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Abstract

The key objective of this study is to propose and examine a conceptual model that best
explains the key factors influencing Jordanian customers' intentions and adoption of Internet
banking. The conceptual model proposed was based on the extended Unified Theory of
Acceptance and Use of Technology (UTAUT2). This was further extended by adding
perceived risk as an external factor. Structural equation modelling (SEM) was conducted to
analyse the data collected from the field survey questionnaires administered to a convenience
sample of Jordanian banking customers. The results show that behavioural intention is
significantly influenced by performance expectancy, effort expectancy, hedonic motivation,
price value and perceived risk; however, social influence does not have a significant impact
on behavioural intention. This study offers Jordanian banks some guidelines for designing
and marketing such channel in order to enhance their acceptance by their customers.
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1. Introduction

Given the intensity of the competition, increasing the customers’ sensitivity to issues
related to cost, time and convenience, banks have begun to make use of technological
applications in their endeavours to override the restrictions pertaining to human encounter
(Al-Hawari et al., 2009; Baptista and Oliveira, 2015; Boateng et al., 2016; Ho and Ko, 2008;
Lin and Hsieh. 2011; Orel and Kara, 2014). Indeed, technological breakthroughs have
dramatically contributed to the nature of the business environment by introducing new
mechanisms that can enhance a bank’s capability to provide customers with a high quality
service and greater convenience (Al-Hawari et al., 2009; Yoon and Steege, 2013; Zhu et al.,
2013). One of these breakthroughs is Internet banking (IB), which offers an innovative way
of providing customers with a wide range of financial services, whilst replacing the role of a
human encounter (Akhlag and Ahmed, 2013; Curran and Meuter, 2005, 2007; Martins et al.,
2014; Riffai et al., 2012). Shih and Fang (2004) defined IB as banking applications that allow
customers to access and conduct their financial transactions (i.e. balance enquiries, fund
transfers, paying bills, stock market) using the World Wide Web, Wi-Fi technologies and the

Internet, at a time and place of the user’s choosing.

By utilising Internet banking channels, banks also endeavour to minimise the labour and
operational costs that pertain to traditional encounters (Bitner et al., 2002; Hung et al., 2012;
Lin and Hsieh, 2011). For instance, the cost of a transaction conducted via Internet banking is
about US $0.01, compared with US $1.07 for those conducted by traditional methods
(Cuevas, 1998; DeYoung et al., 2007; Hall et al., 1999; Kolodinsky et al., 2004; Lee, 2009;
Xue et al., 2011).

The successful implementation of IB requires a level of customer acceptance of such system
that justifies the banks’ investments in this respect (Akhlag and Ahmed, 2013; Celik, 2008;
Curran and Meuter, 2007). In fact, despite large amounts of effort and money being invested,
the adoption of IB in Jordan is not in line with what was expected, and Jordanian banking
customers are still slow in accepting these technologies (Al-Rfou, 2013). Along the same
lines, based on a recent survey including 40 specialist bank staff involved in online
transaction departments in Jordanian commercial banks, Al-Rfou (2013) provided statistics
demonstrating a low usage rate of IB in Jordan. Al-Rfou (2013) illustrated that less than 19%
of Jordanian banking customers have accessed online banking services, while less than 21%
of customers are actually able to use IB in Jordan. A lack of awareness of the existence of IB

was reported by 61% of the employees surveyed as the main barrier to using this technology



in Jordan (Al-Rfou, 2013). Indeed, this problem has been noticed in different countries
especially across the developing countries (Sharma et al., 2017). For instance, a recent report
carried out by ComScore (2012) also indicated that out of four Internet users, there was only
one who accessed Internet banking website worldwide. ComScore’s (2012) report stated that
the number of individuals logging on to online banking websites in April 2012 was about
424.5 million (28.7%) of the total Internet users around the world. The same ComScore
report (2012) also illustrated that the highest penetration rate of online banking websites was
in North America (45%) followed by Europe (37.8%) and then Latin America (25.1%)

whereas the lowest rate was found in the Middle East and Africa (8.8%).

The statistics provided above indicate the low usage rate of Internet banking services by
Jordanian customers. Hence, Jordanian banks have begun to express concern regarding the
low adoption rate of innovative channels, as well as questioning the feasibility of introducing
these channels, especially given the large amount of resources being invested in it (Alalwan
et al., 2015; AbuShanab et al., 2010; Al-Majali, 2011; Al-Rfou, 2013; Al-Smadi, 2012; Al
Sukkar and Hasan, 2005). This, in turn, has led to the perception of Internet banking as a
double-edged sword (Chiu et al., 2010; Hilton et al., 2013; Hung et al., 2012; Meuter et al.,
2005). Indeed, customer reluctance to use this technology means that it is pointless to invest
in Internet banking channels, while banks find themselves having to continue to provide their
services via human encounters, along with their associated operational and labour costs (Chiu
et al., 2010; Hilton et al., 2013; Hung et al., 2012; Lee and Allaway, 2002).

In the light of these facts, the main challenge for the success of Internet banking not only
depends on providing these emerging applications but rather attracting customers to accept
them as a full alternative instead of a human encounter. In this regard, Meuter et al. (2005,
p.78) stressed that “for many firms, often the challenge is not managing the technology but
rather getting consumers to try the technology. ” In effect, persuading customers to switch
their behaviour from traditional encounters to using Internet banking channels is not an easy
process, especially as there is a lack of understanding of this phenomenon from the
customers’ perspective (Curran and Meuter, 2007). Thus, there is a need to understand and
study the factors that hinder or contribute to the customers’ intentions and behaviours toward

such technology.

As motivating customers to switch their behaviour from traditional human encounters to
using IB channels is not an easy process, there is always a need to identify and empirically

examine the main predictors that could shape the customers’ intention and adoption of IB in



Jordan. Nevertheless, a few researchers (e.g. Alalwan et al., 2015; AbuShanab et al., 2010)
have empirically examined the Jordanian customers’ intention and adoption of IB. Thus, this
study realises a need to examine the factors that hinder or contribute to the Jordanian
customers’ intentions and behaviours toward IB. Further, the results of current study could
provide more clues about the perception and behaviours of customer over the Middle East
and developing countries in general. So that the generalizability of the current study’s results
will not only be restricted by the Jordanian markets but also could be of interest to
practitioners and academics in the Middle East and Arab countries. This is especially
important due to the fact that most prior studies of Internet banking have examined the

related issues from the perspectives of customers in developed countries.
Accordingly, this study attempts to address these main research questions:

1. What is the current state of Jordanian customers’ intention and adoption of Internet
banking?

2. What are the main factors that could hinder or contribute to the Jordanian customers’
intention and adoption of Internet banking?

3. What Jordanian banks could do to enhance the customers’ level of adoption of

Internet banking?

2. Literature Review

The body of IB literature is large where numerous factors have been examined and many
theories were formulated (Hung et al., 2012; Martins et al., 2014; Orel and Kara, 2014; Tam
and Oliveira, 2016; Zhu et al., 2013). Yet, examination of the acceptance of IB has received
the most considerable interest over the past few years (e.g. Eriksson and Nilsson, 2007;
Eriksson et al., 2005; Jaruwachirathanakul and Fink, 2005; Tan and Teo, 2000).

Several factors have been examined and verified as key determinants of customer intention
and usage of Internet banking. For instance, based on data obtained from 249 banking
customers in Portugal, Martins et al. (2014) found performance expectancy, effort
expectancy, and social influence as significant factors influencing customers’ intention to
adopt Internet banking. Moreover, Shih and Fang (2004) reported that the actual usage of
Internet banking was strongly associated with behavioural intention. In Oman, Riffai et al.
(2012) revealed that performance expectancy, effort expectancy, playfulness, and website
design were proved to be significant contributors to the customers’ intention. Walker and

Johnson (2006) articulated that a customer’s predisposition to adopt three kinds of SST -



Internet banking, telephone bill payment, and online shopping - was significantly predicted
by the customer’s beliefs regarding their ability and capacity to apply the technological
interfaces effectively. These findings have been supported by Al-Somali et al. (2009) in
Saudi Arabia, who asserted that perceived ease of use enjoys a considerable role in promoting

both perceived usefulness and customer attitudes toward Internet banking.

Eriksson et al. (2005) maintained perceived usefulness as a key factor that fully mediated the
impact of perceived ease of use and trust on customers’ use of Internet banking by Estonian
clients. Later, in context of Estonia, Eriksson and Nilsson (2007) supported the role of
perceived usefulness in enhancing both customers’ willingness to continue using Internet
banking and multichannel customer satisfaction. Similarly, perceived ease of use and
perceived usefulness have been approved by Chiou and Shen (2012) as key factors predicting
customers’ attitudes toward Internet banking usage, and ultimately, facilitating the customers’
willingness to accept this technology to obtain banking transactions. In addition, customers
who perceive Internet banking as easy are more likely to value this technology as a useful
commodity in their daily life. This is supported by both Chiou and Shen (2012) and
Dimitriadis and Kyrezis (2011). In India, Kesharwani and Bisht (2012) predicted that
perceived ease of use was recognised as a significant driver of perceived usefulness, and

accordingly enhanced the customers’ intention to adopt Internet banking.

In Germany, Berger (2009) verified a strong positive correlation between both perceived
usefulness and ease of use with customer attitude toward self-service banking channels.
Berger (2009) found attitude as a key determinant of the customers’ willingness to adopt
Internet banking. According to Curran and Meuter (2005), both perceived ease of use and
perceived usefulness were able to explain a significant variance in the customers' attitude
toward online banking, while customers’ attitude was found as a key enabler of the
customers' penchant to use online banking. In their efforts to examine the impact of customer
perceived value and intention related to Internet banking, Ho and Ko (2008) strongly argued
that perceived ease of use, perceived usefulness, cost savings, and self-control are crucial
factors determining both customer readiness, customer value and ultimately customers’

intention to continue to use Internet banking.

Akhlag and Ahmed (2013) have applied SEM to analyse data collected from 109 banking
customers in Pakistan in order to examine the impact of intrinsic and extrinsic motivations on
both trust and usage of Internet banking. Their statistical results strongly support the impact

of intrinsic motivation on customer trust which, in turn, positively enhances customer



inclination to adopt Internet banking. However, based on measurement results, Akhlag and
Ahmed, (2013) reported that extrinsic motivation was not valid and therefore the conceptual
model was applicable only to intrinsic motivation. Likewise, Celik (2008) provided empirical
evidence to show that intrinsic motivation (playfulness) plays a strong positive role in
predicting both perceived usefulness and perceived ease of use. Celik (2008) further
empirically demonstrated that perceived usefulness and attitude play critical role in shaping
customer intention to adopt Internet banking in Turkey. Curran and Meuter (2007) also
indicted that the expected outcomes of using online banking, like utility and enjoyment, were

found to contribute to customer willingness to change behaviour and adopt online banking.

Internet banking characteristics (e.g. compatibility, complexity, trialability and convenience)
have been commonly recognised as key drivers in explaining a considerable variance in
customer intention and acceptance of Internet banking (Black et al., 2001; Black et al., 2002;
Gan et al., 2006; Gerrard and Cunningham, 2003; Kolodinsky et al., 2004; Liao et al., 1999;
Shih and Fang, 2004; Tan and Teo, 2000). A number of studies have paid attention to the role
of social factors on customers' intention to adopt Internet banking (Gerrard and Cunningham,
2003; Howcroft et al., 2002; Jaruwachirathanakul and Fink, 2005; Riffai et al., 2012; Shih
and Fang, 2004).

As for the influence of personality and demographic factors, Nilsson (2007) indicated that
users of Internet banking in Estonia seem to be more homogenous due to the fact that most of
them are well-educated, younger, and more male than female. Moreover, Yoon (2010)
predicted that customers who enjoy an adequate level of experience with technology are more
likely to be pleased about Internet banking services if they perceived that Internet banking
had fewer complexes, better design and more speed. In the same study, Yoon (2010)
indicated that customer support services, along with sufficient and accurate information
facilitating the using of Internet banking, were positive predictors of satisfaction. In their
examination of the impact of demographic factors on customer attitude toward Internet
banking in Saudi Arabia, Al-Somali et al. (2009) found that an education level was a
significant predictor in this respect. Jaruwachirathanakul and Fink (2005) concluded that the
causal association between perceived behavioural control and the adoption of Internet

banking is not moderated by gender and age differences.

Issues related to perceived risk include the key barriers to customers’ willingness to use and
accept Internet banking (Al-Gahtani, 2011; Black et al., 2001; Celik, 2008; Chiou and Shen
2012; Cunningham et al., 2009; Curran and Meuter, 2007; Eriksson et al., 2005; Gan, et al.,



2006; Gerrard et al., 2006; Jaruwachirathanakul and Fink, 2005; Kesharwani and Bisht, 2012;
Kolodinsky, et al., 2004; Lee, 2009; Littler and Melanthiou, 2006; Aldas-Manzano et al.,
2009; Martins et al., 2014; Ndubisi and Sinti, 2006; Nor and Pearson, 2008). According to
Kesharwani and Bisht (2012), Tan (1999) and Martin and Camarero (2008), associated risks
have been addressed largely with regard to self-service banking channels rather than those
associated with a human encounter. This could be attributed to the absence of physical
interaction between customers and service providers in the case of online transactions;
furthermore, the outcomes of using these technologies are generally characterised by
uncertainty and ambiguity (Al-Gahtani, 2011). In line with this, Yousafzai et al. (2009) also
argued that loss of confidence plays a negative role, not only in the banking context, but also
with regard to other e-commerce applications. According to Martins et al. (2014), perceived

risk was found to be a key obstacle to the customers’ willingness to adopt Internet banking.

As mentioned before, there are only a few studies examining the adoption of IB in Jordan
(i.e. AbuShanab et al., 2010; Al-Majali, 2011; Al-Smadi, 2012). The findings of these studies
have contributed to the overall understanding of the critical factors relating to the adoption of
IB in Jordan. However, despite the importance of intrinsic motivation and habit as critical
predictors for the adoption of IB (Lin and Hsieh, 2011; Venkatesh et al., 2012), the factors
such as intrinsic motivation and habit have not received any attention in prior studies of IB in
Jordan. Perceived value is also not fully explained by the studies conducted in the Jordanian
context. This demonstrates a need to clarify aspects relating to the value of using IB such as
price value; in particular, these aspects could play a vital role in shaping customer intention
and behaviour toward IB (Venkatesh et al., 2012). Furthermore, the impacting role of
intrinsic motivation on both price value and perceived usefulness is  worth examining
Moreover, such relationships between the functional utilities (i.e. perceived usefulness,
performance expectancy) and customer perceived value (i.e. price value) of IB represent a

worthwhile research direction to be tested and explained.
3. Conceptual Model

As extending the UTAUT2 is precisely theorised to explain technology acceptance from
the customers’ perspective (Venkatesh et al., 2012), it was selected as an appropriate
theoretical foundation to propose the conceptual model, which has been utilised in this study.
From a review of relevant literature in information systems and marketing, three salient

constructs - hedonic motivation, price value and habit - are identified and modelled in



UTAUT2 along with performance expectancy, effort expectancy, social influence, and
facilitating conditions (Venkatesh et al., 2012). By having these constructs (i.e. hedonic
motivation, price value and habit) in the UTAUT2, new mechanisms such as intrinsic
motivation, financial limitations and automaticity have been attached to the model
(Venkatesh et al., 2012). Further, perceived risk was found to be conceptually and

operationally different from the main constructs in UTAUT2.

As shown in Figure 1, the main constructs in UTAUT2 namely, performance expectancy
(PE), effort expectancy (EE), social influence (SI), hedonic motivation (HM) and price value
(PV) were proposed as direct determinants of customers’ intention to use IB. The hypotheses
development and justification for the main constructs will be discussed in depth in the

following subsections.

Figure 1: Proposed Conceptual Model (Featherman and Pavlou, 2003; Venkatesh et al., 2012)

3.1. Performance Expectancy (PE)

Performance expectancy can be conceptualised as the benefits and utilities (e.g. saving
time and effort, efficiency, accessibility, customisation, convenience) that could be attained
from using such innovative channel (Venkatesh et al., 2003). Performance expectancy has
been noticed as one of the most influential drivers of behavioural intention to adopt and use
information systems (IS)/information technology (IT) (e.g. Dwivedi et al., 2017a, 2017b,
Rana et al., 2015, 2016, 2017) in general and IB (Alalwan et al., 2017; AbuShanab et al.,
2010; Riffai et al., 2012; Martins et al., 2014) in particular. Importantly, Venkatesh et al.



(2012) and Dodds et al. (1991) argued that customers usually are involved in a rational
comparison process between the extent of benefits and utilities obtained by using technology
in relation to the monetary cost paid to use technology from another point of view. Thus,
further benefits and utilities perceived by using IB could contribute to the price value of IB
(Alalwan et al., 2016b; Sheth et al., 1991; Tarhini et al., 2016; Zhu et al., 2013). This
assumption was strengthened by Ho and Ko (2008) who empirically proved that customer
value of self-service banking technology is positively associated with perceived usefulness.
Therefore, this study articulates the following hypotheses:

H1: Performance expectancy will increase Jordanian customers’ intention

to adopt IB.

H2: Performance expectancy will increase price value related to using IB.

3.2. Effort Expectancy (EE)

Effort expectancy is conceptualised as the “extent of ease connected with the use of
system” (Venkatesh et al., 2003, p.450). Several IB studies have empirically proven the
important role of effort expectancy (i.e. Martins et al., 2014; Riffai et al., 2012) or it’s
captured factors such as perceived ease of use (i.e. Alalwan et al., 2016¢; Al-Somali et al.,
2009; Kesharwani and Bisht, 2012; Rodrigues et al., 2016; Wang et al., 2003) in shaping the
customers’ intention and perception toward such innovative channel. In keeping with the
argument of Davis et al. (1989), individuals could be involved in the cognitive trade-off
process between the efforts required to successfully apply the technology in front of the
benefits and advantages attained by using technology. Therefore, Davis et al. (1989)
articulated that perceived ease of use could contribute to the behavioural intention to use
technology directly or indirectly by facilitating the role of perceived usefulness. This has
been empirically supported at the context of IB by a number of studies (e.g. Al-Somali et al.,
2009; Cheng et al., 2006a; Celik, 2008; Eriksson et al., 2005; Kesharwani and Bisht, 2012).
Thus, this study formulates the following hypotheses:

H3: Effort expectancy will increase Jordanian customers’ intention to adopt 1B.

H4: Effort expectancy will increase performance expectancy of IB.



3.3. Social Influence (SI)

Social influence was defined by Venkatesh et al. (2003, p.450) as “the extent to which an
individual perceives that important others believe he or she should apply the new system”.
Venkatesh et al. (2003) debated that the impact of social influence on the behavioural
intention could be due to compliance particularly in the initial stages of experience. The
considerable role of social influence or their similar factors (i.e. reference groups, subjective
norms and opinion leaders) in enhancing customer intentions and the use of 1B has been
broadly highlighted in prior studies (Al-Somali et al., 2009; AbuShanab et al., 2010; Martins
et al., 2014; Shih and Fang, 2004). Therefore, the following hypothesis can be formulated

based on above discussion:

H5: Social influence will increase Jordanian customers’ intention to adopt |B.

3.4. Facilitating Conditions (FC)

Facilitating conditions are defined as “the degree to which an individual believes that an
organizational and technical infrastructure exists to support use of the system” (Venkatesh et
al., 2003, p.453). Upon closer review of the previous studies in the IS area, Venkatesh et al.
(2003) articulated that the impact of facilitating conditions on the behavioural intention
would not be significant if effort expectancy as well as performance expectancy constructs
are included. Thus, the current study will follow the proposition of Venkatesh et al. (2003) by
drawing only single path from facilitating conditions to the actual adoption of IB. Such
relationship between facilitating conditions and actual usage behaviour has been empirically
proven by different studies (i.e. Alalwan et al., 2016a; Zhou et al., 2010; Wang and Shih,

2009) over the relevant areas of research.

Indeed, Venkatesh et al. (2012) supposed that the facilitating conditions could have direct
influence on the customers’ intention in UTAUT2 as facilitating conditions are not freely
available for the customers as in the case of the employee context. However, the vast
majority of Jordanian banks provide these facilities free of charge or with a cheaper price
(e.g. Bank of Jordan, 2014; Housing Bank, 2014; Jordan Ahli Bank, 2014; Standard
Chartered Jordan, 2014). Further, according to Venkatesh et al. (2003), the impacting role of
facilitating conditions on behavioural intention is more likely to vanish by including both
performance expectancy and effort expectancy as key predictors of behavioural intention.
Therefore, in this study, facilitating conditions were proposed to have only one direct

influence on the actual usage behaviour. Hence, the following hypothesis can be formulated:



H6: Facilitating conditions will increase adoption of IB by Jordanian customers.

3.5. Hedonic Motivation (HM)

According to Venkatesh et al. (2012), hedonic motivation is conceptualised as the feeling
of cheerfulness, joy or enjoyment, which is stimulated by applying technology. More
thorough analysis of relevant literature in customer behaviour as well as technology
acceptance streams, Venkatesh et al. (2012) revealed that several factors such as playfulness,
joy, and enjoyment capture the hedonic motivation and are significant determinants of
customer acceptance of technology (Brown and Venkatesh, 2005; Childers et al., 2001; Van
der Heijden 2004). Interestingly, using online banking channels could be perceived as being
part of a modern lifestyle, adding further value to the segment of customers who look for
novelty and modernism (Celik, 2008; Gan et al., 2006; Lin and Hsieh, 2011; Riffai et al.,
2012). The important role of intrinsic motivation in shaping customers’ intention to adopt 1B

has been supported by different studies of IB (i.e. Curran and Meuter, 2007; Gan et al., 2006).

In addition to customers who perceive using the technology that comprises of fun,
playfulness, and enjoyment, they are more than likely to perceive using this technology in a
more productive manner requiring less effort, and hence, will contribute to value perceived
by using such a system (e.g. performance expectancy, price value) (Cheng et al., 2006; Moon
and Kim, 2001; Venkatesh, 2000). Indeed, Agarwal and Karahanna (2000) empirically
confirmed the role of cognitive absorption (as an intrinsic variable) in enhancing the
perceived usefulness. Therefore, if hedonic motivation of using IB is high, the overall
benefits perceived by using this technology will increase, and accordingly, that will
contribute to both the performance expectancy and the price value of using IB as well (Dodds

etal., 1991; Venkatesh et al., 2012). Therefore, the following hypotheses can be formulated:

H7: Hedonic motivation will increase Jordanian customers’ intention to

adopt IB.

H8: Hedonic motivation will increase the performance expectancy of using

Internet banking.

H9: Hedonic motivation will increase the price value of using IB.



3.6. Price Value (PV)

Price value is conceptualised as “consumer’s cognitive trade-off between the perceived
benefits of the application and the monetary cost for using it” (Venkatesh et al., 2012, p.161).
Instead of the employee context where the cost concept could be represented in terms of time
and effort, which are theorised under the effort expectancy, financial cost represents a crucial
role in shaping customers’ willingness to adopt and accept new technology (Mallat et al.,
2008; Venkatesh et al., 2012). Additionally, based on the marketing literature, perceived
value is usually identified by how the customer cognitively compares how much he/she
should pay instead of utilities and quality attained (Dodds et al., 1991). Therefore, if the
utilities, which a customer can attain by adopting a high-tech product, are higher than the
financial cost, the price value will positively predict the customers’ intention to use the
technology (Venkatesh et al., 2012). Theoretically, there are different studies over the
relevant areas that have addressed the impact of the perceived value and price value on the
customer’s intention to use electronic channels (Al-Hawari and Ward, 2006; Ding et al.,
2007; Gerrard and Cunningham, 2006; Ho and Ko, 2008; Lee and Allaway, 2002; Sathye,
1999). Thus, the following hypothesis postulates:

H10: Price value will increase Jordanian customers’ intention to adopt 1B.

3.7. Habit (HB)

Venkatesh et al. (2012, p.161) defined habit as “the extent to which people tend to
perform behaviour automatically because of learning.” Also, Venkatesh et al. (2012) argued
that while behavioural intention has been identified as the most significant factor predicting
technology adoption, habit, according to Davis and Venkatesh (2004), has been recognised as
an alternative determinant to technology usage. Habit, as previously mentioned, is related to
automaticity behaviour, which is formed by an accumulation of knowledge and skills over
time (Limayem et al. 2007; Venkatesh et al., 2012). Although habit has been ascertained by
several studies of 1B, the majority of these studies have discussed the negative impact of
habitual behaviour related with traditional banking channels on the customers’ tendency to
adopt the electronic channels (i.e. Laukkanen et al., 2008; Kuisma et al., 2007; Wan et al.
2004). On the other hand, Kolodinsky et al. (2004) and Eriksson et al. (2008) empirically
demonstrated that the extent of compatibility of online banking with the customers’ habits is
a significant predictor of the customers’ adoption of online banking in the USA. In the

current study, it was followed the proposition of the UTAUT2, which assumes a positive role



for habit in motivating the adoption behaviour of Internet banking. Thus, the following

hypothesis postulates that:

H11: Habit will increase adoption of IB by Jordanian banking customers.

3.8. Perceived Risk (PR)

Perceived risk could be defined as the likelihood of a customer suffering a loss in pursuit
of the favoured consequences of applying IB (Featherman and Pavlou, 2003). Several studies
have paid particular attention to issues that are concerned with perceived risk (Curran and
Meuter, 2005; Flavian et al., 2006). Indeed, aspects related to perceived risk have been
widely regarded as crucial negative determinants of customers’ intentions and the adoption of
IB (Baabdullah et al., 2016; Gan et al., 2006; Gerrard et al., 2006; Laukkanen et al., 2008;
Poon, 2008; Flavian et al., 2006). The particular interest in these factors could be attributed to
the high uncertainty, intangibility, heterogeneity and vagueness characterised in the online
banking area, along with the absence of human interaction (Al-Gahtani, 2011; Curran and
Meuter, 2005; Featherman and Pavlou, 2003; Kesharwani and Bisht, 2012; Martins et
al.2014). Accordingly this study assumes the following hypothesis:

H12: Perceived risk will decrease the Jordanian customers’ intention to

adopt Internet banking.

3.9. Behavioural Intention (BI)

According to Venkatesh et al. (2003, 2012), behavioural intention is conceptualised as the
extent to which the customer tends to use the self-service technology (SST). Behavioural
intention has been examined constantly and confirmed as the most powerful determinant of
individual behaviour over the technology acceptance stream (Ajzen, 1991; Venkatesh et al.,
2003, 2012). Furthermore, prior literature in the SST has strongly supported customer
intention as a decisive driver of the actual usage behaviour of SST (e.g. Jaruwachirathanakul
and Fink, 2005; Martins et al., 2014; Shih and Fang, 2004; Wang and Shih, 2009). Therefore,
this study conceptualises that behavioural intention is a decisive construct between the main
antecedent constructs and customer usage of SST. Accordingly, this study formulates the

following hypothesis:

H13: Behavioural intention will increase adoption of IB by Jordanian

banking customer.



4. Methodology

In line with the aim of the current study which focuses on examining the factors impacting
the Jordanian customers’ intention and adoption of IB, sampling frame of the current study
comprised of all Jordanian banking customers (potential users and actual users of IB) residing
in two main cities in Jordan: Amman (the capital of Jordan) and Al-Balga. Indeed, 500 self-
administered questionnaires were distributed to obtain the required data; yet, three hundred
forty eight (70% response rate) questionnaires were returned and found to be valid for further
analyses. Practically, the convenience sample of Jordanian banking customers was reached

by number of the following approaches:
« By direct contact with the targeted respondents at the bank branches
» By passing and returning the questionnaire to the respondents via the banking staff

* By approaching the banking customers in their own workplaces such as staff, Master’s
degree and Bachelor’s degree students in a number of the universities and educational

institutes, employees in the public or private sector and personnel in different institutions.

As discussed before, the self-administered questionnaire has been adopted in the current
study to derive responses from Jordanian banking customers regarding their perception of the
aspects related to behavioural intention and adoption of Internet banking. The same scale
items used by Venkatesh et al. (2012) to measure UTAUT2: PE, EE, SI, FC, HM, PV, HT
and BI) were also used to measure these constructs in the current study. Noteworthy, items of
performance expectancy, effort expectancy, social influence, facilitating conditions, and
behavioural intention were originally proposed by Venkatesh et al. (2003) in validating the
original version of UTAUT. In line with UTAUT2, the current study also used the same set
of items used by Venkatesh et al. (2012) to measure hedonic motivation, price value and
habit. Such items related to UTAUT2 constructs have been extensively adapted and validated
by prior IS/IT studies that have formulated this theory as a theoretical foundation in their
conceptual models (AbuShanab et al., 2010; Chiu et al., 2010; Martins et al., 2014; Riffai et
al., 2012; Wang and Shih, 2009; Zhou et al., 2010). As for perceived risk, seven items were
adopted from Featherman and Pavlou (2003) to measure such construct. The Featherman and
Pavlou’s (2003) scale covers the main dimensions of perceived risk (i.e. performance risk,
financial risk, privacy risk, and social risk). This scale has also been adapted by several
studies examining the customer’s intention and behaviour towards toward Internet banking

(i.e. Al-Smadi, 2012; Celik, 2008; Martins et al., 2014). The seven-point Likert scale was



used to measure the main items of the UTAUTZ2 constructs and perceived risk with anchors
ranging from strongly agree to strongly disagree. Actual adoption of Internet banking was
measured by a set of five common financial transactions that could be applied using IB.
Indeed, these services have been widely adopted by relevant studies that have examined
customers use or adoption of Internet banking (i.e. Curran and Meuter 2005/2007, Liao et al.,
1999; Martins et al., 2014). In addition to this, these services have been approved by number
of the most well-known Jordanian banks that have introduced such services (i.e. Bank of
Jordan, Housing Bank, Arab Bank, Kuwait Bank, Jordan Islamic Bank, and Cairo Amman
Bank). The seven-point time scale was adopted to measure the use behaviour toward these
services with anchors including: never, once a year, several times a year, once a month,
several times a month, several times a week, several times a day (Venkatesh et al., 2012).
Demographic variables: age, gender, income, education level, Internet experience, and

computer experience were measured using six close-ended questions.

Arabic is the native language of the respondents being targeted in the current study
(Jordanian banking customers). The questionnaire, therefore, was converted to the Arabic
language using the back translation method (Brislin, 1976). So as to validate the
questionnaire prior the main survey, researchers conducted a pilot study via allocating 30
questionnaires to Jordanian banking customers. Those customers are requested to see the
questionnaire given and freely presenting their feedback about any problems and confusions
that could exist the questionnaire. Out of 30 questionnaires allocated, only 23 that have been
returned. The vast majority of those respondents assured the suitability and clarity of the
language used. As well as, the questionnaire is not long and does not consume too much time
in filling it.

Furthermore, so as to assure adequate level of internal consistency reliability for all items
used, a Cronbach’s alpha test was applied using SPSS with cut off value of 0.70. In order to
make sure that all measurement items have an acceptable level of internal consistency
reliability, an examination of Cronbach’s alpha values was carried out for the three
questionnaires that were distributed using SPSS (Nunnally, 1978). All constructs were able
to have a value higher than 0.70. The largest value was noticed regarding performance
expectancy (0.97) followed by price value (0.96) and then hedonic motivation (0.95). Effort
expectancy and facilitating conditions have the same value of 0.89. Perceived risk also has an
acceptable value of 0.87. Other acceptable values were accounted by social influence (0.85);

habit (0.83); behavioural intention (0.81). The lowest Cronbach’s alpha was found for



adoption with value of (0.78). Accordingly, all constructs items used have adequate level of

internal consistency and adequately satisfied the reliability criteria.
5. Results
5.1. Respondents’ Profile and Characteristics

348 usable responses have been received. Noticeably, more than half of the respondents
(57.2%) were male, whereas females captured about 42.8 % of the total sample. The
descriptive statistics revealed that most of the respondents were found within the age group of
31-40 (37.4%) and the age group of 25-30 (32.2%). In the term of monthly income level
(Jordanian Dinar (JOD)), the monthly income level of the largest segment of the usable
sample (28.8%) was between 400-600 JOD followed by those who had a monthly income
less than 400 JOD (20.4%). The most prominent educational level of respondents (69.6%)
had gained a Bachelor’s Degree. The overwhelming majority of respondents (92.2%) were
computer users for more than three years. As for Internet experience, they are similar to the
computer experience statistics. The vast majority of usable respondents (87.6%) had

experienced more than three years with the Internet.

Table 1: Demographic Characteristics of Internet Banking Respondents

Category | Count | % Category | Count | %
Gender Education Level
Male 199 57.2 High school 13 3.7
Female 149 42.8 Diploma 37 10.6
Total 348 100 Bachelor 242 69.6
Age (in Years) Master 52 14.9
18-24 58 16.7 PhD 3 0.9
25-30 112 32.2 Other 1 0.3
31-40 130 374 Total 348 100
41-50 37 10.6 Computer Experience
51-60 7 2 < One year 6 1.7
60+ 4 1.1 1-2 years 10 2.9
Total 348 100 2-3 years 11 3.2
Monthly Income Level (JOD) > 3 years 321 92.2
Less than 400 71 20.4 Total 348 100
400-600 100 28.8 Internet Experience
601-800 64 18.4 < One year 9 2.6
801-1000 44 12.6 1-2 years 16 4.6
1001-1200 20 5.7 2-3 years 18 5.2
1200+ 49 14.1 > 3 years 305 87.6
Total 348 100 Total 348 100




5.2. Structural Equation Modelling Analysis

The two-stage approach, as recommended by Anderson and Gerbing (1982), was adopted
in the current study. In the first stage (measurement model) followed by testing the structural
model in the second stage.

5.2.1 Measurement Model: Confirmatory Factor Analysis

As shown in Table 2, the preliminary measurement fit indices were found as such:
chi-square (¥?=1635.893, degree of freedom (DF)=730, P<0.001) was significant;
CMIN/DF=2.241; goodness-of-fit index [GFI]=0.812; adjusted goodness-of-fit index
[AGFI]=0.778, root mean square error of approximation [RMSEA]=0.060; normed-of-fit
index [NFI]=0.868; comparative fit index [CFI]=0.92. Having a closer look at some of the fit
indices (e.g. GFI, AGFI, NFI), the model does not seem to have adequate fit to data, and
therefore, there is room for some re-specifications and refinement (Anderson and Gerbing,
1988; Byrne, 2010; Bagozzi and Yi, 1988). The revised measurement model was then
examined without including the problematic items. The yielded fit indices indicted that the
goodness of fit of the revised measurement model was adequately improved; all the fit
indices this time were found within their recommended level as such: CMIN/DF was 1.849,
GFI=0.908, AGFI=0.873, NFI1=0.931, CFI=0.967 and RMSEA=0.049 (see Table 2).

Table 2: Results of Measurement Model

Fitindices | Cut-off point | Initial measurement | Modified measurement
model model
CMIN/DF <3.000 2.241 1.849
GFI >0.90 0.812 0.908
AGFI >0.80 0.778 0.873
NFI >0.90 0.868 0.931
CFI >0.90 0.920 0.967
RMSEA <0.08 0.060 0.049

5.2.2 Construct Reliability

An examination of the construct reliability was conducted via testing the internal
consistency (Cronbach’s alpha), composite reliability (CR), and average variance extracted
(AVE) for each construct (Anderson and Gerbing, 1988). As seen in Table 3, the extracted
value of Cronbach’s alpha for all constructs was found to be above their recommended level
of 0.70 (Nunnally, 1978). Indeed, Cronbach’s alpha was exhibited as a minimum 0.81 for
adoption behaviour while the highest value was reached by PE with a value of 0.93 followed
by Bl with a value of 0.92 (see Table 3). As shown in Table 3, all latent constructs reflect an
adequate composite reliability of at least 0.80. Table 3 illustrates that both PE and Bl had the



highest value of 0.92 followed by HM and EE with the same value of 0.90 while the lowest
value was observed regarding the adoption behaviour which was 0.80. The AVE for all latent
constructs was estimated and found above the threshold value of 0.50 as well (Hair et al,
2010). The largest value of AVE was recorded by PE and Bl with same value of 0.81;

whereas, usage behaviour had the lowest AVE value of 0.57 (see Table 3).

Table 3: Constructs Reliability
Cronbach’s | Composite Reliability | Average Variance

Variable Alpha (0) (CR) Extracted (AVE)
PE 0.93 0.92 0.81
EE 0.90 0.90 0.75
S| 0.85 0.85 0.74
FC 0.87 0.86 0.70
HM 0.90 0.90 0.81
PV 0.88 0.87 0.78
HT 0.87 0.86 0.75
PR 0.88 0.87 0.62
Bl 0.92 0.92 0.80
UB 0.81 0.80 0.57

5.2.3 Convergent Validity

As seen in Table 3, all unremoved items were found to have standardised regression
weights above the cut-off value of 0.50 and were statistically significant with the p value less
than 0.001 (Hair et al., 2010). An inspection of the correlation table provided in the AMOS
output file revealed that all inter-correlation estimates were found to be less than threshold

value of 0.85 (see Table 5) (Kline, 2005).
Table 4: Constructs Validity

Latent Constructs Items Factor AVE Square Root of AVE
Loading
PE1 0.90
Performance Expectancy PE2 0.90 0.81 0.90
PE3 0.90
EE2 0.88
Effort Expectancy EE3 0.87 0.75 0.86
EE4 0.86
. Si1 0.82
Social Influence S 0.90 0.74 0.86
FC1 0.76
e . FC2 0.82 0.70 0.83
Facilitating Conditions FC3 001
. " HM1 0.89
Hedonic Motivation IVE 091 0.80 0.89
. PV2 0.90
Price Value PV3 G 0.78 0.88
. HT1 0.89
Habit HT3 0.85 0.75 0.86
PR2 0.77
. . PR3 0.88
Perceived Risk PRA 0.95 0.62 0.78
PR6 0.60

Behavioural Intention BI1l 0.88 0.80 0.89




BI2 0.90
BI3 090
SR1 0.80
Use Behaviour SR2 0.77 0.57 0.76
SR4 0.69

As shown in Table 4, the squared root of AVE exhibited for each latent construct was higher

than the inter-correlation estimates with other corresponding constructs (Fornell and Larcker,

1981).
Table 5: Discriminant Validity
Variable | PE EE Sl FC HM PV HT PR Bl uB
PE 0.90
EE 0.66 0.86
SI 0.59 0.59 0.86
FC 0.68 0.81 0.56 | 0.83
HM 0.60 0.62 066 |0.71 0.89
PV 0.60 0.58 0.60 | 0.70 0.66 0.88
HT 0.61 0.55 059 | 0.55 0.60 0.67 | 0.86
PR -0.40 | -0.37 | -0.40 |-0.45 | -042 |-0.46 | -0.45 | 0.78
Bl 0.65 0.65 0.60 | 0.70 0.70 0.68 | 0.55 -0.55 | 0.89
UB 0.49 0.41 0.36 | 0.52 0.45 0.46 | 0.60 -0.28 | 0.57 | 0.76

Note: Diagonal values are squared roots of AVE; off-diagonal values are the estimates of inter-correlation
between the latent constructs.

5.2.4 Common Method bias

To avoid any problem related to common method bias, researchers applied Harman’s single-
factor test with 10 factors and 40 items. 45 items were loaded into exploratory factor analysis
and inspected using an unrotated factor solution. About 38.246 per cent that was recorded as
a variance in the first factors which is not more than 50 per cent that recommended by
Podsakoff et al. (2003). Therefore, the data set of Internet banking does not have any

concerns regarding the common method bias.
5.2.5. Structural Model

As summarised in Table 6, the main statistical results indicated that despite the fact
that the Chi-square was significant (x*=666.733, DF=293, P=0.000), the rest of the fit indices
of the structural model were found to be within their threshold values as such CMIN/DF was
2.276, GFI=0.901, AGF1=0.841, NFI1=0.921, CFI=0.95 and RMSEA=0.061. Thus, suggesting
that structural model adequately fit the data. Moreover, statistical results largely supported
the conceptual model via explaining 64%, 32%, 52%, and 52% of variance in behavioural
intention; usage behaviour, performance expectancy, and price value respectively (see Figure
2).

Table 6: Fit Indices of Structural Model
Fit indices Cut-off point Structural model




CMIN/DF <3.000 2.276
GFI >0.90 0.901
AGFI >0.80 0.841
NFI >0.90 0.921
CFI >0.90 0.950
RMSEA <0.08 0.061

With regard to the path coefficients analyses, the coefficient values of the paths ending to
behavioural intention including performance expectancy (y=0.14, p<0.026); effort expectancy
(y=0.19, p<0.002); hedonic motivation (y=0.30, p<0.001); price value (y=0.15, p<0.006);
perceived risk (y=-0.22, p<0.001) were found to be statistically significant (see Figure 2).
Yet, the path coefficient of social influence (y=0.031, p=0.645) on behavioural intention was
recognised as non-significant. The path coefficients starting with performance expectancy
(y=0.30, p<0.000) and hedonic motivation (y=0.50, p<0.001) and ending in price value were
found statistically significant as well. Both effort expectancy (y=0.48, p<0.001) and hedonic
motivation (y=0.32, p<0.001) were found to have a significant influence on the performance
expectancy. Moreover, facilitating conditions (y=0.18, p<0.035), behavioural intention
(y=0.33, p<0.001), and habit (y=0.24, p<0.004) all had statistically significant path
coefficients on adoption behaviour (see Figure 1). Therefore, except H5 (SI—BI), all
research hypothesises (H1, H2, H3, H4, H6, H7, H8, H9, H10, H11, H12, and H13) were
supported (see Table 7).

Table 7 Results of Standardised Estimates of Structural Model

Path Pa_ltr_] P- VIF Significance?
Coefficients | value [YES/NO]
PE->BI 0.14 0.026 2.009 YES
PE>PV 0.30 ol 1.978 YES
EE->BI 0.19 0.002 2019 YES
EE->PE 0.27 ol 1.941 YES
SI->BI 0.03 0.645 1.547 NO
HM->BI 0.30 el 2.014 YES
HM->PE 0.32 falaied 1.984 YES
HM->PV 0.50 falekad 2.125 YES
PV->BI 0.15 0.006 2.871 YES
FC-> Adoption 0.18 0.035 1.847 YES
HT-> Adoption 0.24 0.004 1.874 YES
PR->BI -0.22 okl 1.258 YES
B1->Adoption 0.33 el 2.002 YES

5.2.6 Multi collinearity test

Statistical results regarding Multi collinearity test assured that there is no concern

regarding multi collinearity as all values of variance inflation factors (VIF) were observed to



be within the acceptable value of 10 (Brace et al., 2003; Diamantopoulos and Winklhofer,
2001).

6. Discussion

As presented in the prior section, the main results of the revised version of measurement
model (i.e. model fitness, constructs reliability, and constructs validity) and the structural
model (model fitness and predictive validity) strongly support the conceptual model proposed
in Section 3. In detail, as seen in Table 1 and Table 6, all fit indices: CMIN/DF, GFI, AGFI,
NFI, CFl, and RMSEA) for both measurement model and structural model were found to be
within their threshold values. Further, it could be clearly acknowledged that all ten constructs
(PE, EE, SI, FC, HM, PV, HT, PR, BI, and, adoption) were able to satisfactorily meet the
construct reliability criteria by having an adequate level of internal consistency (Alpha value
above 0.81); sufficient value of CR (as low as 0.80); and an acceptable value of AVE (higher
than 0.57).

It is also worth mentioning that the main constructs of the UTAUT2 (without the perceived
risk) were able to predict about 58% of variance in behavioural intention. However, R? values
accounted for behavioural intention were enhanced by the inclusion of perceived risk along
with the UTAUT?2 constructs in the same structural model (58% per cent vs 64 per cent with
perceived risk). Accordingly, it could be concluded that the structural model seems to have
more power in predicting the behavioural intention once perceived risk is comprised together
with the UTAUT2 constructs. Similar findings from Martins et al. (2014) approved the
impact of including perceived risk beside the UTAUT constructs (PE, EE, SI, FC) on the R?

value extracted for behavioural intention to use Internet banking.

As seen in Table 7, the all research hypotheses proposed were supported except one
hypothesis (H5: social influence—behavioural intention). As seen in Figure 2, hedonic
motivation seems to be the most influential factor contributing the Jordanian customers’. This
means that those participants, who perceive using IB could comprise further intrinsic utilities
to them, are more likely to be motivated to adopt such technology. By the same token, there
are several instances in the prior literature that have examined and approved hedonic
motivation or its similar factors (e.g. fun, enjoyment, playfulness and perceived
entertainment) on the customers’ intention to use technology (Alenezi et al., 2017; Dabholkar
and Bagozzi, 2002; Dabholkar et al., 2003; Esman et al., 2010; Gan et al., 2006; Orel and

Kara., 2014). This study also was able to provide empirical evidences confirming the



significant influence of hedonic motivation on price value and performance expectancy. In
other words, 1B was found to be highly perceived as useful and having a price value among
those customers who perceive using such channel comprising of further enjoyment and
entertainment. Having further intrinsic utilities in using new system strengthens the
perception that the targeted system is more productive and cost-effective and, as a result,
contributing to value perceived by using such a system (e.g. performance expectancy, price
value) (Cheng et al., 2006; Moon and Kim, 2001; Venkatesh, 2000).

The empirical results have supported the significant relationship between effort expectancy
and behavioural intention to adopt Internet banking. Thus, respondents are more likely to
have a higher intention to adopt IB if they perceive that the use of these technologies is not
difficult and require little effort. These results are consistent with existing literature in the
information system area (e.g. Venkatesh et al., 2003; Venkatesh et al., 2012) and in the 1B
context as well. Effort expectancy was also proposed to be a key predictor of performance
expectancy. Expectedly, empirical results confirmed a strong correlation between effort
expectancy and performance expectancy. As discussed by prior studies on the information
system, customers usually are involved in a cognitive trade-off process between the utilities
expected from using technology and the effort that should be done to use this technology
(Celik, 2008; Davis et al., 1989; Eriksson et al., 2005; Kim and Forsythe, 2010; Wang et al.,
2003).

In line with Venkatesh et al. (2012), price value was empirically confirmed to be a significant
factor determining behavioural intention to adopt Internet banking. It demonstrated that
Jordanian customers are more concerned about the monetary value in formulating their
intention to use or reject Internet banking. To put differently, respondents seem to be more
inspired to use the IB if the utilities attached to such system are perceived to be higher than
the monetary cost paid. This relationship could be attributed to the fact that customers are
really interested in the monetary benefits of using new innovations as long as their interest in
the extrinsic utilities (performance expectancy) and intrinsic utilities (hedonic motivation)
have been confirmed as has been mentioned earlier in this study. This is in line with
Venkatesh et al.’s (2012) thought ensuring that the financial issues usually draw considerable
attention to the customer context rather than the organisational context where the cost is
comprised in terms of time and effort. These results are in line with what has been proven by

prior studies addressing the important role of price and perceived value (Al-Hawari and



Ward, 2006; Ding et al., 2007; Gerrard and Cunningham, 2003; Ho and Ko, 2008; Howcroft
et al., 2002; Lee and Allaway, 2002; Meuter et al., 2000).

Figure 2: Validated Conceptual Model

Performance expectancy has been able to maintain its significant impact on the customers’
intention to adopt Internet banking. In other words, Jordanian customers seem to be more
motivated to adopt IB channels if they perceive that such channel is more effective,
productive, and a useful technology in their daily life. This could be attributed to the ability
of IB as a convenient way of allowing customers to access a wide range of higher quality
financial services (i.e. balance enquiries, fund transfers, paying bills) without any time or
place restrictions (Curran and Meuter, 2005). Furthermore, 1B has been widely recognised as
the most integral, innovative, productive, and friendliest technologies to contribute to the
customers’ life in comparison with the traditional encounter which usually requests further
time and effort from customers to obtain the same services (Aladwani, 2001; Karjaluoto et
al., 2002; Lassar et al., 2005; Lee, 2009; Liao et al., 1999).

The statistical findings have highly supported performance expectancy for playing a
significant role in contributing to the price value related to using Internet banking. In other
words, for those customers who perceive IB as a useful technology in contributing to their
daily life with several benefits (e.g. efficiency, convenience, time- and effort-saving), they

are more likely to perceive IB more valuable instead of the monetary cost paid (Ho and Ko,



2008; Kuo et al., 2009; Laukkanen and Kantanen, 2006; Wang et al., 2004; Zhu and Chen,
2012).

This study, as presented in prior section, empirically proved perceived risk as a significant
factor negatively determining the behavioural intention to adopt 1B (y=-0.22; p<0.001).
Accordingly, it could be concluded that perceived risk is an important aspect considered by
Jordanian customers in formulating their intention to use or reject Internet banking. In
addition, the negative sign of the relationship between perceived risk and behavioural
intention indicates that customers are less likely to be encouraged to use these channels with
a higher degree of expectation of suffering a loss. In the Jordanian context, perceived risk and
the lack of security assurance represent the main concern and apprehension mitigating
Jordanian customers’ willingness to adopt these banking channels. This negative role of
perceived risk has been empirically supported by most studies conducted in the Jordanian
context (Awwad and Ghadi, 2010; Khraim et al., 2011; Al-Majali, 2011; Al-Smadi, 2012; Al
Sukkar and Hasan, 2005). This could be attributed to the increase in the rate of cybercrimes
related to online transactions in Jordan and the Middle East in general; over the last decade it
has been accompanied by a heavy concentration of media on such issues (Alghad, 2014; BBC
Arabic, 2009; Faqir, 2013; The Jordan Times, 2014). For instance, according to a report cited
by Faqir (2013), there has been a noticeable increase in the rate of cybercrimes registered in
Jordan; by the end of 2011 there was in excess of 1,103 cases stated by the Ministry of
Communications and Information Technology (Fagir, 2013). This, in turn, leaves a negative
effect in the minds of Jordanian banking customers who use these channels; it could expose
them further by jeopardising and threatening the safety of their money and their own

information and privacy.

However, the empirical results of this study indicated that the path coefficient between social
influence and behavioural intention was found to be non-significant. The non-significant
impact of social influence means that respondents are not concerned about the aspects

associated with social factors in forming their intention to adopt IB.

Arguably, the important and natural role of social influence in shaping behavioural intention
to use new innovations has been observed varying over the prior literature of online banking
technologies. This variation could be attributed to the nature of the context where technology
is being examined (mandatory versus voluntary); the level of development in the country
(developing country versus developed country); nature of technology (individual and

personal technology versus common and sociable technology); and individual attitude,



perception, experience, and skills regarding the technology of interest (Burton-Jones and
Hubona, 2006; Davis et al., 1989; Malaquias and Hwang, 2016; Malhotra and Galletta, 1999;
Oliver and Dearden, 1985; Titah and Barki, 2009; Venkatesh and Davis, 2000). For instance,
Titah and Barki (2009) argued further on the substitute role of the subjective norm and the
attitudes to predict and formulate the behavioural intention towards technology. Indeed, Titah
and Barki (2009, p.829) stated that “an increase in subjective norms will reduce the marginal
impact of an increase in positive attitude, and an increase in positive attitude will reduce the

marginal impact of an increase in subjective norms”.

In line with Venkatesh et al. (2012), facilitating conditions were empirically confirmed to be
a significant factor predicting the actual adoption of IB by Jordanian banking customers. This
means that Jordanian customers are more concerned about the facilities, resources, and skills
that are needed to conduct the IB services. This relationship could be attributed to the fact
that the nature of the facilities that are required in the case of IB (i.e. PC, Internet access, Wi-
Fi, secured websites) are fundamental aspects for IB users to have a smooth, safe, and easy
access to the financial services. These results are in the line with what has been proven by
prior studies addressing the important role of facilitating conditions (Wang and Shih, 2009;
Zhou et al., 2010).

As shown in Figure 2, habit was found to be the second strongest factor predicting the actual
adoption of IB by Jordanian banking customers. This means that the extent of using IB
services reaches the highest level among those customers who have already formulated
habitual behaviour toward such technology. Such results are in the line with what has been

proposed by Venkatesh et al. (2012). Contributions to Theory

Results of the current study have profoundly contributed to the area of the information
system and IB by extending the current understanding regarding such important phenomena
of interest as well as providing valuable insights for academic perspective. Firstly, this study
critically reviews and evaluates the most common models and theories in the technology
acceptance field. Significantly, almost all theories conducted to explain the customers’
intention and adoption of IB have been originally proposed and examined in an
organisational context (Venkatesh et al., 2003; Venkatesh et al., 2012). This, in turn, creates a
concern regarding the applicability of these theories over the customer contexts (Venkatesh et
al., 2012). Due to the fact that the UTAUT2 is specifically proposed to clarify the adoption of
new systems according to the customers’ perspective (Venkatesh et al., 2012), it was chosen

as an appropriate guiding theory for proposing the conceptual model of the current study.



Thus, a considerable contribution was captured by the current study for being the initiating
study that has extended the validity to examine a new technology (i.e. Internet banking) over

the Jordanian customers as developing country.

Even though the UTAUT?2 successfully introduced an adequate view of clarifying customers’
intention and behaviour towards technology, proposing a model capable of interpreting
customers’ intention and behaviour towards sensitive technology (e.g. IB as self-service

technology) calls for integrating new factors and modifying new relationships.

Thus, the UTAUT2 was extended by including perceived risk. Indeed, perceived risk is one
of the most frequently used and predictive factors that was proposed along with UTAUT2
factors in the same conceptual model which, in turn, demonstrates a significant contribution
to the expansion of the theoretical horizon of the UTAUT2. While Venkatesh et al. (2012)
discussed how functional, intrinsic, and financial utilities can directly predict behavioural
intentions; this study added a contribution to UTAUT2 by discussing causal interactions
between these aspects. Such as, this study provides new trends via examining the impact of
hedonic motivation on price value and performance expectancy as well as proposing a direct
path from performance expectancy to price value. This is, further, representing a worthwhile
direction to be examined and verified in future studies for other SST channels (i.e. online line
hotel booking, mobile payment, Mobile banking) or in a different context to see if these paths

will behave in the same manner which has been observed in this study or not.

As discussed before, the majority of these studies have discussed the negative impact of
habitual behaviour related with traditional banking channels on the customers’ tendency to
adopt the electronic channels (Kuisma et al., 2007; Laukkanen et al., 2008). However, the
positive role of habit as proposed by Venkatesh et al. (2012) has not been covered by prior IB
studies. Thus, current study was able to comprise a significant contribution by focusing more

new mechanism pertaining to automaticity behaviour.

6.1. Implications to Practice

The implementation of IB is not feasible unless customers widely adopt these
technologies as full alternatives for human encounters (Meuter et al., 2005; Simintiras et al.,
2014). Consequently, undertaking an empirical study helps to identify the most important
aspects, and accordingly, altering banks in Jordan to implement effective and appropriate
marketing strategies to enhance the adoption of such innovative services by customers

(Gumussoy, 2016). For instance, the significant influence of behavioural intention on the



adoption behaviour clearly implies that most of the respondents have a higher willingness to
adopt 1B which, in turn, could be considered as worthwhile potential and interested adopters
(Dwivedi and Irani, 2009; Irani et al., 2009). In addition to this, most of them enjoy an
adequate level of education and experience with the Internet and the computer; moving them
to be actual users of SSTs will not be expensive and difficult (Akinci et al., 2004). In this
respect, conducting a personal contact with those customers could be an effective approach to
convince such customers to use IB as a channel saving their time and efforts (Laukkanen et
al., 2009).

Hedonic motivation was also found to be playing a crucial role; not only in enhancing the
behavioural intention but also contributing to a better performance as well as contributing to
price value that is gained by using Internet banking. Therefore, any marketing plan should
pay a particular interest in the aspects that contribute to hedonic motivation. For instance, by
conducting a well-designed campaign, banks could contribute to the perception of these
channels as a more novel and innovative technology and, thereby, contributing to hedonic
motivation (Irani et al., 2009; Venkatesh et al., 2012).

Jordanian banks could also make use of developments in the social media to undertake their
campaigns in a more persuasive, advanced and economical way (Chen et al., 2014; Yu,
2012). Indeed, social media tools (i.e. YouTube, Facebook, and Twitter) characterise a higher
degree of accessibility; anybody nowadays can easily access such applications (Berthon et al.,
2012). This is in addition to the fact that these applications are extensively adopted by people
around the world (i.e. 1.47 billion have used social media applications by 2012 as published
by eMarketer (2013). Thus, using social media applications to promote the adoption of 1B
will help Jordanian banks to reach a larger number of banking customers in a more
accessible, cost-effective and easier way (Berthon et al., 2012). More importantly, banks need
to convince their customers who use IB that it is now a basic requirement of a modern
lifestyle; it represents an interesting experience along with saving time and cost; and using
these channels such as smartphones, Internet, e-mail, and social media is considered a normal
extension for other innovations that could be used by customers (Hwang and Kim, 2007
Irani et al., 2009; Lassar et al., 2005; Shareef et al., 2011; Simintiras et al., 2014).

Facilitating conditions were found to be key predictors of adoption behaviour toward
Internet. Thus, further interest by banks in improving the facilities required to effectively use
IB will not only enhance the online banking acceptance but will also simplify accessing the

benefits and utilities of using this technology as well as contributing to price value. Initially,



banks need to concentrate on providing 1B channels in a compatible manner with other
common technologies used by customers along with convincing them that using these

channels is not far different from other technologies (Simintiras et al., 2014).

Finally, this study shows that perceived risk was a significant factor hindering behavioural
intention. Practically, there are several recommended strategies that could be applied by
banks to reduce the perceived risks associated with the use of electronic banking channels
(Laukkanen et al., 2007; Laukkanen et al., 2009; Poon, 2008; Simintiras et al., 2014; Tan,
1999; Yousafzai et al., 2005). As with any other aspects discussed before, banks have to
spend more educational efforts persuading users that IB is fully protected and are a less risky
way to attain the financial services (Laukkanen et al., 2008; Simintiras et al., 2014). Banks
should also train their customers on how they can safely use online channels and how they
can cope with any suspicious and/or hacking regarding their account.

Furthermore, deriving feedback from customers regarding the most critical risks that tend to
increase customers’ concerns in using IB (e.g. financial, image, social, performance) could
help banks to choose the most suitable strategy to mitigate these concerns (Martins et al.,
2014). In the case of the current study, it seems that Jordanian customers have expressed their
concerns regarding privacy, financial and performance risk. Also, the presence of viruses and
Trojan horses through Internet might also show great uncertainty and risk linked with using
Internet banking (Zhou, 2012). This thought was supported by the strong statistical impact of
perceived risk on the Jordanian customers’ intention to adopt Internet banking. Therefore, as
suggested by Laukkanen et al. (2008), using an innovative modification strategy is more
applicable in this respect. According to this strategy, banks are highly recommended to utilise
a form of advancement in the biometric technology area, which introduces many solutions
and tools to improve the customers’ authentication mechanisms (e.g. fingerprints, voice tag,
and iris recognition) (Laukkanen et al., 2008; Poon, 2008; Salomann et al., 2006; Simintiras
et al., 2014). For instance, using the biometric technology application (e.g. iris recognition)
for IB to verify any transactions would provide further simplicity and a safe way to approach
bank accounts rather than using the traditional password method (Laukkanen et al., 2008;
Poon, 2008). Other strategies that could be more useful in mitigating perceived risks include
a money-back guarantee policy in the case of fraud; along with improving a structural
assurance to prevent any hacking and piracy processes (Gan et al., 2006; Martins et al., 2014;
Simintiras et al., 2014; Yousafzai et al., 2005).



7. Conclusion

This study was conducted with the aim to clarify and identify the main factors shaping the
Jordanian customers’ intention and adoption of IB. According to the prior literature regarding
IB and adoption of such technology in Jordan, it was noticed that there is a need to select a
theoretical foundation, which can explain the adoption of 1B from the customer’s perspective.
Therefore, the proposed conceptual model was built based on the UTAUT2. This was also
extended by introducing new causal paths among UTAUT2 constructs and including
perceived risk as external factor. Data for the current study was collected from 348 Jordanian
banking customers who already have adopted IB. The main statistical results highly
supported the conceptual model by predicting 64% of variance in the behavioural intention.
The UTAUT2 factors namely, performance expectancy, effort expectancy, hedonic
motivation and price value were able to significantly predict the customer intention. Yet,
social influence was not found significant on behavioural intention. By doing so, current

study was able to provide both academics and practitioners a significant contribution.

7.1. Limitations and Future Research Directions

The main focus of the current study was on applying the quantitative approach to achieve
the research aim. This, in turn, could have constrained the ability of the current study to have
a closer look by clarifying more of the issues related to the Jordanian customers’ intention
and behaviour towards Internet banking. Therefore, conducting a mixed-method approach
(quantitative and qualitative) could provide a more detailed explanation of the current study’s

results particularly regarding those non-significant relationships.

This study concentrated on adopters and potential adopters of IB while it ignored other types
of customers who rejected using Internet banking; for example, postponers, opponents, and
rejecters (Laukkanen et al., 2008). However, studying those kinds of customers could help to
have a further understanding about the main obstacles hindering the IB acceptance. In
addition, this study fully focused on the customers’ perspective; yet, it has not looked at this
problem from the service providers’ perspective. Therefore, this could be a limitation for not
providing a full picture of clarifying the main aspects related to the successful
implementation and adoption of IB from both sides i.e., customers and service providers
(banks).

Further, the demographic differences (e.g. age, gender, technology experience) could reflect

different levels of the impacting role of social influence on the behavioural intention



(Algharabat et al., 2017; Constantiou et al., 2009; Venkatesh et al., 2003). Therefore, the
moderating influence of age, gender, and experience on the relationship between social

influence and behavioural intention should derive further attention to future studies.
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Appendix I: Measurement Items Adopted

Constructs Item | Measure Source(s)
Performance PE1 | I find Internet banking useful in my daily life.
Expectancy PE2 Using Internet banking increases my chances of
achie%/ing tasks that ar?e important toyme. Venkatesh etal. (2012)
PE3 | Using Internet banking helps me accomplish
tasks more quickly.
PE4 | Using Internet banking increases my
productivity.
EE1 | Learning how to use Internet banking is easy for
me.
EE2 | My interaction with Internet banking is clear Venkatesh et al. (2012)
Effort and understandable.
Expectancy EE3 | I find Internet banking easy to use.
EE4 | It is easy for me to become skilful at using
Internet banking.
SI1 People who are important to me think that |
should use Internet banking.
Social Influence SI2 People who influence my behaviour think that | Venkatesh et al. (2012)
should use Internet banking.
SI3 People whose opinions that | value prefer that |
use Internet banking.
FC1 I have the resources necessary to use Internet
banking.
FC2 I have the knowledge necessary to use Internet | Venkatesh et al. (2012)
Facilitating banking.
Conditions FC3 | Internet banking is compatible with other
technologies | use.
FC4 I can get help from others when | have
difficulties using Internet banking.
HM1 | Using Internet banking is fun. Venkatesh et al. (2012)
Hedonic HM2 | Using Internet banking is enjoyable.
Motivation HM3 | Using Internet banking is entertaining.
PV1 | Internet bank!ng !s reasonably priced. Venkatesh et al. (2012)
. PV2 | Internet banking is good value for the money.
Price Value PV3 | At the current price, Internet banking provides
good value.
HT1 | The use of Internet banking has become a habit
for me. Venkatesh et al. (2012)
Habit HT2 | | am addicted to using Internet banking.
HT3 | I must use Internet banking.
HT4 | Using Internet banking has become natural to
me
BI1 I intend to use Internet banking in the future.
_ BI2 | I will always try to use Internet banking in my | Venkatesh et al. (2012)
Behav_loural daily life.
Intention BI3 | I plan to use Internet banking in future.
Bl4 | predict 1 would use Internet banking in the
future.
PR1 | Using Internet banking services subjects my | Featherman and Pavlou
banking account to potential fraud. (2003)




Perceived Risk PR2 | Using Internet banking services subjects my
banking account to financial risk.
PR3 | I think using Internet banking puts my privacy
at risk.
PR4 | Hackers might take control of my bank account
if 1 use Internet banking.
PR5 | Using Internet banking will not fit well with my
self-image.
PR6 | Internet banking might not perform well and
will create problems with my bank account.
PR7 | Using Internet banking exposes me to an overall
risk.
SR1 | Balance enquiries and downloaded bank | Curran and Meuter
statements (2005/2007), Martins et al.
SR 2 | Funds transfer (2014)
Adoption SR 3 | Requesting cheque book or bank certificates
SR 4 | Paying bills
SR 5 | Request increase in credit card(s) limit or pay

any balance due




