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ABSTRACT

The goal of this study was to investigate the factors that influence how
consumers continue to use, and how frequently they use, internet banking in
Australia. Patterns of continued use and frequency of use of internet banking have
been neglected as most of the existing studies focus on either consumer adoption or
acceptance of internet banking. However, in comparison to new customer acquisition,
measures of continued and frequent use of internet banking are related to a cost-
effective marketing strategy aimed at retaining customers. The research in this thesis
is a response to a gap in existing literature which requires the application of more
integrated theory testing and the identification of factors that influence the continued

and frequent use of internet banking in order of importance to consumers.

In order to address the research goals, the study sets out to develop a
conceptual framework based on theoretical models related to the acceptance of
technology and diffusion of innovations theory. The conceptual model developed
encompasses technology, channel, social and value for money factors as predictors in
the identification of influential factors for consumers and their continued and frequent

use of internet banking.

Quantitative and qualitative data were collected using a cross-sectional mall
intercept survey in the Western Sydney region, comprising a sample of 372 internet
banking users and 311 non-users of internet banking. After testing the data for
accuracy, exploratory factor analysis was performed for factor clarification on five
key scales related to the use of internet banking service delivery based on technology,
channel, social, value for money and continued use factors. The final components
that emerged were employed in hierarchical multiple regression and hierarchical
logistic regression analyses to test the proposed framework. Finally, thematically-
clustered matrix displays were used to identify relevant macro and micro themes to

categorise the qualitative data.

Several major substantive findings emerged from the present study. Value for
money factors significantly and positively influenced consumers’ continued and
frequent use of internet banking. The channel factors that were identified consisted of

perceived safety and perceived specialty components and demonstrated a positive and
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significant impact on consumers’ continued use of internet banking. With regard to
consumers’ frequent use of internet banking, the perceived safety component was
found to be significant and perceived specialty component non-significant. Among
the influence exerted by the technology factors, the perceived usability and perceived
trialability components were found to predict a significant and positive increase in
both consumers’ continued and frequent use of internet banking. Social factors were
found not to be significantly associated with consumers’ continued and frequent use
of internet banking. Demographic characteristics were not systematically influential
on consumers’ continued use of internet banking; however, the demographic
characteristics of level of education and level of income of research participants were
found to predict a positive and significant increase in consumers’ frequent use of

internet banking.

The qualitative data revealed that non-users of internet banking were hindered
by factors such as ‘security’, ‘trust’, ‘risk’, ‘value’, ‘lack of resources’, ‘social
influence’, ‘technology apprehension’, ‘interactivity’, ‘preference to other channels’,
‘routine’, ‘past users’, and ‘performed by spouse’. Whereas, users revealed factors
such as ‘unable to perform over the internet’, ‘lack of internet access’, ‘not sure of
something’, ‘problem rectification’, ‘proximity to auxiliary facilities’ and ‘type of
internet connectivity’ were relevant in identifying the circumstances under which they
preferred to use other banking channels. Internet banking users’ perceptions regarding
electronic banking methods and their experiences with the use of internet banking
revealed factors such as ‘positive perceptions’ encompassing ‘convenient’, ‘easy to
use’, ‘user friendly’, ‘compatible’, ‘advantageous’, ‘quality’, ‘time saving’, ‘fast’, ‘no
fees’ and ‘independence’, ‘negative perceptions’ relating to ‘convenient for banks’,
‘saves costs for banks’, ‘forced to do’, ‘not much difference’, and ‘still need to go to
the bank’, ‘dual perceptions’ consisting of ‘convenient to banks and customers’,
‘saves costs to banks and customers’ and ‘saves time to banks and customers’,
‘positive experiences’ including ‘benefits outweigh clearly’ and ‘change in lifestyle’.
Whereas, ‘negative experiences’ emphasise on factors such as ‘safety’, ‘fraud’, ‘lack

of personal help’, ‘presence of fake websites’ and ‘hacking’.

Value for money, channel and technology factors were found, in that order, to

be influential in predicting consumers’ continued and frequent use of internet
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banking. Overall, the study had several theoretical and managerial implications.
Future research should employ integrated theory testing, such as that used in this
study, in order to overcome the inadequacies associated with single theory testing.
The application of quantitative and qualitative components in the methodology
enhances the credibility of the findings obtained. Qualitative data identified some new
themes as well as supporting the story that emerged from the quantitative analysis.
The study provides important implications for the formulation of effective service
delivery channel management strategies by way of implementing effective
mechanisms to protect consumers’ sensitive data through adequate control. Moreover,
the study also outlines important guidelines for practical solutions in order to reduce
the barriers to internet banking adoption thus creating business customer value. With
the information provided by this research, bank executives, consultants and academics
will have enhanced knowledge of the service areas they need to focus on to improve

customer satisfaction, retention and profitability in the financial services businesses.



ACKNOWLEDGEMENTS

This journey of PhD I have undertaken has been long and often arduous with
many personal challenges. However, emotions can’t be adequately expressed in words
because then emotions are transformed into mere formalities. Nevertheless formalities

have to be completed.
My acknowledgements are many more than what [ am expressing here.

I have immense pleasure in expressing my profound sense of gratitude and
indebtedness to my principal supervisor Dr. Jennifer Rindfleish for providing helpful
suggestions, constructive criticism and constant encouragement throughout my

journey and final shaping of the manuscript.

I deeply appreciate the guidance and support of my cosupervisor Professor
Ray Cooksey for his valuable suggestions throughout the journey and his patience

during data analysis.

My gratitude and sincere thanks are also due to my cosupervisor Dr. Fredy

Valenzuela.

Most importantly, I also acknowledge the support given by Professor Alison

Sheridan for continuous motivation and as a source of inspiration.

Thanks to many friends who constantly encouraged me to overcome obstacles
and challenges throughout my PhD candidature. My sincere thanks to all the
respondents who participated in the survey for their patience, valuable feedback and

cooperation.

Words with me are insufficient to express the feelings of my heart to
acknowledge any gratitude to my husband Dr. Subba Reddy Yarram and daughters
Manu and Smitha for their constant inspiration and moral support which they have
provided without which I would not have been successful in completing this thesis. I

also extend my gratitude to my mother and brother for their support.

Above all, I bow my head before God almighty, whose blessings gave me the
strength to make this a successful venture.

vi



TABLE OF CONTENTS

CERTIFICATION ....ooiiiiiiiiiiieee ettt il
ABSTRACT ...ttt ettt il
LIST OF TABLES . .....coiiiieee ettt Xi
LIST OF FIGURES........c.ooiiiiieeeeee et Xiv
ABBREVIATIONS ..ottt XV
STATISTICAL ABBREVIATIONS.......cocoiiiiiiiiiieieneeeeccceeseee Xvi
CHAPTER 1: INTRODUCTION .....cccooiiiiiiiiniininenteeeteeeese s 1
1.1 INTRODUCTION ..ottt sttt s 1
1.2 STATEMENT OF THE RESEARCH PROBLEM........ccccooeniviiiiiciennn 1
1.3 RESEARCH CONTEXT ....ooiiiiiiiiiiiieniiienieeeeieet et 9
1.3.1 Context for the Thesis Research ...........cccecevevininininiiniiencncncnene. 12
1.4 RESEARCH OBJECTIVES .....ccioiiiiiiiiiiecenereeenteeeeeteeecesieaene 12
1.5 NEED FOR AND SIGNIFICANCE OF THE RESEARCH..................... 13
1.6 OVERVIEW OF THE THESIS......ccccoiiiiiiiiiininneeceeeeeeseeeee 14
1.7 SUMMARY ..ottt sttt 17
CHAPTER 2: LITERATURE REVIEW ..., 19
2.1 INTRODUCTION .....cciiiiiiiiniiniieiiiiieietestesteseete sttt 19
2.2 INTERNET BANKING MEANING AND DEFINITION ........cccccceeenen. 19
2.3 EVOLUTION OF ELECTRONIC BANKING CHANNELS .................. 20
2.4 GLOBAL INTERNET BANKING TRENDS.......cccccocteiiniiniiiinieneeene 22
2.4.1 Technological Evolution of Internet Banking in the USA.................. 23
2.4.2 Technological Evolution of Internet Banking in Europe.................... 25
2.4.3 Technological Evolution of Internet Banking in Africa .................... 28
2.4.4 Technological Evolution of Internet Banking in the Middle East ......29
2.4.5 Technological Evolution of Internet Banking in Asia ......c.ccccceenenne 31
2.5 ISSUES, CONTROVERSIES AND PROBLEMS.......cccccoceviiniiniinicnene 36
2.6 SIGNIFICANCE OF GLOBAL INTERNET BANKING TRENDS........ 37
2.7 THEORETICAL MODELS ON THE ACCEPTANCE OF
TECHNOLOGY ..ottt 38
2.7.1 Theory of Reasoned Action (TRA).......ccecviieeiiieciieeeeeeeee e 40

Vil



2.7.2 Theory of Planned Behaviour (TPB) ........ccccccvieviiniiieiiiiieiecieee, 41

2.7.3 Decomposed TPB (DTPB)......c.cooviiiiiiiieiieeieeeeeeeeeeee e 44
2.7.4 Technology Acceptance Model (TAM)....c.ccovvveiievieeciienieeiieeieeee 44
2.7.5 Extension of TAM (TAM2) .....oooooiiioiiieeeeeeee e 47
2.7.6 Diffusion of Innovations Theory (DOI)........cccoooviviiiiiieiieniieiieee 49
2.7.7 Extension of DO ........cccooviiiiiiiiiiniiiiieenee e 50
2.7.8 Consumer Decision-making Process and Post-adoption Behaviour for
Internet Banking Services.........cocueeviieriieriieniieiieeie e 51
2.8 ASSESSMENT OF THE THEORIES........cccccoctiiiiniiiinieneeeneeieeeenene 52
2.9 GENERAL BANKING AND INTERNET USAGE BEHAVIOUR......... 53
2.10 DEMOGRAPHIC CHARACTERISTICS.......cccoeiteieieieieneneeeeeeeies 54
2.11 TECHNOLOGY FACTORS .....cottiiiiinienteteteieee et 56
2.11.1 Relative Advantage ............cocoueeiiieiiienieeiiese et 57
2.11.2 CompatiDIlIty ....cc.eevverieniiiiniieeere et 58
2.11.3 COMPLEXILY ...eiiirieieriierieeeetete ettt 58
2.1 1.4 Trialability.....cceeiiieieeiee e 59
2.11.5 Result Demonstrability .........ccoeceerieriieniiiieeieecee e 59
2.12 CHANNEL FACTORS ..ottt 60
2.12.1 Perceived Self-efficacy ......oooviieeiiieiiiieeieeee e 61
2.12.2 Perceived RiSK.......ooouiiiiiiiiiiiiieee e 64
2.12.3 Perceived TIUSE .....eeiuiiiiieiieeeeee e 68
2.12.4 Perceived Personalisation ............cccceeeeiiienieiiienieiiienieeceseeee 72
2.13 SOCIAL FACTORS ...ttt 74
2.14 VALUE FACTORS ...ttt 76
2.15 CONTINUED USAGE AND FREQUENCY OF USAGE..................... 81
2.16 RESISTANCE TO INNOVATION .....oooiiiiniieiinienieeieeeeseee e 82
2.17 TOWARDS A CONCEPTUAL MODEL.......cccoiiiiiiniinieeeeeeeene 86
2.17.1 Gaps in the LIterature..........ccouieevieeieeiienieeieeeee e eseeeve e e 86
2.17.2 Overall Conceptual Framework ...........cccccoevieiiiiiiiniiiiieieciee, 87
2.18 RESEARCH QUESTIONS ..ottt 89
2.19 SUMMARY .ottt sttt sttt 91
CHAPTER 3: RESEARCH METHODOLOGY ......cccecveiiiiiiiiinienieeeeenen. 92
3.1 INTRODUCTION ....ccutiiiiiiiriieiteieeieeieee ettt 92



3.2 RESEARCH PARADIGM ......cociiiiiiiiiiniiiiiiiiieciecceeeeeeee e 92

3.3 RESEARCH FRAMEWORK .....ccccccciiiiiiiiiniiiiiinieeceececeeens 93
3.4 SURVEY DEVELOPMENT .......cciiiiiiiiiiiiiiiiiciieceeeceeeecens 93
3.5 MODE OF DATA COLLECTION .....cccccieiiiiiiiiiiiiniiiccieseciccreiee, 112
3.6 APPROACHES TO DATA ANALYSIS ..o, 114
3.7 SUMMARY ..ot 124
CHAPTER 4: SAMPLE CHARACTERISTICS AND QUANTITATIVE
DATA ANALYSIS ..o, 125
4.1 INTRODUCTION .....cciiiiiiiiiiiiiiiiiieiicceeeeeseee e 125
4.2 PRELIMINARY DATA SCREENING .......ccccceeciiiiiiiniiiiiiiicicceee, 125
4.3 DESCRIPTIVE STATISTICS OF THE SAMPLE ......cccccociiiiiniiinnn 125
4.4 PREPARING LIKERT TYPE-RATING VARIABLES FOR FURTHER
ANALYSIS Lo e 141
4.5 EXPLORATORY FACTOR ANALYSIS ....coooiiiiiiiiiiiiiiee 144
4.6 DUMMY CODING OF THE VARIABLES.........cccccooiiiiiiiniiiiee 152
4.7 HIERARCHICAL MULTIPLE REGRESSION ANALYSIS ............... 154
4.8 HIERARCHICAL LOGISTIC REGRESSION ANALYSIS.................. 161
4.9 DISCUSSION OF THE FINDINGS FROM THE QUANTITATIVE
DATA ANALYSIS ..ot 168
4.10 SUMMARY ...ttt 174
CHAPTER 5: QUALITATIVE DATA ANALYSIS ... 176
S.TINTRODUCTION ....eoiiiiiiiieeitereeeeeeeecte st 176
5.2 OBJECTIVES OF THE QUALITATIVE DATA ANALYSIS .............. 176
5.3 QUALITATIVE RESEARCH DESIGN ......ccooiiiiiiiiiiiniieienicceeee, 177
5.4 DATA PREPARATION.....cccoiiiiiiiiieieeeeeeceee e 179
5.5 THEMATIC MATRIX DISPLAYS ..o 180
5.6 ANALYSIS OF RESPONSES TO OPEN-ENDED QUESTION 1:
REASONS FOR NOT USING INTERNET BANKING .......cccccocueeuneenn 180

5.7 ANALYSIS OF RESPONSES TO OPEN-ENDED QUESTION 2:
CIRCUMSTANCES UNDER WHICH INTERNET BANKING USERS
USE OTHER WAYS TO CONDUCT THEIR BANKING
TRANSACTIONS ...t 194

5.8 ANALYSIS OF RESPONSES TO OPEN-ENDED QUESTION 3: ARE
THE ELECTRONIC BANKING METHODS OFFERED BY BANKS
ORIENTED TOWARDS CUSTOMER’S NEEDS AND WANTS....... 201

1X



5.9 ANALYSIS OF RESPONSES TO OPEN-ENDED QUESTION 4:

CONSUMERS’ EXPERIENCES WITH INTERNET BANKING........ 207
5.10 RELATING EXISTING INTERNET BANKING RESEARCH AND
QUALITATIVE FINDINGS ..ot 210
5.11 RELATING QUANTITATIVE AND QUALITATIVE DATA
FINDINGS ..ot 212
5.12 THEORETICAL CONTRIBUTION FROM QUALITATIVE DATA
ANALYSIS e e 213
5.13 DISCUSSION OF THE FINDINGS FROM THE QUALITATIVE
DATA ANALYSIS ... 215
S5.14 SUMMARY ..ot 220
CHAPTER 6: CONCLUSIONS AND IMPLICATIONS .......c.cooiiiiinn. 222
6.1 INTRODUCTION ....coiiiiiiiiieiieeteieeee et 222
6.2 MAJOR CONCLUSIONS ......ooiiiiieeeeeeeee e 223
6.3 IMPLICATIONS FOR THEORY ....ccccooiiiiiiiiiiiiiiieeeeeeeceee, 235
6.4 IMPLICATIONS FOR METHODOLOGY ......ccceeiiriiniiiiniiiicieneenne. 237
6.5 IMPLICATIONS FOR PRACTICE .......ccccooiiiiiiiiiiniiicienecccreene 238
6.6 LIMITATIONS OF THE PRESENT RESEARCH ........cccccoceeviiiinnnne. 243
6.7 AVENUES FOR FURTHER RESEARCH...........cccccocviviiiiniiiiiinene. 245
REFERENCES ........ccoooiiiiiiteeee e 248
APPENDICES ...t 284



LIST OF TABLES

Table 1.1: Research Framework ... 17
Table 2.1: Existing Internet Banking Studies in the USA .............ccooviiviiiinieeeeieene 25
Table 2.2: Existing Internet Banking Studies in Europe..........ccccceeeevveeeciieenieeceieenne, 28
Table 2.3: Existing Internet Banking Studies in Africa.........ccoceveevinieniiiinienceens 29
Table 2.4: Existing Internet Banking Studies in Middle East............cccccoceevirencenen. 31
Table 2.5: Existing Internet Banking Studies in ASia.........cccceeeveevieriieniienieeeieenieenn, 34
Table 2.6: Existing Internet Banking Studies in Australia and New Zealand ............ 36
Table 2.7: Source and Dimensions of RisK..........ccccovvieviiiiniiiniiineecceee 66
Table 2.8: Definitions of General Trust........c.ccoveeviiiinierinienieeeeeeee e 68
Table 2.9: Types of Trust Emerged from General Trust............cccoceevieeiienieiniiennnn. 69
Table 2.10: Definitions of Personalisation............c.cceceveeveriiinieninienieniceicsceceens 73
Table 2.11: General Meaning of Value..........cccoiiviiiiiiiiiinieeiiciee e 77
Table 2.12: Four Types of ValUue .......coccuieiiiiiiiiiiiiiicece e 77
Table 2.13: Perceived Value Definitions ..........coceveeverieniininieniiiecieeeeeeesceens 78

Table 2.14: Quantitative versus Qualitative Studies Existing in Internet Banking
RESEAICH ...t &3

Table 3.1: Technology Factors including Theorised Sub-dimensions and Various

Table 3.2: Channel Factors including Theorised Sub-dimensions and Various Items

Table 3.3: Social Factors including Theorised Sub-dimensions and Various Items 105

Table 3.4: Value for money Factors including Theorised Sub-dimensions and Various

JEEIMIS ettt et ettt e e et e et —aaann 106
Table 3.5: Items included for Continued Use Factors .........cooovvvviviiiiiiiiiiiiiii, 108
Table 4.1: Frequencies of the Internet Banking Users and Non-users..................... 126

Table 4.2: Demographic Characteristics of the Users and Non-users of Internet

Table 4.3: General Banking Patterns of Users and Non-users of Internet Banking 134

Table 4.4: General Internet Usage Trends of the Users and Non-users of Internet

Table 4.5: Ranking the Banking Service Delivery Channels by Internet Banking
USErs VErsuS NON-USETS ......coveruieiieiiiieeieniretteteeieere et ne s 138

X1



Table 4.6: Services of the Different Banks Utilised by Users versus Non-users...... 139

Table 4.7: Internet Banking Information from the Users...........cccceevevienvniencenncnne. 140
Table 4.8: Recoding the Reverse Scale Items of the Technology Factors................ 141
Table 4.9: Recoding the Reverse Scale Items of the Channel Factors ..................... 142

Table 4.10: Mean, Standard Deviations and K-S Test Scores for Technology,
Channel, Social, Value for money and Continued Use Factors............... 143

Table 4.11: Summary of Principal Component Analysis for Technology Factors

Measure (N = 372) c..eeeiiieeeiie et 145
Table 4.12: Summary of Principal Component Analysis for Channel Factors Measure
(N =372 ettt 147
Table 4.13: Summary of Principal Component Analysis for Social Factors Measure
(O Il 2 TSRS 149
Table 4.14: Summary of Principal Component Analysis for Value for money Factors
MEASUIE (N = 372) cueeieeiieeeie ettt e e e e e ereeeeaes 150
Table 4.15: Summary of Principal Component Analysis for Continued Usage Factors
MEaSUIE (N = 372) cueeieeiieeeieeeee et e e e e sareeeneas 151
Table 4.16: Reliability StatiStiCS .....cccvviiiiiiiiiiieeiiie et 152
Table 4.17: Variable sets and their constituent Predictors included in the Hierarchical
Regression ANALYSES .......eeevieeiiireeiieeiieeeeieeeeiee e svee e e e sereeeseaee e 156
Table 4.18: Hierarchical Multiple Regression Model Summary ...........ccccceeuveeenneen. 160
Table 4.19: Hypotheses Testing OUtCOMES.........c.eeeveuieeriiieerrieenieeerieeesieeeveeeeveas 161
Table 4.20: Model SUMMATY ......c.cooviiiiiiiiieiiie et ve e e e e 164
Table 4.21: Hierarchical Logistic Regression..........ccceeeveeecieeeiieeicieesie e 165
Table 4.22: Hypotheses teSting OULCOMES........c.eevuieriieriienieeiienieeieeeeeereeseeeeveens 168

Table 5.1: Conceptually-clustered Matrix Display: Reasons for Not Using Internet
BanKing .......oovieoeeeeeeeeeeeeee ettt 181

Table 5.2: Macro and Micro Theme Counts and Percentages: Reasons for Not Using
Internet Banking ™ .........coovoieeeeeeeeeeeeeeeeeeeeeeeeeee e s eeee e s, 185

Table 5.3: Conceptually-clustered Matrix Display: Circumstances Under which
Internet Banking Users Use other Ways to Conduct their Banking
TranSACTIONS . ....oovivieeeeeeeeeeeeeee ettt et eae e eneenens 195

Table 5.4: Macro and Micro Theme Counts and Percentages: Circumstances Under
which Internet Banking Users Use other Ways to Conduct their Banking
TTANSACLIONS ....eeieieiiieeiie ettt ettt ettt ettt et e et e st e ebeesaees 197

Xii



Table 5.5:

Table 5.6:

Table 5.7:

Table 5.8:

Conceptually-clustered Matrix Display: Are the Electronic Banking
Methods Offered by Banks Oriented towards Customer’s Needs and Wants

Macro and Micro Theme Counts and Percentages: Are the Electronic
Banking Methods Offered by Banks Oriented towards Customer’s Needs

ANA WANTS.....otiiiiiiiiieee e 204
Conceptually-clustered Matrix Display: Consumers’ Experiences with
Internet Banking.........cccooiieiiiiiiiiii e 208

Macro and Micro Theme Counts and Percentages: Consumers’
Experiences with Internet Banking............ccccoooeeiiiniiiiiiniiiiiiceeeee, 209

Xiil



LIST OF FIGURES

Figure 1.1: Cost Per Transaction of Various Banking Channels............c.cccccceeeuvennnnee. 3
Figure 1.2: Retail Banking ServiCes ........cccvvviiiiiiiieeiiieeiiieectee et 11
Figure 2.1: The Theory of Reasoned Action (Fishbein & Ajzen 1975) ........oceeueee. 41
Figure 2.2: The Theory of Planned Behaviour (Ajzen 1985, 1991)......ccccceevvevvrnnn. 42
Figure 2.3: The Technology Acceptance Model (Davis 1989) ........ccccevvvevienieennn. 45
Figure 2.4: Extension of Technology Acceptance Model ............cccceeeveeviieivienieennens 48
Figure 2.5: Reciprocal DeterminiSm..........cceeeuerieriirrienienieeieneesiceie e 61
Figure 2.6: Consumer Resistance to INnOvations ...........cccceeceveeneriienienieienieneeene 84

Figure 2.7: Overall conceptual framework showing the order in which variables sets
will be considered in the prediction of Continued Use of Internet Banking
and Frequent Use of Internet Banking............cccoeevvevieeiiieniieiiinieeieees 89

Figure 4.1: Gender-Wise Percentage Distribution of Users and Non-Users of Internet
BanKing .....cc.ooeoiiieiiieee e 128

Figure 4.2: Age-Wise Percentage Distribution of Users and Non-Users of Internet
BanKing .....c.oeeiiiiiiiieee et 129

Figure 4.3: Education-Wise Percentage Distribution of Users and Non-Users of
Internet Banking...........ccveevuiieiiiieiiie e 129

Figure 4.4: Income-Wise Percentage Distribution of Users and Non-Users of Internet
BanKing ........oooiiiiiee e e 130

Figure 4.5: Ethnicity-Wise Percentage Distribution of Users and Non-Users of
Internet Banking.........occuooiieiiiiiieiiieee e 131

Figure 4.6: Occupation-Wise Percentage Distribution of Users and Non-Users of
Internet Banking.........occuooiieiiiiiiieiii e 132

Figure 4.7: Diagrammatic representation of the factors influencing consumers’
continued and frequent use of internet banking in Australian context .... 169

Figure 5.1: Conceptual Framework for a Qualitative Study on Internet Banking
Continued Usage and Frequency of Usage.........cccovceveviienieenienieeieenen. 179

Xiv



ABA
ABS
ACCC
APRA
ASB
ASIC
ATM
BM
BOA
BOT
CABS
CBN
COB
DBS
EFTPOS
GDP
HSBC
ICBC
KTB
MAS
MISC
NBFI
NBNZ
NBO
NSW
OCBC
OECD
OUB
PIN
RBA
SCB
SDF
SMS
SSL
TFB
UAE
UK
UNCTAD
UOB
USA

ABBREVIATIONS

Australian Bankers' Association

Australian Bureau of Statistics

Australian Consumer and Competition Commission
Australian Prudential Regulation Authority
Auckland Savings Bank

Australian Securities and Investments Commission
Automated Teller Machine

Bank Muscat

Bank of Asia

Bank of Thailand

Central Africa Building Society

Central Bank of Nigeria

Capital One Bank

Development Bank of Singapore

Electronic Funds Transfer at Point of Sale

Gross Domestic Product

Hong Kong Shanghai Banking Corporation
Industrial and Commercial Bank of China

Krung Thai Bank

Monetary Authority of Singapore

Market Intelligence Strategy Centre

Non-Bank Financial Intermediaries

National Bank of New Zealand

National Bank of Oman

New South Wales

Overseas Chinese Banking Corporation
Organisation for Economic Co-operation and Development
Overseas Union Bank

Personal Identification Number

Reserve Bank of Australia

Standard Chartered Bank

Savings Deposit Fund

Short Message Service

Security Socket Layers

Thai Farmer Bank

United Arab Emirates

United Kingdom

United Nations Conference on Trade and Development
United Overseas Bank

United States of America

XV



B

Df

F
HMR
KMO
K-S test
N

NS

P

R2

S. E.
SPSS

2
ST

STATISTICAL ABBREVIATIONS

Estimated regression weight for each predictor
Degrees of freedom

F-ratio

Hierarchical multiple regression
Kaiser-Meyer-Olkin
Kolmorogov-Smirnov test

Number of participants in overall sample
Non-significant

Significance value

Coefficient of multiple determination
Standard error

Statistical Package for Social Sciences
Squared part (semi-partial) correlations

xvi





