rate at which these services are provided appears to lag [Al 
Sukkar and Hasan, 2005]. This is in part due to Internet usage remaining somewhat limited in the Middle East. 
Internet World Statistics [2010] found that the Internet penetration was significantly below developed areas of the 
world such as North America, Oceania/Australia, and Europe (28.3 percent versus 74.2 percent, 60.4 percent, and 
52.0 percent respectively). Other reasons for the slow adoption by financial institutions include lack of top 
management support, security, and privacy issues [Guru et al., 2003], as well as technology and marketing costs, 
insufficient customer demand [Budd and Budd, 2007], intra-organizational power conflict, and a general lack of 
investment in e-commerce applications [Khalfan and Alshawaf, 2004]. 

Despite these difficulties, it appears that services provided via the Internet will play an important role in the future 
success of banks in the Middle East. Retention of customers, which is driven by customer satisfaction, is the most 
essential factor for gaining and maintaining market share [Rust and Zahorik, 1993]. Evidence has supported this 
hypothesized relationship between satisfaction and retention for bank customers in the Middle East [Al Sukkar and 
Hasan, 2005]. Moreover, offering products, such as Internet services, has been demonstrated as having a direct and 
positive effect on satisfaction [Kassim and Souiden, 2007]. 

Internet Banking in Jordan 

The Hashemite Kingdom of Jordan is an Arab country uniquely situated at the crossroads of three continents: Asia, 
Africa, and Europe. Connecting East to West, Jordan has been a key trading post in the Middle East for centuries. In 
the late 1990s, the Jordanian government adopted the goal of developing an intellectually competitive IT industry, 
one that attracts both foreign and local investments, generating high value jobs, and producing substantial levels of 
export. In particular, aggressive initiatives have been taken to implement Internet-based technologies to help 
facilitate the desired social and economic development [Ciborra and Nevarra, 2005]. 

Consequently, the data communications sector in Jordan has developed substantially over the last few years. 
Jordan was first connected to the Internet in 1996 [Eid, 2004]. As of 2008, the country‘s total number Internet service 
providers [ISP] has grown to fourteen, providing a total 260,922 ISP accounts [Domain Tools, 2008]. Additionally, 
the total number of Internet users has increased from 3,146 in 1996 to 1,126,700 in 2008, or about 23.3 percent of 
Jordan‘s population [Internet World Stats, 2008]. Interestingly, because access charges by ISPs are frequently high 
in Arab countries, despite the fact that the number of households owning a personal computer have been increasing, 
facilities providing public access, such as Internet cafes, are heavily relied on by Arab Internet users [Wheeler, 
2004]. 

Jordan, like any other developing country, is witnessing a rapid movement towards Internet banking. Interestingly, it 
appears that academic researchers have largely neglected this transformation; a search of academic databases 
found only two studies that are related to Internet banking and Jordan. A 2003 study examining commercial banks in 
Jordan found that of the major Jordanian owned banks which operate within the country, all maintained an 
informational website [Awamleh, Evans and Mahate, 2003]. However, only two of these sites offered transactional 
functionality. A more recent study by Migdadi [2008] found that Jordanian banks now typically provide a positive 
Internet banking service experience to its customers. For the purposes of our study, we visited Jordanian bank 
websites in January 2009 and found that all were providing some level of online banking functionality. 

III. RESEARCH HYPOTHESES 

The objectives of this study were accomplished through testing two sets of hypotheses. The first set utilized the 
hypothesized UTAUT relationships only, while perceived facilitating conditions and specific personality dimensions 
were added to the UTAUT model for the second set (see Figure 2). 
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Figure 2.  Proposed Research Extension 

 

Previous research suggests that the relationship between behavioral intention and performance expectancy (PE) is 
a strong indicator of technology acceptance. The construct of performance expectancy was developed for UTAUT 
through the aggregation of performance-related constructs employed in models predicting technology use. 
Examples include the constructs of job-fit for the Model of PC Utilization (MPCU) [Thompson et al., 1991], 
usefulness for the theories of Technology Acceptance Model (TAM), Technology Acceptance Model 2 (TAM2), 
Motivational Model (MM), and Decomposed Theory of Planned Behavior (DTPB) [Davis, 1989; Davis et al., 1989; 
Davis et al., 1992; Taylor and Todd, 1995a; 1995b], and relative advantage for the Innovation Diffusion Theory (IDT) 
[Moore and Benbasat, 1991]. In light of these previous studies and the proposed relationship suggested in UTAUT, 
we expect that PE will have a significant positive relationship with behavioral intention for the use of Internet 
banking. 

H1a: Customers with high performance expectancy will have a greater intention to adopt Internet banking. 

The relationship between effort expectancy (EE) and behavioral intention is frequently debated, because of the 
effect of performance expectancy on behavioral intention. The construct was aggregated in UTAUT from perceived 
ease of use (PEOU), complexity, and ease of use. However, research has provided contradictory outcomes, 
including studies utilizing the TAM model when reviewing PEOU and those utilizing TAM, IDT, and MPCU in 
examining complexity [Davis, 1989; Davis et al., 1989; Thompson et al., 1991; Moore and Benbasat, 1991]. We 
conclude there will be a positive relationship between effort expectancy and behavioral intention related to Internet 
banking in Jordan. 

H1b: Customers with high effort expectancy will have a greater intention to adopt Internet banking. 

Social influence was composed for UTAUT by summing constructs such as social influence, subjective norms, and 
image. Like EE, social influence has been researched in many contexts and results have been mixed with respect to 
its influence on behavior intention as it pertains to technology use. Despite these contradictory results, social 
influence has been recognized for its importance in affecting behavior in the field of marketing [Bourne, 1957] and is 
considered a critical issue of importance in the field of psychology [Forgas and Williams, 2001]. Based on the 
findings of Al Sukkar and Hasan [2005] and the evidence provided by Venkatesh et al. [2003] in their formulation of 
UTAUT, we expect that social influence will have a significant positive relationship with behavioral intention to use 
Internet banking. 

H1c: Customers perceiving high social influence from significant others will have a greater intention to 
adopt Internet banking. 
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Four factors were hypothesized by UTAUT to moderate the relationships depicted in their research model (gender, 
age, voluntariness, and experience). Based on the nature of this study (behavioral intention to adopt Internet 
banking), we dropped voluntariness and experience from the set of moderators, because use of online banking 
services is intrinsically voluntary and our target sample was non-Internet banking customers, respectively. Thus, 
only two moderators were utilized in our replication of UTAUT. Based on the relationships proposed by Venkatesh et 
al. [2003], we expect the following effects: 

H1d: The influence of performance expectancy will be moderated by gender, such that the effect will be 
stronger for men; the influence of effort expectancy will be moderated by gender, such that the effect will be 
stronger for women; and the influence of social influence will be moderated by gender, such that the effect 
will be stronger for women. 

H1e: The influence of performance expectancy will be moderated by age, such that the effect will be 
stronger for younger individuals; the influence of effort expectancy will be moderated by age, such that the 
effect will be stronger for younger individuals; and the influence of social influence will be moderated by 
age, such that the effect will be stronger for older individuals. 

Proposed Extensions to UTAUT 

When exploring possible facilitating conditions, Venkatesh et al. [2003] developed theory by drawing from three 
important constructs: perceived behavioral control (PBC), facilitating conditions, and compatibility [Ajzen, 1991; 
Armitage and Conner, 2001; Ajzen, 2002; Hu and Chau, 1999; Sparks et al., 1995]. We expect that perceived 
facilitating conditions would exert a positive influence on behavioral intention to use Internet banking in Jordan. 

H2a: Perceived facilitating conditions will have a significant positive relationship with behavioral intention 
to adopt Internet banking. 

Personality refers to ―the cognitive and affective structures maintained by individuals to facilitate their adjustments to 
events, people and situations encountered in life‖ [Zmud, 1979, p. 967]. Several personality dimensions have been 
researched and found to influence behavioral intention. For instance, self-efficacy has a significant influence on 
usage, performance, and outcome expectations [Bandura, 1982; Compeau and Higgins, 1995b; Johnson and 
Marakas, 2000; AbuShanab et al., 2003]. The UTAUT dropped self-efficacy as an antecedent of intention, but 
retained it as an antecedent of effort expectancy. We hypothesize, based on the social cognitive theory (SCT) 
literature and other work [McElroy et al., 2007; Pearson and Pearson, 2008; Thatcher et al., 2008] that self-efficacy 
(SE) will have a positive influence on intention to use Internet banking in Jordan. 

H2b: Self-efficacy will have a significant positive relationship with behavioral intention to adopt Internet 
banking. 

Anxiety is another personality dimension that was explored in the UTAUT and suggested to be a predictor of effort 
expectancy. The term anxiety ―is most often used to describe an unpleasant emotional state or condition which is 
characterized by subjective feelings of tension, apprehension, and worry‖ [Spielberger, 1972, p. 482]. Highly anxious 
individuals exaggerate the threat associated with a situation, which produces the feelings of anxiety [Sarason, 1972]. 
The anxiety then motivates an individual to avoid conditions that produce these anxious feelings [Cheek and Buss, 
1982; Epstein, 1972]. Based on the SCT literature and the work of Harrison and Rainer [1992], we hypothesize that 
anxiety will inversely influence intention. 

H2c: Anxiety toward using the Internet will have a significant negative relationship with behavioral intention 
to adopt Internet banking. 

Personal innovativeness is considered to be an important dimension of individual differences which influences 
technology acceptance [Agarwal and Prasad, 1999; Bhatti, 2007; Kwon et al., 2007]. Personal innovativeness has 
been found to be a significant moderator in training literature and a significant mediator between managerial 
interventions and use of innovation. We expect that personal innovativeness will have a positive and direct effect on 
behavioral intention. 

H2d: Personal innovativeness will have a significant positive relationship with behavioral intention to adopt 
Internet banking. 
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Trust and perceived risk are personality dimensions that are closely related in the literature. Research has shown a 
direct effect of trust and perceived risk on use intention [Pavlou, 2003; Warkenton et al., 2002]. Moreover, other work 
emphasizes the role of trust in predicting usefulness, intention, and usage [Suh and Han 2003; Gefen et al., 2003; 
Wang and Benbasat, 2005; Komiak and Benbasat, 2006; Reid and Levy, 2008]. We expect that the personality 
dimensions of trust and risk propensities will have a positive and direct effect on behavioral intention. 

H2e: Perceived trust will have a significant positive relationship with behavioral intention to adopt Internet 
banking. 

H2f: Perceived risk will have a significant positive relationship with behavioral intention to adopt Internet 
banking. 

Locus of control (LOC) is another personality dimension which can affect technology acceptance. This paper draws 
a distinction between internal LOC and self-efficacy. Self-efficacy is task specific, meaning that an individual might 
have high SE toward one system and lower SE toward another, while internal LOC is an internal and stable 
individual characteristic which would affect the individual‘s perception of all systems accordingly [Gist, 1987]. We 
expect that individuals with internal locus of control will have higher intentions to adopt Internet banking than 
customers with external locus of control. 

H2g: Internal LOC will have a significant positive relationship with behavioral intention to adopt Internet. 

IV. RESEARCH METHOD 

Validation and Translation Process 

The instrument used for this study utilized previously validated measures adapted from the technology acceptance 
literature (see Appendix II). The instrument (available at www.business.siuc.edu/mgmt/faculty/pearson/survey.pdf) 
was translated into Arabic through the process proposed by Brislin [1976]. This process involves using an individual 
familiar with both the original and the target language and translating the original document into the target language. 
This document is then translated back into the original language by a different individual and checked for 
inconsistencies. Any inconsistencies were resolved prior to the initial pilot test. Finally, the Arabic survey was pilot 
tested using Arab students residing in the U.S. to check the readability of the instrument and the logical flow of 
questions. The results indicated that the sequencing of the instrument was appropriate and did not include mistakes 
or confusing items. This translation approach is consistent with work by Al-Gahtani et al. [2007]. 

The survey used in this study consisted of three sections: first, a description of Internet banking and the services 
provided by Jordanian banks. Second, fifty-one items were used to measure the variables tested in this study. All 
items were tested using seven-point Likert scales. Finally, the third section included questions regarding the 
demographics of respondents. 

Data Collection 

The population of interest was Jordanian bank customers. The institutions chosen for this study are three leading 
banks in the Jordanian banking sector: The Arab Bank, The Housing Bank, and The Jordan Islamic Bank. The 
sampling process took place at bank branch offices in the three major cities in Jordan: Russaifa, Amman, and Zarqa. 
An assumption of our research is that no difference exists between the customers of these three banks or the 
customers residing in the three cities. The purpose of using three banks and three cities is to guard/reinforce the 
external validity of the study. 

The use of current bank customers helps to support the external validity of the research, as they are believed to be 
excellent proxies for the population of the study. Additionally, our study used ―counter bank customers‖ rather than 
other types of customers, such as Internet customers, to control for the bias of previous usage experience. The 
instrument asked the respondents if they had used or were current users of Internet banking. The study employed a 
systematic random sampling (taken on intervals) of customers entering the banks over the course of a two-week 
time period. Based on the number of independent variables in the research model, the necessary sample size was 
estimated. The total number of independent variables was ten, including all personality dimensions. Therefore, 
based on the recommendations of Hair et al. [1998], the sample size should be fifteen to twenty observations per 
variable. Additionally, the sample size needs be greater than 100 for power calculations and to detect significant 
differences in R

2
 with a power level of 0.8 [Hair et al. 1998]. 940 cases were collected for the final sample. The 

minimum R
2
 value that can be found with this sample size to keep the power level at 0.8 is 5 percent. 
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The first step performed after data collection was a visual inspection to detect any incomplete surveys. Sixty-two 
cases were found to be missing more than two responses and were deleted. Using the mean of the items 
representing each variable for each case, a preliminary regression analysis was conducted. The reliability of the 
instrument and accuracy of the regression model were not evaluated at this point. The preliminary tests, which 
included Cook‘s D, leverage, Mahalanobis distance, standardized DFBeta, and the standardized residuals, were 
conducted to identify influential cases and outliers. Cases were deleted from the sample in which limits on more than 
one measure were exceeded. Ultimately, this inspection resulted in the removal of nine additional cases, leaving our 
sample at 869 cases. Finally, because our target respondents were non-Internet banking customers, we deleted 346 
cases from the sample where the respondents indicated they were currently using Internet banking. This resulted in 
the final sample consisting of 523 cases. Table 1 provides the demographics of the sample used for model validation 
and shows numbers related to bank, gender, age, and education. 

Table 1: Demographics of Non-Internet Banking Customers 

 
Bank # of Respondents Percent 

Jordan Islamic Bank 204 39.0 

Arab Bank 148 28.3 

Housing Bank 171 32.7 

 
Gender # of Respondents Percent 

Male 334 63.9 

Female 189 36.1 

 
Age # of Respondents Percent 

Less than 30 301 57.6 

= >30 222 42.4 

 
Education # of Respondents Percent 

High school and less 156 29.8 

Bachelor 296 56.6 

Graduate 71 13.6 

 

Factor Analysis 

The purpose of using factor analysis was to confirm item loadings and to check the reliability and validity of the 
measures used. This analysis allowed for the deletion of items that did not load significantly on its intended variable. 
Hair et al. [1998] recommends a ratio of 1 to 10 between the items to be factored and the number of cases used, 
with a minimum of 1 to 5. In this study, factor analysis was conducted on fifty-one items and the ratio of items to 
cases was approximately 1 to 10. The method used in the analysis was a principal components analysis with a 
varimax rotation (Oblimin). Preliminary checks on the results indicated the overall suitability of factor analysis based 

on Bartlett‘s test of Sphericity with a χ1275 = 29783.7, p < .001. The Kaiser-Meyer-Olkin measure of sampling 

adequacy was used to check for excessive correlations with a value equal to 0.9466 (recommended value of KMO is 
greater than 0.5). This suggests the existence of small correlations between variables. Finally, a substantial part of 
the off-diagonal correlations in the anti-image matrix were less than 0.1, while the diagonal correlations were all 
more than 0.5. This indicates that factor analysis was an appropriate technique for reducing the number of items 
used in this study. 
 
Social influence (SI), perceived facilitating conditions (PFC), locus of control (LOC) and perceived risk (PR) included 
items that loaded with values less than 0.5, which is below the minimum significant level [Hair et al., 1998]. These 
items were deleted from further analysis (see Appendix II). Cronbach‘s alpha was used as a measure of the 
reliability of the scales. Values that range from 0.7 and above have commonly been considered acceptable in 
literature [Hair et al., 1998] (see Table 2). 
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Table 2: Cronbach’s Alpha and the Reliability of Scales 

Factor Original # of Items # of Items Retained Cronbach‘s Alpha 

Behavior Intention (BI) 3 3 0.861 

Performance Expectancy (PE) 6 6 0.930 

Effort Expectancy (EE) 6 6 0.890 

Social Influence (SI) 5 3 0.801 

Perceived Facilitating Conditions (PFC) 5 2 0.742 

Self-Efficacy (SE) 6 6 0.858 

Anxiety (Anx) 4 4 0.886 

Perceived Trust (PT) 4 4 0.886 

Personal Innovativeness (PI) 4 4 0.835 

Locus of Control (LC) 5 4 0.871 

Perceived Risk (PR) 3 2 0.732 

 
Convergent and discriminant validity are two important components of any survey based research. Convergent 
validity implies that the individual measures of a specific construct should be related, while discriminant validity 
refers to the extent to which a given construct differs from other constructs. To determine if the proposed constructs 
within a study display convergent validity, it is necessary to examine the factor loadings of each item on the variable 
of interest. Falk and Miller [1992] recommend a loading level of 0.55 to assess item reliability; as can be seen in 
Appendix III, all the retained items had loadings greater than the suggested threshold. This suggests adequate 
convergent validity. To determine if adequate validity existed, we looked at the loadings for each item to ensure that 
no item loaded more highly on another construct than it did on the its intended measure; the individual factor 
loadings listed in Appendix III suggest that this condition exists thereby providing evidence of adequate discriminant 
validity [Ranganathan et al., 2004]. Table 3 presents the means, standard deviations, and construct inter-
correlations. 
 

Table 3: Descriptives and Inter-correlations 

 
 Mean S.D. LOC Anx PE PT SE SI EE BI PR PI PFC

C 
LOC 4.031 1.63 1.00           

Anx 4.15 1.69 -0.11* 1.00          

PE 5.50 1.38 0.11** -0.17** 1.00         

PT 4.58 1.58 0.02** -0.15** 0.27** 1.00        

SE 4.82 1.32 -0.26** 0.02 -0.33** 0.29** 1.00       

SI 4.20 1.64 -0.24** 0.03 -0.28** -0.30** 0.32** 1.00      

EE 5.12 1.25 0.25** -0.22** 0.17** 0.22** -0.35** -0.26** 1.00     

BI 4.22 1.72 0.31** -0.16** 0.12** 0.29** -0.30** -0.33** 0.35** 1.00    

PR 4.92 1.24 -0.27** -0.27** 0.26** 0.24** -0.22** -0.09** 0.33** 0.25** 1.00   

PI 4.72 1.47 0.05** 0.05 -0.28** -0.26** 0.16** 0.21** -0.32** -0.32** -0.21** 1.00  

PFC 4.86 1.76 -0.05** -0.05 0.25** 0.19** -0.26** -0.31** 0.24** 0.29** 0.21** -

0.24

** 

1.00 

** Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

Replicating the UTAUT (Behavioral Intention) 

The UTAUT hypothesized that three variables would be significant in predicting behavior intention: performance 
expectancy, effort expectancy, and social influence. Also, perceived facilitating conditions were suggested to 
influence user behavior directly. In this study we were not testing the relationship between facilitating conditions and 
use behavior, as we were looking specifically at intention to adopt Internet banking. Based on this, we dropped 
perceived facilitating conditions for the replication portion of our study. The resulting model included three 
independent variables predicting behavioral intention: performance expectancy (PE), effort expectancy (EE), and 
social influence (SI). This model was tested through regression analysis, which indicated significant results for all 
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three variables (PE, EE, and SI) with an R
2
 value of 0.427 (adjusted R

2
 = 0.423) and an F3,516 = 128.070, p < 0.001. 

Table 4 provides the output of the analysis. 
 

Table 4: Testing the UTAUT Coefficients 
 

Model 
UnstandCoeff. 

Beta 
Standard 

Error 

Standard 
Coefficient 

Beta t Sig. 

Correlations 

Zero-
Order Partial Part 

1 

(Constant) -0.556 0.266  -2.091 0.037    

PE 0.507 0.052 0.407 9.673 0.000 0.588 0.392 0.322 

EE 0.153 0.056 0.114 2.725 0.007 0.460 0.119 0.091 

SI 0.284 0.039 0.274 7.261 0.000 0.493 0.304 0.242 

Gender Effect 

Interaction effects (or moderation effects) were estimated using an additional term(s) in the regression model that is 
computed through the multiplication of the independent variable(s) and the moderator. Researchers recommend 
using dummy coding for categorical variables in the regression model. Gender was coded with males as the 
reference category (control category). When testing the effect of gender as a moderator with performance 
expectancy, social influence, and effort expectancy as predictors, the results indicated significant results for all 
interaction terms at the 0.05 level. Performance expectancy and effort expectancy were significantly moderated by 
gender with a beta value of –0.449 (p < 0.01) and 0.453 (p < 0.01), and social influence was moderated by gender 
with a beta value of 0.166 (p < 0.05). Table 5 summarizes the results when moderated by gender. 
 

Table 5a: Model Summary of the Interaction Effect of Gender (UTAUT) 

 

Model R 
R 

Square 

Adjusted 
R 

Square 

Std. Error 
of the 

Estimate 

Change Statistics 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1
a
 0.791 0.626 0.623 1.104 0.626 209.746 4 501 0.000 

2
b
 0.800 0.640 0.640 0.998 0.014 6.269 3 498 0.000 

a. Predictors: (Constant), Gender, PE, SI, EE 
b. Predictors: (Constant), Gender, PE, SI, EE, SI*Gender, PE*Gender, EE*Gender 
c. Dependent Variable: BI 

Note: Gender was coded with males as the control category (females = 1 and males = 0). 

 

Table 5b: ANOVA Table of the Interaction Effect of Gender (UTAUT) 

  

Model  
Sum of 
Squares df 

Mean 
Square F Sig 

1
a
 

Regression 
Residual 
Total 

861.921 
514.704 

1376.625 

4 
501 
505 

215.480 
1.027 

209.743 
 

0.000
a
 

2
b
 

Regression 
Residual 
Total 

880.650 
495.975 

1376.625 

7 
498 
505 

125.807 
0.996 

126.321 0.000
b
 

a. Predictors: (Constant), Gender, PE, SI, EE 
b. Predictors: (Constant), Gender, PE, SI, EE, SI*Gender, PE*Gender, EE*Gender 
c. Dependent Variable: BI 
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Table 5c: Coefficient Table of the Interaction Effect of Gender (UTAUT) 

 

Model 

Unstand. 
Coeff. 
Beta 

Std. 
Error 

Stand. 
Coeff. 
Beta t Sig. 

1 (Constant) 

PE 

EE 

SI 

Female 

0.155 

0.606 

0.074 

0.217 

-1.346 

0.215 

0.042 

0.046 

0.032 

0.094 

 

0.500 

0.057 

0.215 

-0.394 

0.718 

14.276 

1.637 

6.847 

-14.321 

0.473 

0.000 

0.102 

0.000 

0.000 

2 (Constant) 

PE 

EE 

SI 

Gender 

PE*Gender 

EE*Gender 

SI*Gender 

0.325 

0.730 

-0.052 

0.170 

-1.898 

-0.269 

0.297 

0.127 

0.254 

0.055 

0.059 

0.040 

0.440 

0.085 

0.091 

0.064 

 

0.603 

-0.040 

0.169 

-0.555 

-0.449 

0.453 

0.166 

1.280 

13.169 

-0.881 

4.270 

-4.314 

-3.170 

3.254 

1.982 

0.201 

0.000 

0.379 

0.000 

0.000 

0.002 

0.001 

0.048 

a. Dependent Variable: BI 

 

  

 

 

 

Figure 3. Gender as Moderator. 

Results indicated that performance expectancy had stronger effect in the case of males, and social influence and 
effort expectancy had stronger effect in the case of females (see Figure 3). These results were not unexpected; as 
suggested by Al-Gahtani et al. [2007]. Women in Arab countries tend to be limited in social roles and professional 
opportunities, and it would be expected that women would be less inclined to use computers in general and may 
perceive adopting a computer-based application such as Internet banking to be more difficult than would Jordanian 
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males. Our results tend to support these premises in that Jordanian males believe that Internet banking helps them 
achieve more of their goals (PE) than do Jordanian women; Jordanian women believe that more effort is required 
(EE) to use Internet banking; and Jordanian women are more strongly influenced by significant others in their 
decision to adopt Internet banking. These results are also consistent with the culture scores suggested for Arab 
countries by Hofstede and Hofstede [2004] in that higher power distance scores would suggest that individuals will 
consider the opinion of significant others more than individuals from countries (e.g., U.S.A.) with lower power 
distance scores, and lower masculinity scores in the Arab countries would suggest that individuals with more 
―masculine‖ tendencies would probably be more likely to embrace or use new technologies to achieve their personal 
and professional goals. 

Age Effect 

The case of age is similar to gender as there are two categories which required one dummy variable. The 
independent variables were multiplied by the dummy variable, which resulted in three interaction terms in the 
regression model. Results indicated significant interaction terms for both performance expectancy and effort 
expectancy when moderated by age. The beta values were –0.628 (p < 0.01) and 0.643 (p < 0.01) for performance 
expectancy and effort expectancy respectively (p < 0.05 for both). Social influence was not moderated by age. Table 
6 summarizes the results of the interaction model using age as a moderator. 
 

 Table 6a: Model Summary of the Interaction Effect of Age (UTAUT) 

 

 

Model R 
R 

Square 

Adjusted 
R 

Square 

Std. 
Error of 

the 
Estimate 

Change Statistics 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1
a
 0.712 0.507 0.504 1.219 0.507 129.552 4 503 0.000 

2
b
 0.720 0.519 0.512 1.208 0.519 77.095 7 500 0.000 

a. Predictors: (Constant), Age, EE, PE, SI 
b. Predictors: (Constant), Age, EE, PE, SI, Age*SI, Age*PE, Age*EE  
c. Dependent Variable: BI 

Note: Age was coded with = >30 as the control category (<30 = 1 and => 30 = 0). 

 

Table 6b: ANOVA Table of the Interaction Effect of Age (UTAUT) 

 

Model  
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regression 
Residual 
Total 

770.214 
747.611 
1517.825 

4 
503 
507 

192.554 
1.486 

129.552 0.000
a
 

2 Regression 
Residual 
Total 

787.864 
729.961 
1517.825 

7 
500 
507 

112.552 
1.460 

77.095 0.000
b
 

a. Predictors: (Constant), Age, EE, PE, SI 
b. Predictors: (Constant), Age, EE, PE, SI, Age*SI, Age*PE, Age*EE 
c. Dependent Variable: BI 

 

The results indicated that the effect was stronger for older customers (age = >30) in the case of performance 
expectancy, and stronger for younger customers (age < 30) in the case of effort expectancy (see Figure 4). These 
findings provide only limited support for H1e and contradicts the findings of Venkatesh et al. [2003]. While both 
studies found that age does moderate the relationships between performance expectancy and behavioral intention 
and social influence and behavior intention, our findings suggest different age groups are impacted. Another 
contradiction between Venkatesh et al. and our study is the lack of significance of age on social influence. These 
findings suggest that additional research should be undertaken to better understand the impact of age in technology 
adoption. 
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Table 6c: Coefficient Table of the Interaction Effect of Age (UTAUT) 

 

Model 

Unstand. 
Coeff. 
Beta 

Std. 
Error 

Stand. 
Coeff. 
Beta t Sig. 

1 (Constant) 

PE 

EE 

SI 

Age 

-1.746 

0.417 

0.160 

0.149 

1.572 

0.284 

0.049 

0.054 

0.038 

0.113 

 

0.333 

0.115 

0.143 

0.448 

-6.143 

8.492 

2.931 

3.928 

13.917 

0.000 

0.000 

0.004 

0.000 

0.000 

 

2 (Constant) 

PE 

EE 

SI 

Age 

Age*PE 

Age*EE 

Age*SI 

 

-1.929 

0.006 

0.613 

0.180 

1.704 

-0.307 

0.339 

-0.020 

0.769 

0.146 

0.162 

0.114 

0.519 

0.103 

0.115 

0.079 

 

0.004 

0.442 

0.172 

0.486 

-0.628 

0.643 

-0.043 

-2.508 

0.038 

3.776 

1.577 

3.286 

-2.998 

2.958 

-0.261 

0.012 

0.969 

0.000 

0.115 

0.001 

0.003 

0.003 

0.795 

a. Dependent Variable: BI 

 

  

 

Figure 4. Age as Moderator. 

 

Exploring the Proposed Extensions 

Our study extended the UTAUT by proposing that two additional composite variables would be significant in 
predicting behavioral intention. The first variable consisted of six separate constructs (self-efficacy, anxiety, personal 
innovativeness, perceived trust, perceived risk and locus of control) labeled ―personality dimensions.‖ The second 
variable was perceived facilitating conditions, which had previously been hypothesized to influence use behavior 
directly in the UTAUT and, therefore, not affecting behavioral intention. The method used to explore this equation 
was linear multiple regression using blocks as an entering method. We entered the original UTAUT variables (PE, 
EE, and SI) in the first block, and perceived facilitating conditions (PFC) and the personality dimensions (SE, Anx, 
PT, PI, LOC, PR) in the second block. This method yields the same results when entering all variables at the same 
time, but also provides a test for the contribution of the different personality dimensions and perceived facilitating 
conditions. The equation for this proposed model is: 
 

BI = β o + β PE.BI (PE) + β EE.BI (EE) + β SI.BI (SI) + β PFC.BI (PFC) + β SE.BI (SE) 

+ β An.BI (Anx) + β PI.BI (PI) + β PT.BI (PT) + β PR.BI (PR) + β LOC.BI (LOC) 
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The results of the proposed model included the following significant terms (using an alpha level of 0.05): 

BI = -0.790 + 0.469 PE + 0.176 SI + 0.132 SE + 0.216 PT + 0.138 LOC 

Table 7: Coeffecients Table for Block Regression Analysis 

 

First Block Unstand. 
Coeff. 
Beta Std. Error 

Stand 
Coeff. 
Beta t Sig. 

Correlations 

Zero-
Order Partial Partial 

Model 1 (Constant) -0.408 0.272  -1.499 0.134    

PE 0.514 0.054 0.410 9.579 0.000 0.575 0.388 0.325 

EE 0.131 0.057 0.097 2.272 0.024 0.440 0.099 0.077 

SI 0.270 0.040 0.260 6.737 0.000 0.473 0.284 0.229 

Second Block 

Model 2 (Constant) -0.790 0.346  -2.283 0.023    

PE 0.469 0.052 0.373 9.060 0.000 0.575 0.372 0.289 

EE -0.070 0.060 -0.052 -1.163 0.245 0.440 -0.051 -0.037 

SI 0.176 0.041 0.170 4.271 0.000 0.473 0.185 0.136 

PFC -0.063 0.043 -0.060 -1.461 0.144 0.347 -0.064 -0.047 

SE 0.132 0.056 0.103 2.346 0.019 0.420 0.103 0.075 

Anx -0.056 0.034 -0.055 -1.646 0.100 -0.149 -0.073 -0.052 

PT 0.216 0.045 0.197 4.802 0.000 0.493 0.208 0.153 

PI 0.033 0.056 0.028 0.586 0.558 0.454 0.026 0.019 

LOC 0.138 0.046 0.132 3.004 0.003 0.418 0.132 0.096 

PR 0.043 0.049 0.034 0.892 0.373 0.349 0.039 0.028 

The R
2
 value was 0.480 (adjusted R

2
 = 0.469), with an F10,512 = 47.190, p < 0.001. The contribution of the personality 

dimension was explored using the results from Table 8. The significance of the F test of the second block is 
considered an indication of the significant contribution of those dimensions. The results show that the change in R

2
 

is 0.077 and that this change is significant (F10,512 = 12.65, p < 0.001). The betas of the three additional variables 
(SE, PT and LOC) also indicate the importance of those dimensions. Table 9 shows the ANOVA table of regression 
analysis. 

Table 8: Model Summary 

 

Model R 
R 

Square 

Adjusted 
R 

Square 

Std. 
Error of 

the 
Estimate 

Change Statistics 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 0.634
a 

0.403 0.398 1.322 0.403 87.239 4 518 .000 

2 0.693
b 

0.480 0.469 1.241 0.077 12.646 6 512 .000 

a. Predictors: (Constant), PE, SI, EE 
b. Predictors: (Constant), PE, PFC, SI, EE, PT, LOC 

 

Table 9: ANOVA Table of the Interaction Effect of Age (UTAUT) 

 

Model  
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regression 
Residual 
Total 

609.937 
905.408 
1515.345 

4 
518 
522 

152.484 
1.748 

87.239 .000
a 

2 Regression 
Residual 
Total 

726.795 
788.550 
1515.345 

10 
512 
522 

72.679 
1.540 

47.190 .000
b
 

a. Predictors: (Constant), PE, SI, EE 

b. Predictors: (Constant), PE, PFC, SI, EE, PT, LOC 
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Customers in Jordan with high performance expectancy were found to have a greater intention to adopt Internet 
banking (β = 0.469, t = 9.060, p < 0.001). The betas are particularly important in predicting behavioral intention as 
they compare the variables‘ directions. Performance expectancy uniquely explained 8.4 percent of the variance in 
behavioral intention (the squared value of the part correlation: 0.289). Notably, performance expectancy accounted 
for the largest unique contribution in explaining the variance in behavioral intention. Such results support the work of 
Venkatesh et al. [2003] in the UTAUT, Davis [1989] in TAM, Venkatesh and Davis [2000] in TAM2, and other 
replications of those models [Szajna, 1996; Toe et al., 2003]. 

Social influence also significantly explained behavioral intention when controlling for other variables (β = 0.176, t = 
4.271, p < 0.001). Bank customers in Jordan with high social influence had greater intentions to use Internet 
banking. Social influence uniquely explains 1.9 percent of the variance in behavioral intention. These results indicate 
support of the UTAUT findings and other research [Venkatesh and Davis 2000; Riemenschneider et al., 2002]. 

Additionally, self-efficacy was found to be a significant predictor of behavioral intention. This result provides more 
insight into the relationship between self-efficacy and behavioral intention which was not supported by the UTAUT. 
Customers with high self-efficacy reported higher intentions to adopt Internet banking in Jordan (β = 0.132, t = 2.346, 
p < 0.05). Self-efficacy uniquely explains 0.6 percent of the variance in behavioral intention. Our findings support 
previous research in the social cognitive area [Compeau and Higgins, 1995b; De Vries et al., 1988]. 

Perceived trust was another dimension which demonstrated significant explanation of the variance in behavioral 
intention. The results indicate that Jordanians with high levels of trust will have greater intentions to adopt Internet 
banking (β = 0.216, t = 4.802, p < 0.001). Perceived trust uniquely explains 2.3 percent of the variance in behavioral 
intention. This is in agreement with the work of Hoffman et al. [1999] where they concluded that the lack of trust 
would prevent customers from engaging in online activities. This construct was not proposed by the UTAUT, but was 
utilized in the work of Pavlou [2003] and Suh and Han [2003].  

Locus of control was the last variable to remain in the model with a significant explanation of behavioral intention (β 
= 0.138, t = 3.004, p < 0.01). Jordanian bank customers with internal locus of control have greater intentions to 
adopt Internet banking based on their modeling process that makes them respond faster to new systems where they 
believe they have control of their environment [Gist, 1987]. Locus of control uniquely explains 0.9 percent of the 
variance in behavioral intention. This construct has not typically been utilized in the technology acceptance domain 
as only two studies were reported by Zmud [1979] that have examined locus of control. Nonetheless, our findings 
support the hypothesis that individuals with an internal locus of control would have higher usage/utilization of the 
system. 

The relationship between effort expectancy and behavioral intentions was supported when replicating the UTAUT. 
However, effort expectancy failed within our proposed extension, which supports previous findings [Locus and 
Spitler, 1999]. The reason might be the strong influence of competing variables (SE, PT, and LOC) or the items 
measuring other variables which might be measuring the same dimensions of effort expectancy (LOC or SE). 
Previous research supported this relationship based on the association between the ease of the system and the 
higher intentions to use it [Davis 1989; Venkatesh 2000; Szajna 1996]. This indicates the mediation effect of 
performance expectancy and the strong association between the two variables. 

Also, the results indicated that the influence of perceived facilitating conditions was not significant in predicting 
behavioral intention. This means that Jordanian‘s intentions to adopt Internet banking is not influenced by what the 
bank provided to support the customer‘s usage of the system and their perceptions of the ease in using Internet 
banking. This could possibly be explained by potential adopters not being familiar with the services or websites that 
Jordanian banks provide in support of Internet banking. 

The personality dimensions of anxiety, personal innovativeness, and perceived risk failed to explain a significant 
amount of variation of behavior intention over and above the existence of the previous relationships. This is in 
congruence with Venkatesh et al.‘s [2003] study, which found similar results. However, other research in the 
technology acceptance domain has yielded contradictory results for these relationships, depending on the set of 
variables utilized and the structures of the models. It is worth noting that technology acceptance is a task specific 
area, so results will depend on the technology under consideration and subjects used. 

A possible explanation for these findings is the differences in culture that exist between Jordan and the country 
where UTAUT was developed [Straub and Brenner, 1997; Srite, 2006; Lippert and Volkmar, 2007]. As we have 
suggested earlier, Jordan culture differs significantly from Western countries such as the U.S. [Hofstede and 
Hofstede, 2004] and this could significantly impact how potential adopters of Internet banking look or think about 
technology adoption. 
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V. DISCUSSION OF RESULTS 

The first objective of this study was to replicate the behavioral intention portion of UTAUT and examine the model‘s 
applicability to a country outside of the U.S. This study partially supported the work of Venkatesh et al. [2003]. We 
found evidence that three constructs (performance expectancy, effort expectancy, and social influence) are 
significant as predictors of behavioral intention (supporting H1a, H1b, and H1c). However, while our results were 
consistent with UTAUT on gender (supporting H1d), we found conflicting results on the effect age has on the three 
direct effect constructs (partial support for H1e). The contradiction between UTAUT and our study relating to the 
moderation effect of age is interesting; UTAUT suggested that performance expectancy would be stronger for men 
and younger workers, while we found that this relationship was stronger not only for men, but for older (= >30 years 
of age) individuals. We believe this difference could be based on the specific context of our study, i.e., Internet 
banking. Older individuals typically are more involved in work, family, and other commitments, thus valuing 
mechanisms that would help make their life easier and/or more productive. If this conjecture is true, it suggests that 
future studies are necessary to see if UTAUT is context specific. 
 
Our study also contradicts the results suggested by UTAUT related to the moderation effect of age and its impact on 
effort expectancy and behavioral intention. We found that this relationship was stronger for younger individuals [<30 
years of age], opposite of what was proposed by Venkatesh et al. [2003] in the UTAUT model. One possible 
explanation for this finding is the availability or lack of availability of personal computers and/or Internet access; 
Jordan is a developing country that has recently committed to developing its information technology infrastructure 
and the computer literacy of its general population. Many of the programs established to achieve these goals have 
been implemented through schools and universities in the last decade. This would create somewhat of a literacy gap 
between younger and older Jordanians; younger individuals would be comfortable/knowledgeable in their utilization 
of computer technologies and the Internet. 
 
The second objective was to extend the UTAUT by including two additional factors that literature has suggested can 
influence behavior intention to adopt a technology (perceived facilitating conditions and personality). In this study, 
we suggested that perceived facilitating conditions would be a significant predictor of behavioral intention (H2a). The 
results indicated that this relationship was not significant, which is similar to the findings of Venkatesh et al. [2003]. 
We believe, however, that the possible explanations for the findings in this study may be related to Jordan being a 
developing country. Based on this, one possible explanation could be the relatively recent integration of computer 
technology into the Jordanian society; it is quite likely that many individuals in Jordan (or other developing countries) 
may not have the necessary training/skill set to effectively use personal computers or Internet-based applications. It 
would be interesting to see how this relationship (perceived facilitating conditions impact on behavioral intention) 
evolves as the information technology infrastructure of Jordan develops. This relationship could also change as the 
general population of Jordan becomes more computer savvy. The implication for future studies would be the need to 
take into consideration the relative maturity of the information technology infrastructure and general computer 
literacy of the country in which the study is being conducted. 
 
Three personality dimensions were found to be significant predictors of behavioral intention; these were self-efficacy 
(0.6 percent), perceived trust (2.3 percent), and locus of control (0.9 percent). Of these, only self-efficacy was tested 
by Venkatesh et al. [2003] and was dropped from the UTAUT as a non-significant predictor of behavioral intention. A 
couple of possible explanations come to mind on why our study found self-efficacy to be significant. First, self-
efficacy focuses on an individual‘s belief that he or she can perform a specific task; our study focused on a specific 
technology (Internet banking), while UTAUT was developed utilizing different applications within multiple 
organizations. By focusing an individual‘s responses to a specific application or technology, it is likely that they will 
have stronger beliefs about their ability or inability to perform the required activities. These findings suggest that self-
efficacy is an appropriate addition to UTAUT if the study focuses on a specific application or technology. Second, as 
mentioned previously, Jordan has only in the last decade committed significant resources to increasing the computer 
literacy of its general population, and most of these efforts have been through schools or universities. Since almost 
60 percent of our respondents were under thirty years of age, it is likely that our respondents were more educated 
and more familiar with computers and Internet-based applications than the general population of Jordan (over 70 
percent had a bachelor degree or above). We believe these individuals would have stronger feelings about their 
abilities to undertake new applications like Internet banking. 
 
We were not surprised to find that perceived trust was a significant predictor of behavioral intention in the context of 
Internet banking. This finding supports the previous work done by Pavlou [2003], Warkenton et al. [2002], and others 
[Komiak and Benbasat, 2006; Reid and Ley, 2008]. We believe that perceived trust becomes important when the 
application under investigation involves a potential risk to the customer. In this case, Internet banking transactions, if 
not handled properly, could cause the potential customer to lose or not have access to needed funds. Similar to an 
argument made earlier about the impact of self-efficacy, this would suggest that UTAUT may be context specific as it 
relates to the application being investigated. It is possible that these findings may be unique to developing countries, 
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but we suspect that our findings on self-efficacy and perceived trust are more the result of our study focusing on a 
specific type of technology and specific Internet-based application (Internet banking). 
This study did not support the addition of the personality constructs anxiety, personal innovativeness, and perceived 
risk. We were somewhat surprised when the constructs anxiety and perceived risk were found to be non-significant; 
based on our earlier suggestions that individuals would require higher levels of trust before they would adopt Internet 
banking, it would seem intuitive that those same individuals would experience greater levels of anxiety and 
perceived risk. One possible explanation would be that the respondents (non-users) were not familiar with the 
mechanisms of Internet banking and were, therefore, unfamiliar with the potential risks associated with this 
application. If they are not familiar with the risks, it is likely they would not feel a significant amount of anxiety. What 
this suggests is that additional work should be done on these constructs with the idea of investigating whether these 
two personality constructs would behave differently in the context of continued use versus adoption of a specific 
technology or application. 
 
We were also surprised that personal innovativeness was not significant. It would seem that individuals that would 
consider adopting Internet banking would consider themselves to be innovative, especially in a developing country 
where a large percentage of the population does not have the skills or technology to utilize the application. After 
some thought, we realized we were investigating individuals who may be laggards in the adoption process. We had 
eliminated 346 individuals who were already utilizing Internet banking; this suggests that these individuals may be 
more innovative than the individuals studied in this research. This would again suggest that there is a difference 
between individuals who are considering a technology (potential adopters) and those who are already utilizing a 
technology (continued use). If this is true, and we believe it to be the case, then it would not be appropriate to utilize 
adoption models such as UTAUT or TAM when investigating what influences an individual‘s decision to continue to 
use a technology. Table 10 summarizes the findings and the related hypotheses tested. 

Contributions of the Study 

The major contribution of the study is an addition to and extension of the body of technology acceptance knowledge. 
A re-examination of the UTAUT found partial support for the model. Interestingly, the results for the predictability in 
this study exceeded those of the UTAUT (48 percent vs. 29 percent for the UTAUT), providing evidence of UTAUT 
usefulness in countries outside of the U.S. Additionally, this study introduced locus of control as a significant 
predictor of behavioral intention, which has not been commonly utilized in the technology acceptance literature. 
Specifically, three important personality dimensions were significant in predicting behavioral intention over and 
above other variables in the proposed model: self-efficacy, perceived trust and locus of control. These dimensions 
added significantly to the model with a change in explained variance of 8 percent. Lastly, this study contributes to 
the area of technology acceptance by developing and validating an Arabic instrument for predicting the behavioral 
intention in the context of Internet banking through the utilization of a sample of Jordanian bank customers. 

Implications of the Study 

While technology acceptance models have been shown to often have lower predictive power in cultures outside the 
US, the evidence from this study suggests that this is not the case for Middle Eastern countries. For researchers this 
implies that there is a high degree of applicability for technology acceptance theories and models which have been 
developed in Western cultures in research for Arab countries, such as Jordan. For practitioners, this implies that 
much of the progress that has been made in Western countries using acceptance models to determine attributes 
and functionalities of websites that attract and retain customers is also applicable in Arab countries. For both 
practitioners and researchers, this means there is a wealth of research available which can be drawn from to 
expedite the understanding of technology acceptance in the Middle East. Given the recent increase of IT adoption in 
Arab countries, this implication is of importance. However, caution of attributing too much weight to the conclusions 
of this research should be noted, as it is only a single study and additional research must be conducted to extend 
the generalizability of our results. 
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Table 10: Summary of Hypotheses 

 
UTAUT Replication 

 
 Predictor UTAUT Hyp. # Result Explanation 

Performance expectancy Positive H1a Supported 

As predicted by UTAUT, we  
found a significant positive  

relationship between PE and BI 
 
 

Effort expectancy Positive H1b Supported 

As predicted by UTAUT, we found a 
significant positive relationship 

between EE and BI 
 

Social Influence Positive H1c Supported 

As predicted by UTAUT, we found a 
significant positive relationship 

between SI and BI 
 

Moderation—Gender Yes H1d Supported 

As predicted by UTAUT, we found 
that the relationships among PE, 

EE, SI, and BI were moderated by 
gender 

Moderation—Age Yes H1e Partial Support 

As predicted by UTAUT, we found 
that the relationships among PE, 

EE, and BI were moderated by Age; 
however, the relationship between 
SI and BI was not moderated by 
age. There were differences in 
direction of moderation also. 

Proposed Extension to UTAUT 
 

Perceived facilitating conditions N.S. H2a Not Supported 
Findings are consistent with UTAUT 

in that our results did not find 
significance between PFC and BI. 

Self-efficacy N.S. H2b Supported 

UTAUT indicated that self-efficacy 
was not a significant predictor of BI; 

we found that it was a significant 
predictor of this relationship. 

Anxiety N.S. H2c Not supported 

Findings are consistent with UTAUT 
in that our results did not find 

significance between Anxiety and 
BI. 

Personal innovativeness – H2d Not supported 
Not tested by UTAUT. 

 

Perceived trust – H2e Supported 
Not tested by UTAUT. 

 

Perceived risk – H2f Not supported 
Not tested by UTAUT. 

 

Locus of control – H2g Supported 
Not tested by UTAUT. 

 

N.S. indicates that results were not significant. 
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By exploring factors that affect customers‘ acceptance of Internet banking, the results of our study should help 
practitioners in the Middle Eastern banking industry focus their attention on fewer dimensions that potentially 
influence users‘ intentions to use a system. In our study, the factor which most influenced bank customers was their 
perceptions about the benefits derived from using Internet banking. This suggests that emphasizing the advantages 
of such systems and how they can improve an individual‘s productivity might be the most effective message to 
convey to customers to increase adoption. Moreover, as a highly social society, Jordanians are influenced by others 
in their daily lives. Our study demonstrated that the influence of others is a significant factor in determining the 
intention to use Internet banking, and thus banks‘ efforts to advertise the benefits of their online services can be 
amplified through the social influence on people. Providing incentives and promotions for customers‘ referrals can be 
a strong technique to influence customers to use Internet banking. 
 
Another factor that is important to practitioners is the trust level invested in Internet banking by customers. Internet 
banking is a service that requires people using it to trust the system when transacting because of the associated 
financial risks. Banks need to emphasize the security levels implemented and the safe environment to influence 
customers‘ levels of trusts so that customers use the system. Jordanians are willing to trust banks with their financial 
transactions and will continue to do that when a bank builds this trustworthy business image. 
 
Finally, while the personality trait of locus of control might be out of reach of banks‘ influence, banks can still affect 
customers‘ self-efficacy, which is a system specific construct, by improving their systems and providing training and 
guidance before usage. 

Limitations of the Study 

There are several limitations to the current study that are worth noting. First, as previously stated, behavioral 
intention is the closest construct that can be used as a surrogate for Internet banking usage. Using behavioral 
intention is rich, but does not replace exploring actual usage of a system. A second limitation of this study are the 
variables that resulted in only two items; it is generally recommended that three or more items be used to adequately 
measure a construct. Another limitation of this study is the competition between a set of strong variables in 
predicting behavioral intention, thus a different conceptual base might explain the variance with fewer variables. 
Also, this study generalizes only to bank customers in Jordan, Internet banking systems, and for those who speak 
the Arabic language. Finally, as is a concern for most studies that utilize surveys for data collection, common 
method bias may be present in this research. The large amount of variance explained by the first construct extracted 
in the factor solution (13.67 percent) indicates this is a potential issue. 

Future Research 

The differences between the results of this study and previous research conducted in North America call for 
research on cultural differences‘ effect in the technology acceptance domain. The advantage of using the UTAUT 
perspective is the integrated view of the major models in the area that emphasized the strength of certain constructs 
compared to others. The results of this study extended the current body of knowledge by providing an extended set 
of variables which explained a substantial portion of variance in behavioral intention. However, our understanding of 
the relationships and interactions of these variables still needs further exploration. Based on the significant results 
(related to sample size, Arabic instrument, and Jordanian customers) of this study, we are still in need of more 
research in the technology acceptance domain. Furthermore, longitudinal research is richer in exploring certain 
effects like experience. Such issues call for more longitudinal research and cross disciplinary research to explore 
different constructs to accommodate different situations and technologies. Usage also is a costly construct that 
needs resources and time to explore; this calls for more research on actual usage. Lastly, the process of translating 
and validating an instrument is a long and often complex process, which suggests that future research should 
investigate the Arabic instrument and validate it in further implementation. 
 
Our results also call attention to specific constructs which need additional investigation. For instance, more 
emphasis should be placed on the performance of Internet banking systems as it is a main indicator in influencing 
customers‘ intentions to use it. Performance expectancy was integrated from five constructs used in five different 
models in the area, which supports the strong influence of this construct and its inclusion in future research. Another 
area for additional research is perceived facilitating conditions. The PFC construct had items that loaded on more 
than one variable, which indicates a weakness in the original structure of the instrument which warrants 
investigation. Also, locus of control is a variable which has been largely ignored by the literature, yet in this study 
was found to have significant influence on individual acceptance. 
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Conclusions 

This study developed and validated an Arabic instrument to be used for measuring the major factors affecting bank 
customers in their intentions to adopt Internet banking. Additionally, we replicated the results of Venkatesh et al.‘s 
[2003] work on the UTAUT and were able to achieve greater predictive results than the original study. Lastly, five 
major factors affecting Jordanians‘ intentions to use Internet banking were identified as significant: performance 
expectancy, social influence, self-efficacy, perceived trust, and locus of control. 

REFERENCES 

Editor’s Note: The following reference list contains hyperlinks to World Wide Web pages. Readers who have 
the ability to access the Web directly from their word processor or are reading the paper on the Web, can gain 
direct access to these linked references. Readers are warned, however, that:  
1. These links existed as of the date of publication but are not guaranteed to be working thereafter. 
2. The contents of Web pages may change over time. Where version information is provided in the 
References, different versions may not contain the information or the conclusions referenced. 
3. The author(s) of the Web pages, not AIS, is (are) responsible for the accuracy of their content. 
4. The author(s) of this article, not AIS, is (are) responsible for the accuracy of the URL and version 
information. 

 

AbuShanab, E., et al. (2003) ―Self-Efficacy and End User Satisfaction: The Impact of Social Influence‖, 2003 
Proceedings of the Decision Sciences Institute Conference, Washington DC, pp. 1–6. 

Agarwal, R., and J. Prasad (1999) ―Are Individual Differences Germane to the Acceptance of New Information 
Technology?‖ Decision Sciences (30)2, pp. 361–391. 

Ajzen, I. (1991) ―The Theory of Planned Behavior‖, Organizational Behavior and Human Decision Processes (50)2, 
pp. 179–211. 

Ajzen, I. (2002) ―Perceived Behavioral Control, Self-Efficacy, Locus of Control, and the Theory of Planned Behavior‖, 
Journal of Applied Social Psychology (32)4, pp. 665–683. 

Akour, I., et al. (2005) ―An Exploratory Analysis of Culture, Perceived Ease of Use, Perceived Usefulness, and 
Internet Acceptance: The Case of Jordan‖, Journal of Internet Commerce (5)3, pp. 83–108. 

Al-Gahtani, S.S., G.S. Hubona, and J. Wang (2007) ―Information Technology (IT) in Saudi Arabia: Culture and the 
Acceptance and Use of IT‖, Information & Management (44), pp. 681–691. 

Al Sukkar, A.A., and H. Hasan (2005) ―Toward a Model for the Acceptance of Internet Banking in Developing 
Countries‖, Information Technology for Development (11)4, pp. 381–398. 

Aldas-Manzano, J., et al. (2009) ―The Role of Consumer Innovativeness and Perceived Risk in Online Banking 
Usage‖, International Journal of Bank Marketing (27)1, pp. 53–75. 

Amin, H. (2007) ―An Empirical Investigation on Consumer Acceptance of Internet Banking in an Islamic Bank‖, 
Labuan Bulletin of International Business and Finance (5), pp. 41–65. 

Armitage, C.J., and M. Conner (2001) ―Efficacy of the Theory of Planned Behavior: A Meta-Analytic Review‖, British 
Journal of Social Psychology (40)4, pp. 471–499. 

Awamleh, R., J. Evans, and A. Mahate (2003) ―Internet Banking in Emergency Markets: The Case of Jordan—A 
Note‖, Journal of Internet Banking and Commerce, 8(1), http://www.arraydev.com/commerce/JIBC/articles.htm 
JIBC/articles.htm (current February 24, 2004). 

Bandura, A. (1982) ―Self-Efficacy Mechanism in Human Agency‖, American Psychologist (37)2, pp. 122–147. 

Bandyopadhyay, K. and K.A. Fraccastoro (2007) ―The Effect of Culture on User Acceptance of Information 
Technology‖, Communications of the Association for Information Systems (19), pp. 522–543. 

The Banker (2003) ―Turning Into the Right Channels‖, http://www.thebanker.com/news/fullstory.php/aid/924/Tuning_ 
into_the_right_channels.html (current January 14, 2008). 

Bhatti, T. (2007) ―Exploring Factors Influencing the Adoption of Mobile Commerce‖, Journal of Internet Banking & 
Commerce (12)3, pp. 1–13. 

Bidgoli, H. (2004) The Internet Encyclopedia, New York: John Wiley and Sons. 

http://www.arraydev.com/commerce/JIBC/articles.htm
http://www.arraydev.com/commerce/JIBC/articles.htm
http://www.thebanker.com/news/fullstory.php/aid/924/Tuning_into_the_right_channels.%20html
http://www.thebanker.com/news/fullstory.php/aid/924/Tuning_into_the_right_channels.%20html


 

 

514 
Volume 26 Article 23 

Bourne, F.S. (1957) ―Group Influence in Marketing and Public Relations‖ in Likert, R. and S.P. Hayes (eds.) Some 
Applications of Behavior Research, pp. 207–257, Basil, Switzerland: UNESCO. 

Brislin, R. (1976) ―Comparative Research Methodology: Cross-Cultural Studies‖, International Journal of 
Psychology, (11)3, pp. 215–229. 

Budd, B., and D. Budd (2007) ―A Preliminary Investigation of ‗Brick-to-Click‘ Banking Presence in the United Arabic 
Emirates‖, Journal of Internet Banking and Commerce (12)2, pp. 1–7. 

Chan, P., and P. Hu (2002) ―Investigating Healthcare Professionals‘ Decisions to Accept Telemedicine Technology: 
An Empirical Test of Competing Theories‖, Information & Management (39)4, pp. 297–311. 

Chatchawanwan, Y., S. Chaipoopiratana, and H. Combs (2009) "An Investigation of the Factors Impacting 
Customers' Willingness to Adopt Internet Banking in Thailand‖, ASBBS Annual Conference: Las Vegas (16)1, 
pp. 1–9. 

Cheek, J.M., and A.H. Buss (1982) "Shyness and Sociability‖, Journal of Personality and Social Psychology (41), pp. 
330–339. 

Cheng, T.C.E., D.Y.C. Lam, and A.C.L. Yeung (2006) ―Adoption of Internet Banking: An Empirical Study in Hong 
Kong‖, Decision Support Systems (42), pp. 1558–1572. 

Chou, D.C., and A.Y. Chou (2000) ―A Guide to the Internet Revolution in Banking‖, Information Systems 
Management (17)2, pp. 51–58. 

Chung, W., and J. Paynter (2002) ―An Evaluation of Internet Banking in New Zealand‖, Proceedings of the 35th 
Hawaii International Conference on System Sciences, p. 10. 

Ciborra, C., and D.D. Navarra (2005) ―Good Governance, Development Theory, and Aid Policy: Risks and 
Challenges of E-Government in Jordan‖, Information Technology for Development (11)2, pp. 141–159. 

Compeau, D., and C.A. Higgins (1995) ―Computer Self-Efficacy: Development of a Measure and Initial Test‖, MIS 
Quarterly (19)2, pp. 189–211. 

Dandapani, K. (2004) ―Success and Failure in Web-Based Financial Services‖, Communications of the ACM (47)5, 
pp. 31–33. 

Davis, F.D. (1989) ―Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information 
Technology‖, MIS Quarterly (13)3, pp. 319–340. 

Davis, F.D., R.P. Bagozzi, and P.R. Warshaw (1989) ―User Acceptance of Computer Technology: A Comparison of 
Two Theoretical Models‖, Management Science (35)8, pp. 982–1003. 

Davis, F.D., R.P. Bagozzi, and P.R. Warshaw (1992) ―Extrinsic and Intrinsic Motivation to Use Computers in the 
Workplace‖, Journal of Applied Social Psychology (22)14, pp. 1111–1132. 

DeVries, H., M. Dijkstra, and P. Kuhlman (1988) ―Self-Efficacy: The Third Factor Besides Attitude and Subjective 
Norm as a Predictor of Behavioral Intentions‖, Health Education Research (3)3, pp. 273–282. 

Domain Tools (2008) ―IP Counts by Country‖, http://www.domaintools.com/internet-statistics/country-ip-counts.html 
(current May 27, 2008). 

Eid, G. (2004) ―The Internet in the Arab World: A New Space for Repression?‖ The Arabic Network for Human 
Rights Information, http://hrinfo.net/en/reports/net2004/jordan.shtml (current May 27, 2008). 

El-Kasheir, D., A.S. Ashour, and O.M. Yacount (2009) ―Factors Affecting Continued Usage of Internet Banking 
Among Egyptian Customers‖, Communications of the International Business Information Management 
Association (9), pp. 252–263. 

Epstein, S. (1972) "The Nature of Anxiety With Emphasis Upon Its Relationship to Expectancy" in C.D. Spielberger 
(ed.) Anxiety: Current Trends in Theory and Research, Vol. 2, New York: Academic Press, pp. 292–338. 

Eriksson, K., K. Kerem, and D. Nilsson (2008) ―The Adoption of Commercial Innovations in the Former Central and 
Eastern European Markets: The Case of Internet Banking in Estonia‖, International Journal of Marketing (26)3, 
pp. 154–169. 

Falk, R.F., and N.B. Miller (1992) A Primer for Soft Modeling, Akron, OH: University of Akron Press. 

Fang, X., et al. (2006) ―Moderating Effects of Task Type on Wireless Technology Acceptance‖, Journal of 
Management Information Systems (22)3, pp.123–157. 

http://www.domaintools.com/internet-statistics/country-ip-counts.html
http://hrinfo.net/en/reports/net2004/jordan.shtml


 

 

Volume 26 Article 23 
515 

Fock, S.T., and H.C. Koh (2006) ―Conceptualization of Trust and Commitment: Understanding the Relationship 
Between Trust and Commitment and the Willingness to Try Internet Banking Services‖, International Journal 
of Business and Information (1)2, pp. 194–208. 

Forgas, J.P., and K.D. Williams (2001) Social Influence: Direct and Indirect Processes, Philadelphia, PA: Psychology 
Press. 

Gan, C., et al. (2006) ―A Logit Analysis of Electronic Banking in New Zealand‖, International Journal of Bank 
Marketing (24)6, pp. 360–383. 

Gefen, D., E. Karahanna, and D.W. Straub (2003) ―Trust and TAM in Online Shopping: An Integrated Model‖, MIS 
Quarterly (27)1, pp. 51–90. 

Giglio, V. (2002) ―Privacy in the World of Cyberbanking: Emerging Legal Issues and How You Are Protected‖, The 
Secured Lender, http://www.allbusiness.com/ legal/laws/923963-1.html (current January 14, 2008). 

Gist, M.E. (1987) ―Self-Efficacy, Implication for Organizational Behavior and Human Resource Management‖, 
Academy of Management Review (12)3, pp. 472–485. 

Gounaris, S., and C. Koritos (2008) ―Investigating the Drivers of Internet Banking Adoption Decision: A Comparison 
of Three Alternative Frameworks‖, International Journal of Bank Marketing (26)5, pp. 282–304. 

Grabner-Krauter, S., and R. Faullant (2008) ―Consumer Acceptance of Internet Banking: The Influence of Internet 
Trust‖, International Journal of Bank Marketing (26)7, pp. 483–504. 

Guriting, P., and N.O. Ndubisi (2006) ―Borneo Online Banking: Evaluating Customer Perceptions and Behavioral 
Intention‖, Management Research News (29)1/2, pp. 6–15. 

Guru, B.K., et al. (2003) ―An Evaluation of Internet Banking Sites in Islamic Countries‖, Journal of Internet Banking 
and Commerce (8)2, pp. 1–11, http://www.arraydev.com/commerce/JIBC/articles.htm (current February 24, 
2004). 

Hair, J., et al. (1998) Multivariate Data Analysis, Upper Saddle River, NJ: Prentice Hall. 

Harrison, A.W., and R.K. Rainer (1992) ―The Influence of Individual Differences on Skill in End-User Computing‖, 
Journal of Management Information Systems (9)1, pp. 93–111. 

Hennington, A.H., and B.D. Janz (2007) ―Information Systems and Healthcare XVI: Physician Adoption of Electronic 
Medical Records: Applying the UTAUT Model in a Healthcare Context‖, Communications of the Association for 
Information Systems (19), pp. 60–80. 

Hofstede, Geert, and Gert-Jan Hofstede (2004) Cultures and Organizations: Software of the Mind, New York: 
McGraw-Hill U.S.A. 

Hu, P.J., and P.Y. Chau (1999) ―Physician Acceptance of Telemedicine Technology: An Empirical Investigation‖, 
Topics in Health Information Management (19)4, pp. 20–35. 

Internet World Stats (2008) ―Middle East Internet Usage Stats and Population Statistics‖, 
http://www.internetworldstats.com/index.html (current January 17, 2009). 

Internet World Stats (2010) ―Middle East Internet Usage Stats and Population Statistics‖, 
http://www.internetworldstats.com/index.html (current February 22, 2010). 

Jahangir, N., and N. Begum (2008) ―The Role of Perceived Usefulness, Perceived Ease of Use, Security and 
Privacy, and Customer Attitude to Engender Customer Adaption in the Context of Electronic Banking‖, African 
Journal of Business Management (2)1, pp. 32–40. 

Jayawardhena, C. (2004) ―Measurement of Service Quality in Internet Banking: The Development of an Instrument‖, 
Journal of Marketing Management (20)1–2, pp. 185–207. 

Johnson, R.D., and G.M. Marakas (2000) ―Research Report: The Role of Behavioral Modeling in Computer Skills 
Acquisition—Towards Refinement of the Model‖, Information Systems Research (11)4, pp. 402–417. 

Kamel, S., and A. Hassan (2003) ―Assessing the Introduction of Electronic Banking in Egypt Using the Technology 
Acceptance Model‖, Annals of Cases on Information Technology (5), pp. 1–25. 

Karjaluoto, H., T. Koivumäki, and J. Salo (2003) ―Individual Differences in Private Banking: Empirical Evidence from 
Finland‖, Proceedings of the 36th Hawaii International Conference on System Sciences, p. 196. 

Kartiwi, M., and R.C. McGregor (2007) ―Electronic Commerce Adoption Barriers in Small to Medium-Sized 
Enterprises (SMEs) in Developed and Developing Countries: A Cross-Country Comparison‖, Journal of 
Electronic Commerce in Organizations (5)3, pp. 35–51. 

http://www.allbusiness.com/%20legal/laws/923963-1.html
http://www.arraydev.com/commerce/JIBC/articles.htm


 

 

516 
Volume 26 Article 23 

Kassim, N.M., and N. Souiden (2007) ―Customer Retention Measurement in the UAE Banking Sector‖, Journal of 
Financial Services Marketing (11)3, pp. 217–228. 

Khalfan, A.M., and A. Alshawaf (2004) ―Adoption and Implementation Problems of E-Banking: A Study of the 
Managerial Perspective of the Banking Industry in Oman‖, Journal of Global Information Technology 
Management (7)1, pp. 47–64. 

Komiak, S., and I. Benbasat (2006) ―The Effects of Personalization and Familiarity on Trust and Adoption of 
Recommendation Agents‖, MIS Quarterly (30)4, pp. 941–960. 

Kwon, O., K. Choi, and M. Kim (2007) ―User Acceptance of Context-Aware Services: Self-Efficacy, User 
Innovativeness and Perceived Sensitivity on Contextual Pressure‖, Behaviour & Information Technology, 
(26)6, pp. 483–498. 

Lee, Y., K.A. Kozar, and K.R.T. Larsen (2003) ―The Technology Acceptance Model: Past, Present, and Future‖, 
Communications of the Association for Information Systems (12), pp. 752–780. 

Li, D., P.Y.K. Chau, and H. Lou (2005) "Understanding Individual Adoption of Instant Messaging: An Empirical 
Investigation‖, Journal of the Association for Information Systems (6)4, pp. 102–129. 

Liao, Z., and M.T. Cheung (2008) ―Measuring Consumer Satisfaction in Internet Banking: A Core Framework‖, 
Communications of the ACM (51)4, pp. 47–51. 

Lichtenstein, S., and K. Williamson (2006) ―Understanding Consumer Adoption of Internet Banking: An Interpretive 
Study in the Australian Banking Context‖, Journal of Electronic Commerce Research (27)2, pp. 50–66. 

Lin, C.P., and A. Bhattacherjee (2008) ―Elucidating Individual Intention to Use Interactive Information Technologies: 
The Role of Network Externalities‖, International Journal of Electronic Commerce (13)1, pp. 85–108. 

Lippert, S.K., and J.A. Volkmer (2007) ―Cultural Effects on Technology Performance and Utilization: A Comparison 
of U.S. and Canadian Users‖, Journal of Global Information Systems (15)2, pp. 56–90. 

Locus, H., and V. Spitler (1999) ―Technology Use and Performance: A Field Study of Broker Workstations‖, Decision 
Sciences (30)2, pp. 291–311. 

McElroy, J.C., et al. (2007) ―Dispositional Factors in Internet Use: Personality Versus Cognitive Style‖, MIS Quarterly 
(31)4, pp. 809–820. 

Migdadi, Y.K.A (2008) ―The Quality of Internet Banking Service Encounter in Jordan‖, Journal of Internet Banking 
(13)3, pp. 1–7. 

Moore, G., and I. Benbasat (1991) ―Development of an Instrument to Measure the Perceptions of Adopting an 
Information Technology Innovation‖, Information Systems Research (2)3, pp. 192–222. 

Ndubisi, N.O., and Q. Sinti (2006) ―Consumer Attitudes, System‘s Characteristics and Internet Banking Adoption in 
Malaysia‖, Management Research News (29)1/2, pp. 16–27. 

Pavlou, P.A. (2003) ―Consumer Acceptance of Electronic Commerce: Integrating Trust and Risk with the Technology 
Acceptance Model‖, International Journal of Electronic Commerce (7)3, pp. 101–134. 

Pearson, J.M., and A.M. Pearson (2008) ―An Exploratory Study into Determining the Relative Importance of Key 
Criteria in Web Usability: A Multi-Criteria Approach‖, Journal of Computer Information Systems (48)4, pp. 115–
127. 

Polasik, M., and T.P. Wisniewski (2009) ―Empirical Analysis of Internet Banking Adoption in Poland‖, International 
Journal of Bank Marketing (27)1, pp.32–52. 

Poon, W.C. (2008) ―Users‘ Adoption of E-Banking Services: The Malaysia Perspective‖, Journal of Business & 
Industrial Marketing (23)1, pp. 59–69. 

Ranganathan, C., J.S. Dhaliwal, and T.S.H. Teo (2004) ―Assimilation and Diffusion of Web Technologies in Supply-
Chain Management: An Examination of Key Drivers and Performance Impacts‖, International Journal of 
Electronic Commerce (9)1, pp. 127–161. 

Reid, M., and Y. Levy (2008) ―Integrating Trust and Computer Self-Efficacy with TAM: An Empirical Assessment of 
Customers‘ Acceptance of Banking Information Systems‖, Journal of Internet Banking & Commerce (13)3, pp. 
1–18. 

Riemenschneider, C.K., B.C. Hardgrave, and F.D. Davis (2002) ―Explaining Software Developer Acceptance of the 
Methodologies: A Comparison of Five Theoretical Models‖, IEEE Transactions on Software Engineering 
(28)12, pp. 1135–1145. 



 

 

Volume 26 Article 23 
517 

Rothstein, C., and R.T. Watson (2004) ―Netbank: The Conservative Internet Entrepreneurs‖, Communications of the 
Association for Information Systems (14), pp. 206–218. 

Rust, R.T., and A. Zahorik (1993) ―Customer Satisfaction, Customer Retention, and Market Share‖, Journal of 
Retailing (68)2, pp. 193–215. 

Sarason, I.G. (1972) "Experimental Approaches to Test Anxiety: Attention and the Uses of Information" in C.D. 
Spielberger (ed.), Anxiety: Current Trends in Theory and Research, Vol. 2, New York: Academic Press, pp. 
383–404. 

Sarel, D., and H. Marmorstein (2004) ―Marketing Online Banking to the Indifferent Consumer: A Longitudinal 
Analysis of Banks‘ Actions‖, Journal of Financial Services Marketing (8)3, pp. 231–243. 

Sciglimpaglia, D., and D. Ely (2002) ―Internet Banking: A Customer-centric Perspective‖, Proceedings of the 35th 
Hawaii International Conference on System Sciences, p. 10. 

Sharma, D.C. (2005) ―Security Worries Holding Back Online Banking‖, ZDNet News.com, 
http://news.zdnet.co.uk/security/0,1000000189,39216740,00.htm (current January 14, 2008). 

Shi, W., N. Weihua, and J. Wang (2008) ―The Adoption of Internet Banking: An Institutional Theory Perspective‖, 
Journal of Financial Services (12)4, pp. 272–286. 

Shih, Y.Y., and K. Fang (2006) ―Effects of Network Quality Attributes on Customer Adoption Intentions of Internet 
Banking‖, Total Quality Management (17)1, pp. 61–77. 

Son, J.Y., S.S. Kim, and F.J. Riggins (2006) ―Consumer Adoption of Net-Enables Infomediaries: Theoretical 
Explanations and an Empirical Test‖, Journal of the Association for Information Systems (7)7, pp. 473–508. 

Sparks, P., R. Shepherd, and L.J. Frewer (1995) ―Assessing and Structuring Attitudes Toward the Use of Gene 
Technology in Food Production: The Role of Perceived Ethical Obligation‖, Basic and Applied Social 
Psychology (16)3, pp. 267–285. 

Spielberger, C.D. (1972) "Conceptual and Methodological Issues in Anxiety Research‖ in Spielberger, C.D., and I. G. 
Sarason (eds.) Anxiety: Current Trends in Theory and Research, Vol. 2, New York: Academic Press, pp. 481–
494. 

Srite, M. (2006) ―Culture as an Explanation of Technology Acceptance Differences: A Comparison of Chinese Users 
and U.S. Users‖, Australasian Journal of Information Systems (14)1, pp. 5–25. 

Straub, D.M., and W. Brenner (1997) ―Testing the Technology Acceptance Model Across Cultures: A Three Country 
Study‖, Information and Management (33)1, pp. 1–11. 

Steers, R.M., A.D. Meyer, and C.J. Sanchez-Runde (2008) ―National Culture and the Adoption of New 
Technologies‖, Journal of World Business (43), pp. 255–260. 

Suh, B., and I. Han (2003) ―The Impact of Customer Trust and Perception of Security Control on the Acceptance of 
Electronic Commerce‖, International Journal of Electronic Commerce (7)3, pp. 135–161. 

Sun, H., and P. Zhang (2006) ―Causal Relationships between Perceived Enjoyment and Perceived Ease of Use: An 
Alternative Approach‖, Journal of the Association for Information Systems (7)9, pp. 618–645. 

Szajna, B. (1996) ―Empirical Evaluation of the Revised Technology Acceptance Model‖, Management Science (42)1, 
pp. 85–92. 

Tan, M., and T.S.H. Teo (2000) ―Factors Influencing the Adoption of Internet Banking‖, Journal of the Association for 
Information Systems (1)5, pp. 1–44. 

Taylor, S., and P.A. Todd (1995a) ―Assessing IT Usage: The Role of Prior Experience‖, MIS Quarterly (19)4, pp. 
561–570. 

Taylor, S., and P.A. Todd (1995b) ―Decomposition and Crossover Effects in the Theory of Planned Behavior: A 
Study of Consumer Adoption Intentions‖, International Journal of Research in Marketing (12)2, pp. 137–155. 

Thatcher, J.B., et al. (2008) ―Internal and External Dimensions of Computer Self-Efficacy: An Empirical 
Examination‖, IEEE Transaction on Engineering Management (55)4, pp. 628–644. 

Thompson, R.L., C.A. Higgins, and J.M. Howell (1991) ―Personal Computing Toward a Conceptual Model of 
Utilization‖, MIS Quarterly (15)1, pp. 167–187. 

Teo, H., et al. (2003) ―Evaluating Information Accessibility and Community Adaptivity Features for Sustaining Virtual 
Learning Communities‖, International Journal of Human-Computer Studies (59)5, pp. 67–697. 

http://news.zdnet.co.uk/security/0,1000000189,39216740,00.htm
http://news.zdnet.co.uk/security/0,1000000189,39216740,00.htm


 

 

518 
Volume 26 Article 23 

Trochim, William M. The Research Methods Knowledge Base, 2nd Ed., http://www.socialresearchmethods.net/kb/ 
(version current as of 2006). 

Venkatesh, V. (2000) ―Determinants of Perceived Ease-of-Use: Integrating Control, Intrinsic Motivation, and Emotion 
into the Technology Acceptance Model‖, Information Systems Research (11)4, pp. 342–365. 

Venkatesh, V., and F.D. Davis (2000) ―A Theoretical Extension of the Technology Acceptance Model: Four 
Longitudinal Field Studies‖, Management Science (46)2, pp. 186–204. 

Venkatesh, V., et al. (2003) ―User Acceptance of Information Technology: Toward a Unified View‖, MIS Quarterly 
(27)3, pp. 425–478. 

Wang, W., and I. Benbasat (2005) ―Trust in Adoption of Online Recommendation Agents‖, Journal of the Association 
for Information Systems (6)3, pp. 72–101. 

Warkentin, M., et al. (2002) ―Encouraging Citizen Adoption of E-Government by Building Trust‖, Electronic Markets 
(12)3, pp. 157–162. 

Wheeler, D. (2004) ―The Internet in the Arab World: Digital Divides and Cultural Connections‖, Royal Institute for 
Inter-Faith Studies, http://www.riifs.org/guest/lecture_text/Internet_n_arabworld_all_txt.htm (current May 27, 
2008). 

Zhuang, Y., and C. Franz (2008) ―Types of Electronic Commerce Adoption in Banks: An Exploratory Study‖, 
International Journal of Services Technology & Management (9)2, pp. 122–137. 

Zmud, R.W. (1979) ―Individual Differences and MIS Success: A Review of the Empirical Literature‖, Management 
Science (25)10, pp. 966–979. 

http://www.socialresearchmethods.net/kb/
http://www.riifs.org/guest/lecture_text/Internet_n_arabworld_all_txt.htm


 

 

Volume 26 Article 23 
519 

APPENDIX I 

Author(s) / Year Country Significant Constructs  
Non-Significant 
Constructs  

Grabner-Krauter and 
Faullant (2008) 

Austria 
Internet trust, perceived 
risk, propensity to trust, 
familiarity with Internet 

 

Jahangir and Begum 
(2008) 

Bangladesh 

Perceived usefulness, 
perceived ease of use, 
security and privacy, 
customer attitude 

 

El-Kasheir, Ashour, and 
Yacout (2009) 

Egypt perceived ease of use 
perceived usefulness, 
perceived risk, social 
norms 

Eriksson, Kerem, and 
Nilsson (2008) 

Estonia 
relative advantage, lack 
of complexity, perceived 
risk, compatibility 

 

Gounaris and Koritos 
(2008) 

Greece 

relative advantage, ease 
of use, image, 
voluntariness,  
gender, age, education, 
occupation, 
innovativeness, shopping 
orientation 

 

Cheng, Lam, and Yeung 
(2006) 

Hong Kong 

perceived usefulness, 
perceived ease of use, 
perceived web security, 
attitude 

 

Amin (2007) Malaysia 
Perceived credibility, 
social norms 

perceived usefulness, 
perceived ease of use,  
amount of information, 
perceived enjoyment 

Ndubisi and Sinti (2006) Malaysia 

importance of Internet to 
banking needs, 
compatibility, trialability, 
complexity, site utilitarian 
orientation 

risk, site hedonsitic 
orientation 

Poon (2008)  Malaysia 

convenience, 
accessibility, feature 
availability, bank 
management and image, 
fees and charges, 
privacy, security, content, 
speed 

design 
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Guriting and Ndubisi 
(2006) 

Malaysia Borneo 

perceived usefulness, 
perceived ease of use, 
computer self-efficacy, 
prior computing 
experience 

 

Gan, Clemes, 
Limsombunchai, and 
Weng (2006) 

New Zealand 

reliability, assurance, 
responsiveness, control, 
enjoyment, intent to use, 
financial risk, 
performance risk, 
physical risk, social risk, 
psychological risk, age, 
employment, education, 
income, residence 

Gender, marital status, 
price factors, service 
product 
characteristics, ethnic 
group 

Polasik and Wisniewski 
(2009) 

Poland 

perceived security, 
familiarity with the 
Internet, exposure to 
online banking 
advertisements, use of 
other banking products, 
demographics 

Access to broadband 
Internet connection 

Fock and Koh (2006) Singapore 

trust, affective 
commitment, calculative 
commitment, security, 
regulatory control, 
technology advancement, 
reputation 

ethics, privacy, 
openness, speed of 
response 

Aldas-Manzano, 
Lassala-Navarre, Ruiz-
Mafe, and Sanz-Blas 
(2009) 

Spain 

perceived risk, customer 
innovativeness, 
performance 
risk, security risk, social 
risk, time loss risk, 
privacy risk 

 

Chatchawanwan, 
Chaipoopiratana,  
and Combs (2009) 

Thailand 

attitude, complexity, 
compatibility, relative 
advantage, trialability, 
perceived usefulness, 
perceived ease of use 
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APPENDIX II 

Behavioral Intention (Venkatesh et al. 2003) 
1. I intend to use Internet banking in the next few months. 
2. I predict that I would use Internet banking in the next few months. 
3. I plan to use Internet banking in the next few months. 

 
Performance Expectancy (Venkatesh et al. 2003) 

1. I expect Internet banking will be useful in my life. 
2. Using Internet banking will enable me to accomplish transactions more quickly. 
3. Using Internet banking will increase my productivity. 
4. Using Internet banking will enhance my effectiveness. 
5. Use of Internet banking will significantly increase the quality of my transactions. 
6. If I use Internet banking I will increase the quantity of output for the same amount of effort. 

 
Effort Expectancy (Venkatesh et al. 2003) 

1. I expect that my interaction with the Internet banking would be clear and understandable. 
2. I expect it would be easy for me to become skillful at using Internet banking. 
3. I expect Internet banking to be easy to use. 
4. Learning to operate Internet banking will be easy for me. 
5. I expect Internet banking to be flexible to interact with. 
6. Working with Internet is not complicated, it is easy to understand what is going on. 

 
Social Influence (Venkatesh et al. 2003) 

1. People who influence my behavior think that I should use Internet banking. 
2. People who are important to me think that I should use Internet banking. 
3. The senior management of the bank has been helpful in the use of Internet banking. (dropped) 
4. In general, the bank has supported the use of Internet banking. (dropped) 
5. People in my environment who use Internet banking have more prestige than 

those who do not. 
 
Perceived Facilitating Conditions (Venkatesh et al. 2003) 

1. I have the resources necessary to use Internet banking. 
2. I have the knowledge necessary to use Internet banking. 
3. Internet Banking is compatible with other systems I use. (dropped) 
4. A specific person (or group) is available for assistance with Internet banking difficulties. (dropped) 
5. Guidance will be available to me in the usage of Internet banking. (dropped) 

 
Self-efficacy (Venkatesh et al. 2003) 
I could complete a transaction using Internet banking … 

1. … If there was no one around to tell me what to do as I go. 
2. … If I could call someone for help if I got stuck. 
3. … If I had a lot of time to complete the job I started. 
4. … If I had just the built-in help facility for assistance. 
5. … If I had never used a system like it before. 
6. … If someone else had helped me get started. 

 
Anxiety (Venkatesh et al. 2003) 

1. I feel apprehensive about using Internet banking. 
2. It scares me to think that I could lose important information using Internet  

banking by hitting the wrong key. 
3. I hesitate to use Internet banking for fear of making mistakes I cannot correct. 
4. Internet banking is somewhat intimidating to me.  

 
Personal Innovativeness (Agarwal & Prasad 1998) 

1. I would look for ways to experiment with it. 
2. Among my peers, I am usually the first to try out new information technologies. 
3. In general, I would not hesitate to try out new information technology. 
4. I like to experiment with new (information) technologies. 
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Perceived Trust (Koufaris & Hampton-Sosa, 2002) 
1. It is easy for me to trust Internet banking systems. 
2. My tendency to trust Internet banking is high. 
3. I tend to trust Internet banking, even though I have little or no knowledge of it. 
4. Trusting the Internet is not difficult. 

 
Perceived Risk (Pavlou 2003) 

1. How would you characterize the decision to transact using Internet banking?  
(Risky  Not risky (dropped) 

2. How would you characterize the decision to conduct transactions using Internet  
banking? (Very negative  Very positive). 

3. How would you characterize the decision to use Internet banking? (High loss  High gain) 
 
Locus of Control (Kay 1990) 

1. I don‘t need an experienced person nearby when I use Internet banking. 
2. I can make the computer do what I want it to do. 
3. I don‘t need someone to tell me the best way to use Internet banking. 
4. I feel confident about using the Internet to make my financial transactions. (dropped) 
5. If I had a problem using the Internet, I could solve it one way or another. 

 
 
Note: Items that did not meet loading criteria (> 0.50) are indicated as dropped. 

Note: Items were measured with seven point likert scale ranging from 1—Strongly Disagree to 7—Strongly Agree 
except for Risk Propensity utilized a seven point likert scale; item 1 (1—Risky to 7—Not Risky); item 2 (1—Very 
Negative to 7—Very Positive); and item 3 (1—High Loss to 7—High Gain). 



 

 

Volume 26 Article 23 
523 

APPENDIX III. FINAL FACTOR ANALYSIS 

Item PE LOC EE SE PT Anx SI BI PI PFC PR 

BI1 0.299 0.170 0.143 0.137 0.177 -0.038 0.092 0.747 0.034 0.120 0.076 

BI2 0.210 0.222 0.080 0.153 0.148 -0.017 0.208 0.786 0.099 0.069 -0.023 

BI3 0.246 0.104 0.114 0.106 0.185 -0.105 0.106 0.780 0.095 -0.044 0.020 

PE1 0.742 0.028 0.145 0.035 0.228 -0.064 0.108 0.244 0.064 -0.010 0.047 

PE2 0.853 -0.006 0.152 0.069 0.144 -0.065 0.058 0.142 0.086 0.043 0.042 

PE3 0.870 0.072 0.127 0.064 0.062 -0.054 0.087 0.144 0.107 0.055 0.018 

PE4 0.851 0.111 0.152 0.164 0.097 0-.096 0.053 0.117 0.046 0.061 0.021 

PE5 0.812 0.126 0.259 0.149 0.082 -0.011 0.174 0.072 0.032 0.004 -0.020 

PE6 0.703 0.108 0.322 0.058 0.090 0.004 0.168 0.033 0.031 -0.010 0.045 

EE1 0.216 0.035 0.675 0.242 0.075 -0.115 0.130 0.117 0.267 0.008 -0.008 

EE2 0.239 0.014 0.754 0.160 0.078 -0.104 0.111 0.117 0.233 0.095 -0.033 

EE3 0.267 0.107 0.805 0.072 0.123 -0.107 0.043 -0.014 0.085 0.034 0.029 

EE4 0.117 0.347 0.710 0.123 0.086 -0.014 0.103 0.133 0.053 0.121 -0.009 

EE5 0.318 0.090 0.590 0.099 0.278 -0.019 0.086 0.089 -0.077 0.192 0.087 

EE6 0.219 0.198 0.707 0.206 0.211 -0.071 0.109 0.028 -0.077 0.017 0.004 

SI1 0.227 0.152 0.131 0.136 0.214 -0.076 0.778 0.098 0.104 0.108 0.055 

SI2 0.212 0.078 0.182 0.169 0.168 -0.017 0.779 0.125 -0.017 0.162 0.019 

SI5 0.137 0.249 0.104 0.090 0.076 0.058 0.679 0.131 0.074 0.008 0.021 

PFC4 0.094 0.153 0.147 0.180 0.045 0.027 0.118 0.004 0.171 0.847 0.000 

PFC5 0.009 0.396 0.196 0.228 0.103 -0.082 0.165 0.155 0.004 0.698 0.053 

SE1 0.036 0.395 0.302 0.538 0.098 -0.020 0.019 0.193 0.030 0.145 0.011 

SE2 0.120 0.110 0.140 0.786 0.107 0.018 0.072 0.067 0.140 0.059 0.043 

SE3 0.129 0.186 0.121 0.798 0.111 -0.034 0.080 0.025 0.077 0.106 0.027 

SE4 0.079 0.193 0.123 0.736 0.074 0.025 0.107 0.060 0.076 0.165 0.089 

SE5 0.007 0.427 0.153 0.514 0.044 0.052 0.314 0.105 -0.003 -0.017 0.044 

SE6 0.122 -0.023 0.103 0.736 0.129 0.079 0.067 0.105 0.148 -0.005 0.103 

Anx1 -0.066 0.046 -0.049 -0.007 -0.130 0.804 0.045 0.071 0.007 0.101 0.062 

Anx2 -0.071 -0.087 -0.057 0.079 -0.051 0.877 -0.052 0.000 -0.004 0.012 0.095 

Anx3 -0.008 -0.003 -0.092 0.013 0.019 0.861 -0.055 -0.111 -0.052 -0.055 0.041 

Anx4 -0.073 -0.067 -0.076 0.002 -0.011 0.846 0.055 -0.088 0.005 -0.084 0.031 

PT1 0.119 0.117 0.217 0.050 0.818 -0.054 0.133 0.072 0.107 0.055 0.017 

PT2 0.176 0.230 0.164 0.114 0.806 -0.095 0.118 0.130 0.120 0.021 -0.015 

PT3 0.106 0.096 0.072 0.169 0.736 0.053 0.233 0.199 0.123 0.018 0.111 

PT4 0.221 0.154 0.151 0.164 0.752 -0.090 0.017 0.104 0.104 0.067 0.133 

PI1 0.111 0.320 0.062 0.223 0.152 0.055 0.327 0.098 0.548 0.021 0.097 

PI2 0.049 0.450 0.083 0.188 0.118 0.067 0.293 0.126 0.600 0.100 -0.045 

PI3 0.167 0.362 0.200 0.217 0.211 -0.056 0.038 0.103 0.678 0.140 0.056 

PI4 0.138 0.295 0.186 0.179 0.230 -0.078 -0.080 0.071 0.714 0.082 0.144 

LOC1 0.063 0.803 0.103 0.076 0.106 -0.026 0.103 0.102 0.129 0.110 0.008 

LOC2 0.091 0.721 0.143 0.159 0.087 0.006 0.097 0.016 0.232 0.127 0.079 

LOC3 0.060 0.844 0.094 0.090 0.100 0.016 0.192 0.122 0.071 0.057 -0.032 

LOC5 0.091 0.727 0.112 0.189 0.172 -0.117 0.008 0.095 0.139 0.114 0.122 

PR2 0.079 0.068 -0.058 0.156 0.129 0.032 0.043 -0.017 0.133 0.062 0.787 

PR3 0.017 0.070 0.075 0.059 0.054 0.197 0.031 0.063 0.005 -0.031 0.820 

            
Eigenvalues 13.67 0.92 2.97 2.18 1.08 1.74 1.56 1.27 1.89 1.03 3.96 
% Variance 31.06 2.08 6.75 4.96 2.45 3.96 3.54 2.89 4.29 2.35 8.99 
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