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Abstract 
 

Many commercial banks in Jordan are eager to deliver e-banking services to their 

clients in an endeavour to enhance the quality of their services. However, some banks 

are somewhat reluctant to invest heavily in this field for fear of losing customers who, 

for various reasons, do not appreciate such technology-oriented services. These banks 

are not totally sure that the adoption of e-banking will be welcomed by such customers. 

From the outset, it seems that some bank customers fear reliance on technology due to 

main reasons. Thus, the bank managers should pay more attention to the critical factors 

that may influence the adoption of use of e-banking services. 

It is clear that most of the technology adoption models are extensively tested in 

advanced countries and, as such, their results and implications apply only to situations 

in those countries. The very limited and restricted research on technology adoption 

models in Arabic countries indicate that only some studies have utilized technology 

adoption models, especially the ‘unified theory of acceptance and use of technology’ 

(UTAUT). 

To this date, there is very limited research that examines the validity of the ‘unified 

theory of acceptance and use of technology’ model in e-banking services adoption. 

Indeed, no previous empirical studies have been conducted on the major factors that 

lead clients of Jordanian commercial banks to adopt e-banking services. 

The current research reveals that the proposed extended UTAUT model, which was 

originally proposed and tested in developed countries, can also explain e-banking 

services adoption in developing countries, such as Jordan. The modified research model 

explained 0.887 of behaviour intention variance and 0.516% of intended degree of e-

banking services use variance. The current research validated an Arabic instrument that 

can be used to measure the essential factors that influence e-banking services’ use in 

Jordanian commercial banks. The results of the current research indicated that three of 

the independent variables are good predictors of the dependent variable construct 

(behaviour intention to use e-banking services in the research model). The independent 

variables are effort expectancy, social influence, and perceived e-banking services 

quality. In contrast, performance expectancy and hedonic motivation are not significant 

predictors in the model. The results of the relationship between behaviour intention to 
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use e-banking services and the intended degree of e-banking services’ use indicate a 

significant relationship between the two variables. The behaviour intention contributes 

around 0.72% in explaining the dependent variable variance. 

Furthermore, the results of the moderating effect of age and gender on the users’ 

perception of the relationship between predictors (social influence, effort expectancy 

and perceived quality of e-banking services) and behaviour intention to use e-banking 

services indicated that gender is not a moderating variable between social influences, 

effort expectancy and perceived e-banking quality, and the behaviour intention to use 

e-banking services. With regards to whether age moderates with social influence, effort 

expectancy and perceived e-banking services quality, the results indicated significant 

results to all constructs at the 0.05 level. 

The previous results supported some finding of the UTAUT model, with respect to the 

significance of the social influence and effort expectancy in predicting behaviour 

intention. The relationship between social influence and behaviour intention to use e-

banking services was moderated by age only. The relationship between effort 

expectancy and behaviour intention was also moderated by age, but not moderated by 

gender. Finally, the relationship between perceived e-banking services and the 

behaviour intention was moderated by age, but not by gender.  

Considering all of the testing results, the researcher concluded that compared to the 

original UTAUT model, the extended research model introduced a substantial 

improvement in the variance explained in behaviour intention to use e-banking services 

in the Jordanian commercial banks. These findings are consistent with the limited 

research using the UTAUT model in developing countries. The proposed research 

model provides better explanatory power than previous research conducted in other 

Arab countries. 

The research findings are expected to contribute to the understanding of e-banking 

services’ adoption and use in the Jordanian commercial banks. However, the current 

research demonstrates that only age can have an effect on behaviour intention to use e-

banking services. The effects of age could be a demonstration caused by a digital divide 

among Jordanian people. 
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Thus, the main theoretical implications of the current research are based on enhancing 

a better understanding of the essential factors that influence e-banking services’ 

adoption and use within a rich and very complex Arabic cultural and social 

environment. The research findings also showed that the modified UTAUT model 

provides more explanation on e-banking services’ adoption and use. 
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Chapter One: Introduction  
 

1.1.  Introduction 

 

The banking industry around the world has been drastically transformed by the advent of 

information and communication technology (ICT). Indeed, this vital and dynamic industry is 

among the industries that have been impacted most by the proliferation of the Internet and 

added value utilization of information technology.  

The intensive use of digital and networking technologies has enabled banks to deliver services 

electronically at a relatively low cost, high quality, and to interact with clients and stakeholders 

effectively (Eisingerich and Bell, 2006). Some researchers, however, believe that fierce 

competition among commercial banks has meant that even the most innovative products and 

services are duplicated by rivals, denying banks the opportunity to maintain sustainable 

competitive advantage (Gordon et al., 2008). As such, some clients may not be encouraged, or 

even willing, to adopt e-banking as an alternative or complement to traditional banking (Al-

Alak, 2014). In order to fully understand the major factors that impact the adoption of e-

banking services by clients, one ought to explore consumer behaviour theory. Thus, the current 

chapter presents an overview of the research. It is composed of the following main sections: 

1.2: The Focus of the Research and Research Background: this section validates the reasons 

behind choosing Jordan and, more specifically, Jordanian commercial banks as the field of this 

study to investigate the adoption and use of e-banking services. The current study contributes 

to the body of knowledge by investigating whether the extended UTAUT model is robust in 

Arab culture, using Jordanian commercial banks as a field study. This section briefly illustrates 

the importance of e-banking services’ adoption and use in the context of the consumer 

behaviour theory. It discusses the relation between consumer behaviour theory and consumer 

adoption, stating that satisfied customers are more likely to adopt goods or services than 

unsatisfied ones. 

1.3: Research Problem: this section identifies the research problem. 

1.4: Research objectives: this section provides a rich understanding of the research aim and 

objectives: theoretical objectives and practical objectives. 



 

   Chapter One, Introduction 

 

 
2 

1.5: Jordan Banking Sector and Technology Adoption: this section briefly discusses the 

structure of Jordan’s banking sector and the importance of e-banking services’ adoption in the 

banking industry. It discusses the advantage of using e-banking services among Jordanian 

commercial banks. 

1.6: Research Design Process: this section illustrates the methodological road map of how the 

research will be conducted in accordance with the research problem and objectives. 

1.7: Thesis Structure: This chapter ends by displaying the structure of the thesis, which 

determines the main chapters explained in the thesis. 

 

1.2. The Focus of the Research and Research Background 

 

The primary purpose of the current study is to conduct an investigation into the factors affecting 

the adoption of e-banking services in Jordanian commercial banks. The current study 

contributes to the body of knowledge by examining whether the extended UTAUT model is 

robust in Arabic culture, using Jordanian commercial banking banks as a case study.  

One cannot deny the fact that, despite the great potentials of enabling technologies for financial 

services, there is still some reluctance by customers to adopt these innovative services. This is 

mainly attributed to security and psychological issues. Therefore, the major purpose of the 

current study is to investigate factors impacting intention to adopt online financial services in 

Jordan. The e-banking service is chosen as an innovative service, whose adoption by customers 

is investigated (Association of Banks in Jordan, 2010). The successful adoption of e-banking 

will be beneficial for all stakeholders in the financial sector. Indeed, the banking industry in 

Jordan is undergoing major transformation aimed at utilizing the latest technological 

innovation in its products and services with a view to enhancing the quality of services provided 

and reducing delivery costs. The Central Bank of Jordan has already issued instructions and 

directives to all banks operating in Jordan, urging them to update their services and to ensure 

that customers are given the benefits of the technological advances in the financial field. 

Therefore, bank management is encouraged to formulate special marketing strategies that 

address the needs of customers for innovative, secure and convenient banking services, such 

as the e-statement. The adoption of e-banking services by customers in Jordan deserves to be 

investigated thoroughly, as its success will be mutually beneficial to all stakeholders. 
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Customers will receive more convenient and faster services, and banks will be able to reduce 

transaction costs and make profits that back the economy (jordan-business, 2008). The whole 

society will, therefore, benefit from such technological advances in the financial sector. 

Consumer behaviour theory, together with models derived from such theory, is intended to: (a) 

identify consumer variables, (b) explain relationships between the variables, (c) develop 

operational definitions for the variables, and (d) specify cause-and-effect outcomes from 

variable interactions. Neoclassical economic theory, applied to consumer behaviour, tends to 

assume that benefit (utility) maximization describes consumer behaviour over a lifetime 

(Kivetz & Simonson, 2002). 

In economic theory, consumer behaviour is addressed within the concepts of consumer 

preference and consumer surplus. Consumers' surplus is the excess amount a consumer is 

willing to pay for a good, as opposed to doing without it, over the amount actually paid for the 

good. A consumers' surplus can exist only within the context of the concept of diminishing 

marginal utility. This concept holds that, at some point, consumption of additional incremental 

quantities of a good will yield successively smaller increases in utility. Thus, it is assumed that 

an individual will be willing to pay more for the first unit of consumption than for a unit 

consumed at some point further along. 

Thus, while there is commendable diversity in the field while publications extend across a host 

of topics, there are also some major biases and limitations. The bias of most immediate concern 

to us is the relative lack of a sociological focus and all that implies. Some behaviour, such as a 

new fashion, is primarily social, and psychological theories - whether of information 

processing, attribution, or whatever - are unable to explain the phenomenon in question. Much 

behaviour has a social component and involves multiple decision-makers, necessitating again 

that the research explicitly considers sociological conceptions. The logical question is as to 

why sociological variables have had such limited impact on consumer behaviour research. 

Behaviour researchers and the reputedly greater level of paradigm development within 

psychology versus sociology 

 As such, consumer behaviour theory is concerned with how a rational consumer would make 

consumption decisions (Levin and Milgrom, 2004). Organizations striving to achieve 

sustainable competitive advantage and long-term survival have to develop strategies, which 

differentiate their offers, through putting consumers at the centre of these strategies. 
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The focus on consumer satisfaction requires a greater understanding of the consumer's 

behaviour and consumer needs in terms of service quality characteristics (Ness et al., 2010). 

According to Song et al., (2012) "Service has been conceptualized as an application of 

competences for the benefit of another entity". Recently, customers’ perception has shifted 

towards a service-based economy. Therefore, service is growing to be most significant in 

modern economies and studies should continue to investigate how service quality is perceived 

by the consumers (Song et al., 2012). The consumer is supposed to aim to maximize value. 

Kotler et al. (1996) proposed that maximization of consumer value could be achieved through 

the maximization of consumer satisfaction, relative to consumer expectations and performance. 

Competition in quality requires evaluation of the effect of service activities on customer 

satisfaction to determine the improvements that are needed (Archer and Wesolowsky, 1996). 

Customer satisfaction with service quality and the effect of this satisfaction on future 

customers’ purchasing behaviour has been researched by many researchers (e.g., Parasuraman 

et al., 1985; Collier, 1991; Davis, 1991). 

According to consumer behaviour theory, there is a significant relationship between service 

quality and user satisfaction (Seddon, 1997). Understanding customer behaviour is an 

important issue for service organizations because of the probability of behaviour switching that 

may result in loss of revenue from that consumer (Liang et al., 2012). The costs of customer 

retention can be up to five times less the cost of acquiring new customers (Keaveney, 1995). 

Consumer behaviour theory also deals with consumer adoption, stating that satisfied customers 

are more likely to adopt goods or services than unsatisfied ones (Kotler and Keller, 2012). 

However, customer adoption requires that the customer be touched positively by a number of 

factors or variables that he/she feels most satisfying (Beket and Al-Alak, 2012). These factors 

vary from one industry to another and tend to have different ratings of importance from one 

customer to another (Keaveney, 1995).  

A leading model in marketing, called the Servqual model, is also based on consumer behaviour 

theory. This model relates to the customers’ evaluation of the gap between service expectation 

and service performance, and further focuses on their intention to continue to use the service 

(Udo et al., 2010). Parasuraman et al. (1985, 1988) describe service quality as an attitude.  

They suppose that the quality perceived by a consumer is a function of the volume and direction 

of the discrepancy between expected service and perceived service (Archer and Wesolowsky, 
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1996). Service quality is measured by calculating the gap between the consumers' expectation 

and actual performance of service (Chen, 2011).  

Most recent definitions of service quality are adopted from Parasuraman et al. (1985), who 

define service quality based on the perspective of consumers' demands (Chen, 2011). 

Parasuraman et al. (1985) presented their Servqual model, which composed 22 questions to 

measure quality of service.  

These questions are grouped into five dimensions, namely: responsiveness, assurance, 

reliability, empathy, and tangibles. Service quality is calculated by subtracting perceptions of 

service performance from consumers’ expectations. Therefore, “Servqual conformed to the 

body of knowledge about consumer behaviour theory and at the same time provided a 

generalizable set of service attributes” (Johns and Pine, 2002). Many researchers collect 

evaluations of consumers of service quality and satisfaction, they found that service quality 

and customer satisfaction affect customer behaviour (Tian-Cole et al., 2002).  

Satisfied customers are more likely to be highly committed to the services that are offered by 

service organization. In contrast, consumers who are not satisfied are less likely to repurchase 

(Tian-Cole et al., 2002). However, the relationship between service quality and behavioural 

intentions is not clear and may include either direct or indirect effects from other variables; 

customer satisfaction could serve as a moderator or even interfere in this relationship (González 

et al., 2007). The suitability of Servqual to measure service quality in higher education has 

been presented by several researchers (e.g., Shekarchizadeh et al., 2011; Soutar and McNeil, 

1996; Quinn, et al., 2009; Gallifa, and Batalle, 2010). Boulding et al. (1993) used the Servqual 

model to study students’ expectations and the delivery of services in an educational 

environment; they found that positive perceptions of students about a university’s overall 

service quality will lead to increased student engagement in one or more university activities.  

Furthermore, they found that students with higher perceptions towards the university and its 

services were more likely to recommend their university to others, and to contribute more 

profitability to the university. Consumer satisfaction is important and has become more 

essential to the service industry (Tan et al., 2010). Previous studies confirmed that the overall 

dimension of service quality (SQ) has a significant relationship with satisfaction (Wei, 2011; 

Abili et al., 2011; Sultan and Wong, 2010; Voss et al., 2010; Boulding et al., 1993). Therefore, 

identifying the satisfaction level of students is a significant factor to survive in the environment 
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of a competitive market, while the increased level of customer dissatisfaction will lead to a 

dropout of the business (Kerlin, 2000).    

The advent of the Internet and its effective usage alongside information and communication 

technology (ICT) has leveraged the quality of the decision-making process, resulting in the 

enhancement of market monitoring, strategy development and implementation, and functional 

integration (Al-Alak, 2010; Ho and Lee, 2006; Harmon, 2003). In the service sector in 

particular, the effective use of ICT has resulted in improvements not only in the performance 

and functionality of service organizations but also in the level of productivity and innovation 

by allowing for more cost effective and fluid communication with all stakeholders, improving 

the quality of service, overcoming distance, helping organizations achieve a competitive 

advantage, and enhancing customer satisfaction and loyalty (Buhalis & O′ Connor, 2005; 

Dodds, et al., 2010).  

Among the industries, which have been impacted the most by the proliferation of Internet 

expansion and the effective utilization of ICT, is the financial industry in general and the 

banking sector specifically. It is quite clear that the intensive use of ICT by financial institutions 

has enabled these institutions to deliver services electronically in such a way as to address the 

real needs of a large number of clients at a relatively low cost, and to interact with clients and 

other stakeholders effectively (Eisingerich & Bell, 2006). Indeed, the proper use of enabling 

technologies in the bank service delivery process has become ideal for banks to meet and 

exceed clients’ expectations, resulting in better service quality and ensuring client loyalty 

(Poon, 2008; Ong and Cheng, 2008). 

However, delivery of e-banking services has faced critical determinants that influence clients’ 

acceptance or adoption. Indeed, the success of the e-banking services is dependent on the 

client's adoption/acceptance rate in each country. 

This study conducts an investigation into factors affecting the adoption of e-banking services 

by Jordanian banks’ customers, who have access to the Internet, and to elicit the opinion of 

non-internet users about e-banking services, who have adopted e-banking e-services delivered 

by Jordanian commercial banks. 
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1.3. Research Problem 

 

Many commercial banks in Jordan are eager to deliver e-banking services to their clients in an 

endeavour to enhance the speed and quality of their services, and, most importantly, to reduce 

transaction costs. However, some banks are somewhat reluctant to heavily invest in this field 

for fear of losing customers who do not appreciate such technology-oriented services for 

various reasons. These banks are not totally sure that the adoption of e-banking will be 

welcomed by such customers. It seems from the outset that some bank customers fear the 

reliance on technology due to many reasons, although there might be other visible and invisible 

reasons for this kind of reluctance, such as their desire to receive high quality e-banking 

services. It is, therefore, important that bank management is aware of the critical factors that 

may influence the adoption of e-banking services by their customers or users. 

 

1.4. Research Objectives 

 

It is clear that most of the technology acceptance models are extensively tested in advanced 

countries and, as such, their results and implications apply only to situations in those countries. 

The very limited and restricted research on technology acceptance models in Arabic countries 

indicates that only some studies have utilized technology acceptance models, especially the 

‘Unified Theory of Acceptance and Use of Technology’ (UTAUT) (Al-Dajani, 2010; Savri, 

2004; Yassen & Alomosh, 2012; Yassen & Alomosh, 2013; Al Sukkar and Hasan, 2005; Al-

Gahtani et al., 2007; Abu Shanab et al., 2010). 

To this date, there is very limited research that examines the validity of the ‘Unified Theory of 

Acceptance and Use of Technology’ model in e-banking services’ adoption. The Arabic 

banking industry in Jordan has a vague picture when it comes to the understanding of the real 

factors that impact the adoption of e-services provided by various Jordanian banks. Indeed, no 

previous empirical studies have been conducted on the major factors that lead clients of 

Jordanian banks to adopt or reject e-banking services.  

This situation renders Jordanian banks incapable of formulating e-banking marketing strategies 

to meet the real needs of bank clients.  

In this context, this study aims to realize the following objectives: 
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1.4.1. Theoretical Objectives 

 

 Develop a theoretical extension of the Unified Theory of Acceptance and Use of 

Technology (UTAUT) model. 

 Identify the essential factors that influence the client’s adoption of e-banking services 

in the Jordanian commercial banks. 

 Examine the role of e-banking services’ quality in explaining behaviour intention to 

adopt and use e-banking services. 

 Determine the validity of the proposed model by testing the essential factors that affect 

the behavioural intention to adopt e-banking services. 

 

1.4.2. Practical Objectives 

 

 Provide a better understanding for managers of the Jordanian commercial banks to 

review the essential factors that influence the adoption of e-banking services and thus 

formulate proper e-banking services strategies to meet the real needs of bank clients in 

Jordan. 

 Understand the real reasons behind the non-adoption of e-banking services by non-

users of these services. 

       In short, the aim of the research is to investigate the essential factors influencing the 

adoption of e-banking services in Jordanian Commercial Banks from bank customers’ points 

of view. However, in terms of the practical objectives, my research provides better 

understanding for mangers of the Jordanian Commercial Banks based on the research results. 

 

1.5. Jordan Banking Sector and Technology Adoption 

 

Jordan enjoys a stable economic environment despite political turbulence in the region and the 

world at large. In 2013, the national economy maintained the satisfactory performance 

achieved in 2011 and 2012, despite the adverse effects of unfavourable regional circumstances 

and the consequences. Money, banking, and financial markets are stable, and proved to be more 

resilient than given credit for. Licensed banks in Jordan, for instance, are performing well and 

have been keen to pursue offensive marketing strategies in order to survive and grow. 
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These banks are adopting information and other technologies to offer quality services that meet 

the needs and requirements of all types of clients. Internet banking and mobile banking have 

been introduced. The banking sector in Jordan is exerting utmost efforts to ensure that online 

banking services expand and succeed.  

During 2013, the Central Bank of Jordan (CBJ) continued its efforts to preserve monetary 

stability in the kingdom (low inflation rate and stable exchange rate), while providing the 

economy with the adequate level of liquidity at a proper cost. In addition, the CBJ continued 

to improve and maintain the soundness of the banking system, as well as developing the 

national payments system. 

The Jordanian banking sector is one of the key pillars supporting the Jordanian economy, 

contributing, alongside the insurance sector, to around 11.6% of GDP at constant prices in 

2011. Since the turn of the millennium, growth in the area has surged ahead, with the 

consolidated balance sheet of licensed banks more than tripling in size, rising from JOD14.15 

billion in assets back in 2000 to JOD37.69 billion at the end of 2011 (Aladwan, 2015). With a 

small population of 6.3 million and 26 banks with a total combined 695 branches across the 

Kingdom, the market is arguably saturated (Almumani, 2013). Nonetheless, the services 

provided by the banking sector remain relatively immature and, therefore, offer a wide range 

of opportunities for expansion, rendering the area attractive to new entrants. The removal of 

restrictions by the Central Bank of Jordan hindered the entry of new banks to the market (Tanya 

Khammash, 2012; Aladwan, 2015) 

In Jordan, the potential of enabling technologies were introduced to the banking sector in mid-

2002. Since then, Jordanian commercial banks and branches of leading foreign banks have 

been active in developing e-banking services that are both cost effective and convenient to the 

majority of their clients. In the financial industry, public awareness of e-banking among users 

has witnessed a noticeable increase, indicating people′s willingness and readiness to migrate to 

technology applications (Al-Alak, 2010). Furthermore, the Jordanian banking sector, 

motivated by deregulation, government support, and the desire to benefit from the power of 

enabling technologies, has embarked on a wide-scale plan to invest in e-banking out of the 

conviction that this would enhance performance, reduce overall costs, and increase returns. 

Besides, Jordan’s possession of the latest advances in technologies and other related hardware 

and software capabilities has meant that the lifestyle of the consumers is changing in favour of 

transactions using the online potential (Al-alak, 2004). This trend in lifestyle has encouraged 
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numerous institutions to employ the most advanced technological innovations in their 

businesses. The banking sector in Jordan is regarded as a pioneer in this field in the sense that 

almost 38% of profits are put back as investment in IT (Central Bank of Jordan, 2012) the 

banking sector is eager to contribute to the enhancement of such lifestyle trends. Indeed, in an 

endeavour to differentiate their services and enjoy sustainable competitive advantages, leading 

financial institutions in Jordan, led by the Arab Bank (as the largest Jordanian commercial 

bank), and Citibank and HSBC (as the most popular foreign banks operating in Jordan) are 

offering innovative Internet and mobile-based financial services to their clients. 

Despite the fact that Jordanian commercial banks have been active in developing e-banking 

services, the majority of banks’ clients are late adopters of Internet and its banking applications 

(Dajani, 2010; Yassen, 2008). 

In addition, recent studies on technology acceptance models indicate that the majority of Arab 

citizens are still reluctant to accept digital technology for various cultural, social, and economic 

reasons (Abu Shanab et al., 2010; Al-Qeisi, 2009; Al-Dajani, 2010). Therefore, it is important 

to understand the essential factors influencing the adoption of e-banking services in Arabic 

countries, such as Jordan. 

 

1.5.1. Central Bank of Jordan 

 

In 1959, the Central Bank of Jordan was established with the enactment of the CBJ law to 

replace the Jordan Currency Board, with its aim stipulated as “to maintain financial stability in 

the Kingdom, to ensure the convertibility of the Jordanian Dinar, and to promote the sustained 

growth of the Kingdom's economy in accordance with the general economic policy of the 

government”. Under full ownership of the government, CBJ was set up with an initial capital 

JOD 1,000,000 being increased gradually to a total of JOD 18,000,000 and, despite being 

publicly funded, CBJ is an autonomous and independently regulated body. 

In pursuit of the aforementioned objectives, the duties and functions of CBJ have expanded to 

include: 

A.  Issuance and regulation of currency. 

In order to meet the demands of the national economy and guarantee the availability of 

currency, the CBJ is the sole issuer of Jordanian banknotes and coins, working to issue new 
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and re-issue replacements for damaged currency, whilst also maintaining a sufficient reserve 

in this respect.  

B. Gold and foreign exchange. 

With gold and foreign exchange reserves forming the basis of the national exchange rate, the 

CBJ is tasked with ensuring the safety, liquidity, and profitability of reserves by defining 

suitable opportunities for investment. CBJ has implemented a flexible approach in its policy to 

deal with global trade and financial markets. 

C. Government fiscal agent. 

The CBJ works as a fiscal agent in a number of key ways to serve both the government and 

public authorities by maintaining and managing financial accounts, loans, revenues, transfers, 

trade agreements, letters of credit, and public debt securities, as well as managing Jordanian 

membership to financial institutions both internationally and regionally, and administering 

payments agreements between the country’s government and those abroad.  

D. Banker to Banks and Credit Institutions. 

The CBJ manages and administers services to banks themselves by providing deposits, credit, 

and advances, as well as providing them with vital information on financial practices. The CBJ 

is, furthermore, the authority authorised to issue licenses for banks to open and operate 

branches in Jordan. 

E. Banking system safety. 

The CBJ works to add to the paid up capital, enhance the capital adequacy ratio, and improve 

international standards related to auditing and accounting due to its responsibility for 

overseeing the adequacy and soundness of the entire banking system, whilst also supervising 

and following up with the regulation of licensed banks in Jordan through the implementation 

of on- and off-site checks. The CBJ also works to maintain a lead in international financial 

developments by placing education and training as a key pillar of its employees’ on-going 

development. 

F. Fiscal and economic government policy advisor. 

The CBJ is at the forefront of the development of financial and economic policies for the 

government in relation for prevailing sector conditions both at its own initiative as well as when 



 

   Chapter One, Introduction 

 

 
12 

requested by the government for such. It also plays an important role as a mediating party 

between the government and international financial bodies. 

G. Economic and financial crisis management and problem solving. 

In accordance with the powers granted to it by law, the CBJ works to avoid and remedy 

financial and economic problems and their negative impact on the national economy. 

H. Credit Regulator. 

In order to meet the demands of economic development and financial stability, the CBJ 

manages and regulates the size, type, and cost of credit by implementing the necessary policies 

such as open market operations, reserve requirement ratio, and discount rate. 

I. Additional functions. 

Further to its many roles already stated, the CBJ is also cooperating in the creation of several 

new financial bodies to encourage, support, and manage economic development in Jordan. 

 

1.5.2. Jordan Banking Sector 

 

In its management and regulation of the licensing of banks and bank branches in Jordan, the 

CBJ categorises banks into two types: National Banks (1. Commercial Banks, 2. Islamic 

Banks) and Foreign banks (1. Commercial Banks, 2. Islamic Banks), which are then subdivided 

into commercial and Islamic banks. Figure 1.1 illustrates the structure of the banking sector in 

Jordan. 
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Figure 1.1 Banking sector in Jordan 

Source: Central Bank of Jordan, 2015 

 

 

Central Bank of Jordan 

(CBJ) 

 Arab Bank 

 Arab Banking 

Corporation (Jordan) 

 Arab Jordan 

Investment Bank 

 Bank al Etihad 

 Bank of Jordan 

 Cairo Amman Bank 

 Capital Bank of 

Jordan 

 Investbank 

 Jordan Ahli Bank 

 Jordan Commercial 

Bank 

 Jordan Kuwait Bank 

 Societe Generale de 

Banque Jordanie 

 The Housing Bank 

for Trade & Finance 

 

 Standard 

Chartered 

 Egyptian Arab 

Land Bank 

 Citibank 

 Rafidain Bank 

 National Bank 

of Kuwait 

 Banque Audi / 

sardar Audi 

Group 

 Blom Bank 

 National Bank 

of Abu Dhabi 

 

 Islamic 

International 

Arab Bank 

PLC 

 Jordan 

Islamic Bank 

 Jordan Dubai 

Islamic Bank 

 

 Al Rajhi 

Bank 

Commercial 

Bank 

Commercial 

Branches 

Islamic 

Banks 

Islamic 

Branches 

National Banks Branches of Foreign 

Banks 



 

   Chapter One, Introduction 

 

 
14 

1.5.3. Jordanian Commercial Banks 

 

There are 13 Jordanian commercial banks, namely: the Arab Bank, Arab Banking Corporation 

(Jordan), Arab Jordan Investment Bank, Bank al Etihad, Bank of Jordan, Cairo Amman Bank, 

Capital Bank of Jordan, Investbank, Jordan Ahli Bank, Jordan Commercial Bank, Jordan 

Kuwait Bank, and Societe Generale de Banque Jordanie. The Housing Bank for Trade & 

Finance (Central Bank of Jordan. 2015). The list is shown in Table 1.1 

However, e-banking services provided by Jordanian commercial banks present a variety of 

services, ranging from information queries and direct deposit to e-payment and e-transfer of 

funds. The main advantage of e-banking services for Jordanian commercial banks is to provide 

faster, simple, and more friendly and reliable services to users (customers) in real time or in 

augmented reality to improve competitive advantage. E-banking services provide other 

benefits and opportunities, such as improving services quality, meeting users’ demands, and 

reducing operational and managerial costs. Furthermore, Jordanian commercial banks have 

been investing heavily to leverage e-banking services, including mobile services in the last 

decade. However, some Jordanian banks have been late adopters of e-banking technology. 

Thus, the aim of this research is to provide a rich understanding of e-banking services’ adoption 

and use among users or customers of the Jordanian commercial banks. Unfortunately, there is 

limited academic and empirical research about the essential factors that affect e-banking 

services’ use in the Jordanian commercial banks.  
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Table 1.1 Commercial Banks in Jordan 

Source: Central Bank of Jordan, 2015 

 

Appendix 6 shows more information about the Jordanian commercial banks. 

 

 

 

Number Commercial Banks 

in  

Jordan 

Ticker Establishing Web site 

1 Arab Bank ARBK 1930 http://www.arabbank.com.j

o/en/default.aspx 

 

2 Arab Banking 

Corporation (Jordan) 

ABCO 1990 http://www.arabbanking.co

m/En/Pages/default.aspx 

 

3 Arab Jordan 

Investment Bank 

AJIB 1978 http://www.ajib.com/en 

 

4 Bank al Etihad UBSI 1978 http://www.bankaletihad.co

m/en 

 

5 Bank of Jordan BOJX 1960 http://www.bankofjordan.c

om/boj50en/index.htm 

 

6 Cairo Amman Bank CABK 1960 http://www.cab.jo/ 

 

7 Capital Bank of 

Jordan 

EXFB 1995 http://www.capitalbank.jo/ 

 

8 Investbank INVB 1982 http://www.investbank.jo/ 

 

9 Jordan Ahli Bank AHLI 1955 http://www.ahli.com/ 

 

10 Jordan Commercial 

Bank 

JCBK 1977 http://www.jcbank.com.jo/

en 

 

11 Jordan Kuwait Bank JOKB 1976 http://www.jkb.com/ 

 

12 Societe Generale de 

Banque Jordanie 

SGBJ 1965 http://www.sgbj.com.jo/sgb

j/en/Home 

 

13 The Housing Bank 

for Trade & Finance 

THBK 1973 http://www.hbtf.com/wps/p

ortal 

 

http://www.arabbank.com.jo/en/default.aspx
http://www.arabbank.com.jo/en/default.aspx
http://www.arabbanking.com/En/Pages/default.aspx
http://www.arabbanking.com/En/Pages/default.aspx
http://www.ajib.com/en
http://www.bankaletihad.com/en
http://www.bankaletihad.com/en
http://www.bankofjordan.com/boj50en/index.htm
http://www.bankofjordan.com/boj50en/index.htm
http://www.cab.jo/
http://www.capitalbank.jo/
http://www.investbank.jo/
http://www.ahli.com/
http://www.jcbank.com.jo/en
http://www.jcbank.com.jo/en
http://www.jkb.com/
http://www.sgbj.com.jo/sgbj/en/Home
http://www.sgbj.com.jo/sgbj/en/Home
http://www.hbtf.com/wps/portal
http://www.hbtf.com/wps/portal
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1.6. Research Design Process 

 

Research design refers to the set of integrated activities or processes, including methods and 

techniques, to conduct this research from first to final steps. It is the methodological road map 

of how the research will be conducted according to the research problem, research aim and 

objectives. The flow chart in figure 1.2 illustrates the main processes and sub processes within 

the current research design framework. The research design process starts from an introduction, 

which covers research background, research rationale, research problem, research aim and 

objectives, as well as research design and structure. The second process is based on the 

literature review. 

Reviewing literature involves discussing previous research results and exploring advantages 

and disadvantages of the technology acceptance models and their applications in different 

contexts and cultures. Consequently, the discussion of prior research leads to the research 

concept and hypothesis. Then, the researcher explores the extended conceptual research model, 

which is based on the UTAUT and UTAUT₂ models (Venkatesh et al., 2003; 2012). The next 

process illustrates the research methodology and all methodological issues, such as research 

philosophy, research parading, research strategy and approach, and data analysis procedures, 

techniques, and tools. This is followed by data analysis and testing the various hypotheses. 

Finally, the last process discusses the research findings, limitations, and future research. 
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   Figure 1.2 The research design flowchart 
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1.7. Thesis Structure 

 

The structure of this thesis reflects the research design process. The final structure of the thesis 

is composed of seven chapters. 

 Chapter one is the introductory chapter; the research problem was presented and 

discussed in the context of the research background and rationale, followed by 

presenting an overview of the research aim and objectives. 

 Chapter two is dedicated to a review of literature. It addresses previous research and 

technology acceptance models and their applications in business settings.  

 Chapter three introduces the research methodology, research paradigm, strategy, and 

approach, and this leads to the next chapter. 

 Chapter four presents the conceptual research model and hypotheses. The aim of this 

chapter is to identify the essential factors affecting e-banking services’ adoption and 

use. 

 Chapter five presents the descriptive data analysis, exploratory factor analysis, and 

measurements scale analysis. 

 Chapter six presents the research model assessment and testing hypotheses. Discussing 

research findings follows this. 

 Chapter seven provides conclusions, research implications, research limitations, and 

future research directions. 
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Chapter Two: Literature Review 

 

 

2.1. Introduction 

 

With the rapid growth of the digital revolution and the advent of the Web 2.0 applications, e-

commerce, or m-commerce activities, transactions, and models are likely to become a 

widespread and strategic brand in our new world.  

E-commerce or m-commerce may be defined as business or commerce transactions conducted 

by using IT over Internet wireless communication network (Lee et al., 2004), Mehta and 

Organero (2009) define e-commerce (or m-commerce) as the exchange of goods, services, and 

information using digital communication, such as mobile devices. However, m-commerce is 

steadily gaining in popularity due to many reasons, such as the increasing ubiquity of mobile 

technology and the anywhere, anytime connectivity offered to users. According to Yap and Hii 

(2009), m-commerce is a subset of e-commerce where any business transaction with a 

monetary value is conducted in a wireless environment by using mobile devices. M-commerce 

differs to some extent from e-commerce due to the unique characteristics of e-commerce. Thus, 

e-marketing can be considered a subset application field of e-commerce or m-commerce in that 

it includes all the different types of e-commerce applications in marketing, namely business-

to-consumers (B2C), consumers-to-business (C2B), consumers-to-consumers (C2C), and 

business-to-business (B2B). 

2.2. E-Marketing and Service Quality  

 

The marketing opportunities (or benefits) of using the Internet and other enabling technologies 

can be appreciated by studying the strategic marketing grid (Ansoff, 1957) for targeting new 

markets and products (figure2.1). The Internet can be used to achieve each of the four strategic 

directions, as follows (Chaffey T.L., 2006): 

1. Market Penetration: the Internet can be used to sell more existing products into existing 

markets. This can be achieved by using the power of the Internet for advertising 

products to increase awareness of products and the profile of a company amongst 
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potential customers in existing markets. This is a relatively conservative use of the 

Internet. 

2. Market development: here, the Internet is used to sell into new markets, taking 

advantage of the low cost of advertising internationally without the necessity for a 

supporting sales infrastructure in the customers’ country. This is a relatively 

conservative use of the Internet, but it does require overcoming the barriers to become 

an exporter or operate in a greater number of countries. 

3. Product development: New products or services are developed, which can be delivered 

by the Internet. These are typically information products, such as market reports, which 

can be purchased using electronic commerce. This is an innovative use of the Internet. 

4. Diversification: In this sector, new products (goods, services, ideas) are developed, 

which are sold into new markets. 

 
 

 

 

 

                        Existing                                      New 

Product 
 

 

Figure 2.1 Market and Product Strategic Grid 

Source: Chaffey et al .2006 
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The benefits of the Internet may also be viewed in terms of the 4Ps (in commodities) and the 

7Ps (in services). As far as the Internet’s impact on the 4Ps is concerned, Internet 

technologies affect the marketing mix as follows (Strauss & Frost, 2001): 

 Product: Internet technologies spawned a variety of innovative products for creating, 

delivering, and reading messages, as well as services such as reverse auctions, 

business–to–business (B2B) market exchanges, and interactive games. 

 Pricing: the Internet turned pricing strategies upside down. Bartering, bidding, dynamic 

pricing, and individualized pricing are now common online. Shopping agents create 

transparent pricing for identical product offerings at various online retailers. 

 Distribution (Place): E-marketers use the Internet for direct distribution of digital 

products and services (e.g., e-cash, news stories, and live radio) and for electronic 

retailing. However, tremendous value occurs behind the scenes; supply chain 

management and channel integration create efficiencies that can either lower customer 

prices or add to company profits. 

 Promotion: the Internet assists with two-way communication via one-to-one Web 

pages, email conversation, and email conferencing through newsgroups and mailing 

lists. The Internet is also an advertising medium in its own right. E-marketers also use 

the Net for promotions, and sending electronic coupons and digital product samples 

directly to consumers. 

E-marketing (or online marketing) refers to advertising and marketing efforts that use the Web 

and email to drive direct sales via e-commerce, as well as sales leads from websites or emails. 

Internet marketing and online advertising efforts are typically used in conjunction with 

traditional types of advertising like radio, television, newspapers, and magazines. 

E-marketing can also be broken down into more specialized areas, such as Web marketing, 

email marketing, and social media marketing: 

Web marketing includes e-commerce websites, affiliate marketing websites, promotional or 

informative websites, online advertising on search engines, and organic search engine results 

via search engine optimization (SEO). 

Email marketing involves both advertising and promotional marketing efforts via email 

messages to current and prospective customers. 
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Social media marketing involves both advertising and marketing efforts via social networking 

sites, such as Facebook, Twitter, and YouTube. E-marketing can also be defined as the use of 

the Internet and related digital technologies to achieve marketing objectives and support the 

modern marketing concept (Chaffey et al., 2000). These technologies include the Internet 

media and other digital media, such as cable and satellite, together with the hardware and 

software, which enable its operation and use. E-marketing can also be defined in terms of its 

impact on traditional marketing. Marketing is the process of planning and executing the 

conception, distribution, promotion, and pricing of ideas, goods, and services to create 

exchanges that satisfy individual and organizational objectives. This means that marketers plan 

marketing mix (4Ps in products and 7Ps in services) to meet the needs of customers and 

marketing organizations, and then carry out those plans. E-marketing affects traditional 

marketing in two ways. First, it increases efficiency in traditional marketing functions. Second, 

the technology of e-marketing transforms many marketing strategies. The transformation 

results in new business models that add customer value and/or increase company profitability 

(Strauss and Frost, 2001). E-marketing is also defined as all the online or electronic–based 

activities that facilitate manufacturing goods and services by the producer service provider to 

satisfy the wants and needs of the consumer (Reddy, Schullo and Zimmerman, 2000). 

Furthermore, e-marketing can be viewed as a new philosophy and a modern business practice 

involved with the marketing of goods, services, information, and ideas via the Internet and 

other electronic means. By reviewing the relevant literature, it is noticed that definitions of 

electronic e-marketing vary according to each author's point of view, background, and 

specialization. So, while Smith and Chaffey define it as: “Achieving marketing objectives 

through applying digital technologies” (Smith and Chaffey, 2005: 11), Strauss and Frost define 

it as: “The use of electronic data and applications for planning and executing the conception, 

distribution and pricing of ideas, goods and services to create exchanges that satisfy individual 

and organizational goals” (Strauss and Frost, 2001: 454).  

On the other hand, the review of the relevant literature revealed that one of the main obstacles 

in is the unclear way of dealing with the concept and definition of e-marketing. In this respect, 

most of the researchers misuse the term e-marketing; the majority of researchers are using the 

terms e-marketing and e-commerce as equivalents or a different wording for the same meaning, 

which is incorrect because they are different. For example, e-marketing has a broader scope 

than Internet marketing, since Internet marketing (IM) refers only to the Internet and emails. 

On the other hand, e-marketing includes all of that plus all other e-marketing tools, such as 
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intranets, extranets, and mobile phones. Further, e-commerce and m-commerce have an even 

wider and broader scope than e-marketing.  

As a matter of fact, e-marketing models can change both the shape and nature of business over 

the world. Because the increased use of the Internet and other electronic marketing tools (i.e., 

intranets, extranets, and mobile phones) in electronic transactions might create a lot of 

opportunities for businesses.  

 

2.2.1. The Concept of Service Marketing 

 

At this stage, an understanding of the concept of service is necessary for the purpose of this 

study. Service marketing management is concerned with serving consumers. Services have 

received increasing interest both domestically and internationally. Consumers may be 

individuals, households, or organizations' employees. Service usually deals with intangible 

things that cannot be held, touched, or seen before using them.  

A new field, called service marketing management, was developed as a result of the realization 

of considerable differences between service and goods, and because those services are 

spreading widely in all aspects of our lives (Schneider and White, 2004). The basic difference 

between goods and service is the property of tangibility (Hoffman, 1997). According to 

Brennan et al. (1997), services can be classified by the extent of customer contact, degree of 

customization, and the degree of labour intensity in the delivery of the service. Furthermore, 

desired service by the consumer is a mix of what the consumer believes “can be” and “should 

be”; for marketers, the greatest interest is related to the willingness of consumers to accept a 

variation in service from different providers (Naik et al., 2010).                                                            

It is difficult to define the concept of service. This may be due to the diversity of the services, 

as it is difficult to grasp the way in which services are created and delivered to customers, as 

many of the inputs and outputs are intangible. In addition, the concept of service has been 

defined in the relevant literature in different ways.  

For example, Vargo and Lusch (2004 a, b) present an inclusive definition for service, which 

captures the fundamental function of all business enterprises that defined services as “the 

application of specialized competences (knowledge and skills) through deeds, processes, and 

performances for the benefit of another entity or the entity itself”. Similarly, Lovelock (2008) 
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views services as an action or performance that is offered by one party to another. The 

International Standards Organization (ISO, 1992) defines service as the “Supplier’s activities 

at the interface with a customer, and the results of all suppliers’ activities to meet customer 

needs”. Zeithaml et al. (1985) review the literature, starting from 1963 until 1983, and find 46 

publications by 33 authors, focusing on the characteristics of services; they state that the most 

frequently-cited characteristics of service were intangibility, heterogeneity (or non-

standardization), inseparability (of production and consumption), and perishability (or 

exclusion from the inventory). Furthermore, some of the definitions also stress that the 

interactions between employees as service providers and customers are critical to determine 

customer satisfaction. However, the concept of service has changed radically over the years. 

Gronroos (1990) suggests that “A service is an activity or series of activities of more or less 

intangible nature normally, but necessarily take place in interaction between the customer and 

service employee and/or physical resources or goods and/or system of the service provider, 

which are provided as solutions to customer problem”. However, services quality is a focused 

evaluation that reflects the consumer’s perception of elements of service, such as interaction 

quality, physical environment quality, and outcome quality (Brady and Cronin, 2001). 

These elements are, in turn, evaluated based on specific service quality dimensions or domains. 

Lewis and Booms were among the first to define service quality as a “measure of how well the 

service level delivered matches the customer’s expectation”. In this context, service quality is 

thought of as an attitude of overall judgement about service superiority, although the exact 

nature of this attitude is still hazy. 

Some suggest that service quality stems from a comparison of performance perceptions with 

expectations (Parasuraman et al., 1988), while others see it as derived from a comparison of 

performance with ideal standards or from perceptions of performance alone (Cronin and 

Taylor, 1992). Service quality is also defined as the difference between technical quality (what 

is delivered) and functional quality (how it is delivered), and as process quality (judged during 

the service) and output quality (judged after the service) (Gronroos, 1983; Lehtinen, 1983). 

Ghobadian et al. (1994) argue that quality in a service business is a measure of the extent to 

which the service delivered meets the customers’ expectations. The nature of most services is 

such that the customer is present in the delivery process, which means that the perception of 

quality is influenced not only by the service outcome but also by the service process. 
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The perceived quality lies among a continuum. Unacceptable quality lies at the end of this 

continuum, whereas ideal quality lies at the other end (Al-alak, 2009). From the above-

mentioned review, it is clear that service quality is a multi-dimensional concept that means 

different things to different people. Moreover, defining quality is a difficult task owing to its 

generic nature. Even though standards for the definition of quality may be set, these standards 

vary from phenomenon to phenomenon, culture to culture, and across time (Jayasundara et al., 

2009). 

 

2.2.2. E-Service Quality (E-S-QUAL) 

 

E-Service quality is an elusive and abstract construct that is difficult to explain and measure 

(Cronin & Taylor, 1992). It is a very wide concept, referring to measuring services via digital 

multimedia and networking technology, including Internet, extranet, and intranet. Thus, 

measuring service quality is vital in every competitive business environment. The Servqual 

model is one of the most widely used for measuring quality of the business services. 

The domains of e-service quality are different from the traditional service quality domains 

(Ganguly and Roy, 2011). Research covering service quality in ICT-based service, such as e-

banking and e-learning, has identified new domains, such as convenience, accessibility, speed, 

security, privacy, content, design, anxiety, privacy, fulfilment, service recovery, compensation, 

FC, and contact (Gamlo and Bamasak, 2011; Roca et al., 2010).  

Indeed, such domains have been viewed by various researchers as factors impacting customer 

satisfaction and customer loyalty (Maditions and Theodoridis, 2010; Palmer and Holt, 2009; 

Ganguly and Roy, 2011). Parasuraman et al. (2005) developed a multi-item scale for 

assessment of electronic service quality, which they called E-S-QUAL. The four dimensions 

of E-S-QUAL are efficiency, fulfillment, system availability, and privacy. Bekhet and Al-alak 

(2011) investigated factors affecting the adoption of e-service in Malaysia and found that the 

factors of the e-banking service quality fall into 13 domains, namely: speed, security, privacy, 

trust, content, design, simplicity, anxiety, reliability, accessibility, FC, demographic 

characteristics, and convenience. Other researchers (e.g., Van Riel et al., 2001; Collier and 

Bienstock, 2006; Madu and Madu, 2002; Santos, 2003) identified a dozen domains, such as 

incentives, support, communication, serviceability, Web store policies, reputation, and 

empathy. These researchers have shown that such e-service quality domains influence 
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customer satisfaction to varying degrees. A study by Al-Hawari et al. (2005) showed that the 

most influential dimensions of e-banking service quality on client satisfaction were ATM 

quality, telephone banking quality, Internet banking quality, customer perception of core 

service, and customer perception of price. Joseph and Stone (2003) came up with the following 

service quality domains in online banking: feedback, customization, and customer service. 

 

2.2.3. Consumer Behaviour Theory 

 

The banking industry around the world has been drastically transformed by the advent of 

information and communication technology (ICT). Indeed, this vital and dynamic industry is 

among the industries that have been impacted most by the proliferation of the Internet and 

added value utilization of information and communication technology. It is evident that the 

intensive use of digital and networking technologies has enabled banks to deliver services 

electronically at a relatively low cost, high quality, and to interact with clients and stakeholders 

effectively (Eisingerich and Bell, 2006). 

Some researchers, however, believe that fierce competition among commercial banks has 

meant that even the most innovative products and services are duplicated by rivals, denying 

banks the opportunity to maintain a sustainable competitive advantage (Gordon et al., 2008). 

Therefore, some clients may not be encouraged or even willing to adopt e-banking as an 

alternative or complement to traditional banking (Al-alak, 2014). In order to fully understand 

the major factors that truly impact the adoption of e-banking by clients, one ought to investigate 

consumer behaviour theory. 

Consumer behaviour theory, together with models derived from such theory, is intended to: (a) 

identify consumer variables, (b) explain relationships between the variables, (c) develop 

operational definitions for the variables, and (d) specify cause-and-effect outcomes from 

variable interactions. Neoclassical economic theory applied to consumer behaviour tends to 

assume that benefit (utility) maximization describes consumer behaviour over a lifetime 

(Kivetz & Simonson, 2002). 

In economic theory, consumer behaviour is addressed within the concepts of consumer 

preference and consumer surplus. Consumers' surplus is the excess amount a consumer is 

willing to pay for a good, as opposed to doing without it, over the amount actually paid for the 

good. A consumers' surplus can exist only within the context of the concept of diminishing 

marginal utility. This concept holds that, at some point, consumption of additional incremental 

http://www.lotsofessays.com/essay_search/consumer_behavior.html
http://www.lotsofessays.com/essay_search/diminishing_marginal.html
http://www.lotsofessays.com/essay_search/diminishing_marginal.html
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quantities of a good will yield successively smaller increases in utility. Thus, it is assumed that 

an individual will be willing to pay more for the first unit of consumption than for a unit 

consumed at some point further along. 

However, there is a research stream on the application of consumer behaviour to the new fields 

of cross-cultured effects, social networking sites usage, and e-marketing acceptance. Thus, 

while there is commendable diversity in consumer behaviour field, publications extend across 

a host of topics and there are also some major biases and limitations. The bias of most 

immediate concern to us is the relative lack of a sociological focus on the IT acceptance and 

usage in the consumer context. Consumer behaviour, such as e-banking services’ acceptance 

and usage, is based on social and psychological behaviour. The logical question is as to why 

psychological and sociological factors have had such limited impact on consumer behaviour 

research, regarding IT adoption and acceptance. The most compelling reason may be the 

difficulty of conducting this type of multidisciplinary empirical research within an individual 

setting level. 

 As such, consumer behaviour theory is concerned with how a rational consumer would make 

consumption decisions (Levin and Milgrom, 2004). Organizations striving to achieve a 

sustainable competitive advantage and long-term survival have to develop strategies, which 

differentiate their offers, by putting consumers at the centre of these strategies. The focus on 

consumer satisfaction requires greater understanding of consumer behaviour and consumer 

needs in terms of service quality characteristics (Ness et al., 2010). According to Song et al. 

(2012), "Service has been conceptualized as an application of competences for the benefit of 

another entity". Recently, customers’ perception has shifted towards the service-based 

economy. Therefore, service is growing to be most significant in modern economies and studies 

should continue to investigate how service quality is perceived by the consumers (Song et al., 

2012). The consumer is supposed to aim to maximize value. Kotler et al. (1996) proposed that 

the maximization of consumer value could be achieved through the maximization of consumer 

satisfaction, relative to consumer expectations and performance. Competition in quality 

requires evaluation of the effect of service activities on customer satisfaction to determine the 

improvements that are needed (Archer and Wesolowsky, 1996). Customer satisfaction with 

service quality and the effect of this satisfaction on future customers’ purchasing behaviour has 

been researched by many researchers (e.g. Parasuraman et al., 1985; Collier, 1991; Davis, 

1991). 

According to consumer behaviour theory, there is a significant relationship between service 

quality and user satisfaction (Seddon, 1997). Understanding customer behaviour is an 
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important issue for service organizations because of the probability of behaviour switching that 

may result in loss of revenue from that consumer (Liang et al., 2012). The costs of customer 

retention can be as little as five times the cost of acquiring new customers (Keaveney, 1995). 

Consumer behaviour theory also deals with consumer adoption, stating that satisfied customers 

are more likely to adopt goods or services than unsatisfied ones (Kotler and Keller, 2012). 

However, customer adoption requires that the customer be touched positively by a number of 

factors or variables that he/she feels most satisfying (Becket and Al-alak, 2012). These factors 

vary from one industry to another and tend to have different ratings of importance from one 

customer to another (Keaveney, 1995).  

A leading model in marketing, called the Servqual model, is also based on consumer behaviour 

theory. This model relates to the customer’s evaluation of the gap between service expectation 

and service performance, and further focuses on their intention to continue to use the service 

(Udo et al., 2010). Parasuraman et al. (1985, 1988) describe the service quality as an attitude.  

They suppose that the quality perceived by a consumer is a function of the volume and direction 

of the discrepancy between expected service and perceived service (Archer and Wesolowsky, 

1996). Service quality is measured by calculating the gap between the consumers' expectation 

and actual performance of service (Chen, 2011).  

Satisfied customers are more likely to be highly committed to the services that are offered by 

a service organization. In contrast, consumers who are not satisfied are less likely to repurchase 

(Tian-Cole et al., 2002). However, the relationship between service quality and behavioural 

intentions is not clear and may include either direct or indirect effects from other variables; 

customer satisfaction could serve as a moderator or even interfere in this relationship (González 

et al., 2007).  

Consumer satisfaction is important and has become more essential to the service industry (Tan 

et al., 2010). Previous studies confirmed that the overall dimension of service quality (SQ) has 

a significant relationship with satisfaction (Wei, 2011; Abili et al., 2011; Sultan and Wong, 

2010; Voss et al., 2010; Boulding et al., 1993). Therefore, identifying the satisfaction level of 

consumers is a significant factor for survival in the environment of a competitive market, while 

the increased level of customer dissatisfaction will lead to a drop in the business (Kerlin, 2000). 
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2.3. E-Banking 

 

E-banking (or Internet banking) usage is not an exciting model when performing banking and 

financial transactions in which the lack of tangible interactions with customers could be caused 

a negative impact (Rodriguez et al., 2015). However, bank’s customers are available to adopt 

e-banking services if commercial banks provide perfect information and innovated banking 

service. In recent years, the adoption of e-banking has been quite extensively as a distribution 

channel of banking services due to rapid advances in e-commercial applications and intensive 

competitive banking markets (Al-Hajri, 2008). 

Despite this growth of e-banking services in the world, most customers of the Jordanian 

commercial banks continue to conduct banking services or transactions using traditional 

methods. Thus, the current research will address what are the essential factors that influence 

the intention to use e-banking services in the Jordanian commercial banks. 

There are several types of e-Banking Services that hane been provided by Jordanian 

commercial banks. These are: Cash transfer between accounts, Paying customer’s bills, 

Requesting e-statements, requesting credit facilities, traveling and insurance services, currency 

exchange procedures, e-commerce transactions, receiving banking information, and applying 

for a loan. 

 

2.4. Technology Acceptance Models 

 

Understanding individual acceptance and use of IT is one of the most mature streams of 

business research (Venkatesh et al., 2012). There have been several models developed to 

explain user’s acceptance, adoption and use. The models originated from different knowledge 

disciplines such as psychology, sociology, business and information systems. In this chapter, 

the author will review and analyze these models before discussing and synthesis of UTAUT  

(Venkatesh et al. 2003; 2012) model, which has served as a baseline theoretical model in this 

study. 
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2.4.1. Theory of Reasoned Action 

 

Theory of reasoned action is a predictive model for behaviour, attitude, and behavioural 

intention. TRA was proposed by Ajzen and Fishbein (1975). It assumed that the best predictor 

of behaviour is behavioural intention, which, in turn, is determined by attitude and social 

normative perceptions. Thus, Fishbein and Ajzen’s model of reasoned action has received 

considerable attention in the field of user’s behaviour. Not only does the model appear to 

predict user intentions for a specific behaviour quite well, it also provides a basis for identifying 

where and how to target users on consumers’ behaviour (Sheppard et al., 1988). According to 

Fishbein and Ajzen (1975, 1977, 1980), a behavioural intention predicts the user’s performance 

or action unless the intention measure does not meet the behavioural criterion. Moreover, 

people are expected to act in accordance with their intentions. A user intention is a function of 

two basic determinants: one personal and the other reflecting social influence. The personal 

one is the individual’s positive or negative evaluation of performing the behaviour; this factor 

is termed attitude. The second determinant of behavioural intention is an individual’s 

perception of social influences to perform, or not perform, the specific behaviour; this factor is 

termed subjective norm (Ajzen, 1991). Figure 2.2 illustrates the relationships between 

determinants and behavioural intention. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2 Theory of reasoned action (TRA) 

Source: Fishbein & Ajzen, 1975 

Behavioural intention is a measure of an individual’s intention to perform specific behaviour. 

Attitude is defined as an individual’s positive or negative feeling about performing this specific 

behaviour. Subjective norms refer to the person’s perception that the most important people to 
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him or her think he or she should or should not perform the behaviour in question (Fishbein 

and Ajzen, 1975). 

According to TRA: 

A=∑biei 

Beliefs (bi) are defined as the individual’s probability that performing the behaviour in question 

will result in consequence. The evaluation term (ei) refers to an implicit evaluation response to 

the consequence (Davis, 1989; Fishbein and Ajzen, 1975). 

The following equation illustrates the TRA model: 

B ≈ B₁ = W₁A + W₂SN 

Where:  

             B: Behavioural criterion. 

B₁: Behavioural intention regarding behaviour B. 

A: Attitude toward behaviour B. 

SN: Subjective norm regarding behaviour B. 

W₁, W₂: importance weights. 

The first equation indicates that an individual’s intention is the immediate determinant of an 

individual overt performance of the behaviour in a question (B), and that an individual’s 

intention is jointly determined by his or her attitude toward performing the behaviour (A), as 

well as the perceived subjective norms (social factor). 

The second equation implies that an individual’s attitude toward behaviour is a function of the 

perceived consequences of performing the behaviour multiplied by the evaluation of these 

consequences (Davis, 1980). 

A = ∑i = I, nbiei 

Where:  

            Bi= belief that performing b will result in consequence i. 

ei= evaluation of consequence i. 

n= number of salient beliefs. 
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The third equation specifies that the individual’s subjective norm is a function of the perceived 

expectations of an individual (Fishbein and Ajzen, 1975; Davis, 1980). 

SN = ∑ j = I, m n b j m c j 

Where:  

            nbj = normative belief that reference j wants subject to perform  

Behaviour B. 

mcj = motivation to comply with referent j. 

m = number of salient referents. 

However, the TRA model does not specify which beliefs are operative in the behavioural 

intention context. 

 

2.4.2. Theory of Planned Behaviour 

 

The theory of planned behaviour (TPB) is an extension of the theory of reasoned action (Ajzen 

& Fishbein, 1980, 1975). A central fact in the theory of planned behaviour is the individual’s 

intention to perform a specific behaviour; the stronger the intention to perform a given 

behaviour, the more likely should be its performance. According to the theory of planned 

behaviour, the perceived behaviour control together with behavioural intention can be used 

directly to predict behaviour (performance, action). Furthermore, the theory of planned 

behaviour postulates three conceptual determinants of behavioural intention. The first is the 

attitude toward the behaviour in a question. The second is a social factor, termed subjective 

norm, and the third antecedent of the behavioural intention is the degree of behavioural control 

(Ajzen, 1991).Figure2.3 illustrates the theory of planned behaviour. 
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Figure 2.3 The theory of planned behaviour 

Source: Ajzen & Fishbein, 1980, 1975 

 

Attitude toward the behaviour refers to the degree to which a person has a favourable or 

unfavourable evaluation of the behaviour in a question. Subjective norms refer to the social 

pressure to perform or not perform the behaviour, whereas the perceived behavioural control 

describes the perceived ease or difficulty of performing the behaviour; it is assumed to reflect 

past experience, as well as anticipated impediments and obstacles. 

In a combination, attitude, subjective norm, and perception of behavioural control, lead to the 

formation of a behavioural intention. Intention is thus assumed to be the immediate antecedent 

of behaviour.  

2.4.3. Decomposed Theory of Planned Behaviour 

 

An alternative version of the theory of planned behaviour (TPB) is presented by Todd & Taylor 

(2001). In this theory, attitudinal, normative, and control beliefs are decomposed into multi-

dimensional belief constructs. The decomposition of the original theory constructs provides a 

stable set of beliefs, which can be applied across a variety of technologies and settings. By 

focusing on specific beliefs, the proposed model becomes more managerially relevant and, 
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because of this fact, the decomposed TPB should provide a complete understanding of IT 

adoption and usage (Taylor & Todd, 2001). 

Decomposed theory of planned behaviour integrates and compares two models of IT adoption 

and usage. These models are the technology acceptance model and the theory of planned 

behaviour by incorporating of usage behaviour and testing the full versions of both the 

technology acceptance model (TAM) and TPB (Taylor & Todd, 2001). The following figure 

2.4 illustrates the decomposed theory of planned behaviour 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.4 Decomposed Theory of Planned Behaviour 

Source: (Taylor & Todd, 2001) 

 

Moreover, decomposed theory of planned behaviour is an adaptation of the technology 

acceptance model (TAM) and the theory of planned behaviour (TPB). By comparing DTPB 
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More importantly, the decomposed TPB provides better diagnostic value than the pure TPB 

model (Taylor & Todd, 2001). 

2.4.4. Technology Acceptance Model (TAM) 

 

The Technology Acceptance Model was developed by Davis (1986) to predict computer 

acceptance and usage. TAM is an adaptation of the theory of planned behaviour (TPA). The 

main purpose of TAM is to provide a basis for predicting user perceptions of IT usefulness, 

ease of use, and attitude. 

According to the original model, a potential user’s overall attitude toward using a given system 

is hypothesized to be a major determinant of whether or not they actually use it. Attitude 

towards using, in turn, is a function of two major beliefs: perceived usefulness and perceived 

ease of use, which has a causal effect on perceived usefulness. External variables are not 

theorized to have any direct effect on attitude or behaviour (Davis, 1980). However, the 

relationships of the original TAM model are theorized to be linear. The original TAM model 

can be expressed using the following four equations (David, 1980): 

EOU = I = 1,n iXi +       

USEF = I = 1,n iXi + n + 1  EOU +    

ATI = i = EOU + 2 USEF +       

USE = i ATT +          

Where: 

Xi = Design Features i, i = 1, n  (External Variables) 

EOU = Perceived Ease of Use 

USEF = Perceived Usefulness 

ATT = Attitude Toward Using 

USE = Actual Use of the System 

i = Standardized Partial Regression Coefficients 

 = Random Error Term 
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Figure 2.5 The original TAM model 

Source: (Davis, 1980) 

 

However, in 1989 Davis, Bagozzi and Warshaw published a research paper entitled “User 

Acceptance of Computer Technology: A Comparison of Two Theoretical Models”. The results 

of this research indicate that perceived usefulness strongly influenced people's intentions. 

Perceived ease of use had a small, but significant, effect on intentions as well. Attitudes only 

partially mediated the effect of these beliefs on intentions. Subjective norms had no effect on 

intentions (Davis et al., 1989). 

Indeed, these results indicate three main determinants of IT usage: 

- IT usage can be predicted by behavioural intention. 

- Perceived usefulness is a major predictor of an individual's intention to IT acceptance. 

- Perceived ease of use is a significant secondary predictor of an individual intention. 

Therefore, the final conceptualization of the TAM model excludes the attitude variable in order 

to better explain behavioural intention to accept or adopt IT systems or tools.  
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Figure 2.6 The final conceptualization of TAM model 

Source: Davis et al., 1989. 

 

Perceived usefulness is defined as the degree to which an individual believes that using a 

system would enhance his or her job performance. Perceived ease of use is defined as the 

degree to which an individual believes that using a system would be free of effort. 

According to TAM, behavioural intention is jointly determined by perceived usefulness and 

perceived ease of use. Perceived usefulness can be affected by various external variables over 

and above ease of use. Perceived ease of use is also theorized to be determined by external 

variables. Behavioural intention is an individual’s intention to perform a specific behaviour 

(Fishbein and Ajzen, 1975; Davis et al., 1989). Actual system use is determined by behavioural 

intention.  

As a matter of fact, both the theory of reasoned action (TRA) and the technology acceptance 

model (TAM) postulated that behavioural intention is the critical determinant of the system 

usage behaviour; behaviour should be predictable from measures of behavioural intention and 

any other factors that influence user behaviour do so indirectly by influencing behavioural 

intention (Davis et al., 1989). 
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2.4.5. Technology Acceptance Model (TAM₂) 
 

Venkatesh and Davis (2000) introduced a theoretical extension of the (TAM) model to explain 

TAM constructs in terms of social and cognitive processes and influence. The new extended 

theoretical model is referred to as TAM₂. 

The TAM₂ model incorporates new theoretical constructs spanning social influences 

(subjective norm, voluntariness, and image) and cognitive processes (job relevance, output 

quality, result demonstrability, and perceived ease of use) (Venkatesh & Davis, 2000). Figure 

2.7 shows the proposed TAM₂ model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.7 TAM₂ model 

Source: Venkatesh & Davis, 2000 

 

The TAM₂ model was strongly supported by three points of measurement: pre implementation 

of the system, one month post-implementation, and three months post-implementation. 

Encompassing new theoretical constructs concerning social influences and cognitive 

instrumental processes, the model introduces a detailed account of the key variables underlying 

judgements of perceived usefulness. Moreover, the proposed TAM₂ extends TAM by showing 

that subjective norm exerts a statistically significant direct effect on the system usage intention 
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over and above perceived usefulness and perceived ease of use for mandatory use of the studied 

system (Venkatesh & Davis, 2000). 

 

2.4.6. Technology Acceptance Model (TAM₃) 
 

Synthesizing technology acceptance researchers Venkatesh and Balla (2008) developed a 

theoretical model that represents accumulated knowledge about TAM research over recent 

years. The new model (TAM₃) proposed four different constructs that determine perceived 

usefulness and perceived ease of use. These theoretical constructs are individual difference, 

system characteristics, social influence, and facilitating conditions. Figure 2.8 illustrates the 

framework of TAM₃. 

Venkatesh and Balla combine TAM₂ and the model of the determinants of perceived ease of 

use (Venkatesh, 2000) to develop an integrated model of technology acceptance adoption 

(TAM₃), as shown in figure 2.8. 

The new proposed theoretical model (TAM₃) provides a complete nomological framework of 

the significant determinants of IT acceptance and usage. 
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Figure 2.8 TAM₃ Model 

Source: Venkatesh & Balla, 2008 
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computer anxiety and perceived ease of use, perceived ease of use and behavioural intention 

(Venkatesh & Balls, 2008). 

The key strength of TAM₃ is its comprehensiveness and potential for actionable guidance, 

while TAM presented a parsimonious model. Moreover, TAM₃ adds richness and insight for 

better understanding of users’ acceptance and usage of IT in an organizational setting 

(Verkatesh and Balla, 2008). 

 

2.4.7. Unified Theory of Acceptance and Use of Technology (UTAUT) 

 

Venkatesh et al. (2003) review IT users’ acceptance literature and discuss eight prominent IT 

acceptance/adoption theoretical models. The eight models are: the theory of reasoned action, 

the technology acceptance model, the motivational model, the theory of planned behaviour, a 

model combining TAM and TRA, the model of PC utilization, the innovation diffusion theory, 

and the social cognitive theory. Using data from four organizations over a six-month period 

with three points of measurements, the eight models explained between 17% and 53% of the 

variance in user intentions (Venkatesh et al., 2003). 

Based on these results, Venkatesh et al. (2003) developed a new and integrated model called 

the “Unified theory of Acceptance and Use of Technology” within four essential constructs 

and four moderators. The new model, UTAUT, was then tested using the original data and 

found to outperform the eight theoretical modals. Figure 2.9 illustrates the UTAUT model. 

The model shows that four determinants have a significant influence on the user’s intention to 

accept and use IT system, namely: performance expectancy, effort expectancy, social 

influence, and facilitating conditions. 

Performance expectancy is defined as the degree to which an individual believes that using the 

system will help the user to attain gains in job performance. This construct is similar to 

perceived usefulness in TAM, TAM₂, and TAM₃ models. 

Effort expectancy is defined as the degree of ease associated with the use of the IT system. 

Three constructs from technology acceptance models literature capture the concept of effort 

expectancy: perceived ease of use (TAM, TAM₂, and TAM₃). Social influence is defined as 

the degree to which a user perceives that important others believe he or she should use a specific 

system or technology. Social influence construct in the UTAUT model represents constructs in 
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other models, namely, subjective norm in the theory of reasoned action (TRA), theory of 

planned behaviour (TPB) and technology acceptance model (TAM, TAM₂, and TAM₃). 

Facilitating conditions are defined as the degree to which a user believes that an organizational 

and technical infrastructure exists to support use of the new technology system. This construct 

captures concepts embodied by perceived behavioural control in the theory of planned 

behaviour (Ajzen, 1991) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.9 UTAUT model 

Source: Venkatesh et al., 2003 

 

Moreover, Venkatesh et al. (2010) extend the theoretical framework model (UTAUT) to study 

IT acceptance and use in a consumer setting. The new proposed model is called UTAUT₂. The 

UTAUT₂ model incorporates three new constructs into UTAUT: hedonic motivation, price 

value, and habit. Individual differences – namely age, gender and experience are hypothesized 

to moderate the influence of these predictors on the user’s intention to accept or use a specific 

technology. The extended UTAUT₂ model produced a substantial improvement in the variance 
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explained in behavioural intention (56% to +4%) compared to the UTAUT model (Venkatesh 

et al., 2012). 

Hedonic motivation (conceptualized as perceived enjoyment) can be defined as the fun derived 

from using a specific technology. In the business literature, the hedonic motivation has been 

found to influence user’s intention to accept technology (Venkatesh et al., 2012; Thong et al., 

2006). 

Price value has a significant influence on user’s technology acceptance, especially in the e-

service marketing context (Venkatesh et al., 2012; Parasuraman et al., 2005), whereas habit has 

been used as the extent to which the user tended to perform behaviours automatically, in terms 

of the learning curve accumulation (Kim et al., 2005; Phanila et al., 2011). Phanila et al. (2011) 

suggest that habit should be integrated in to the UTAUT. Thus, the extended UTAUT offers 

better explanatory value than the UTAUT without habit.  

These constructs have a significant impact on the user’s acceptance and use of information 

technology in the UTAUT₂ model. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.10 UTAUT2 model 

Source: Venkatesh et al., 2012 
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2.5. Application of the UTAUT in the Arab World 

 

Most of the technology acceptance models have been extensively tested in developed countries. 

The literature lacks research that explains technology adoption, acceptance, and usage in 

developing countries. More specifically, the literature lacks technology models that explain 

determinants of technology acceptance in the Arab world. 

It is highly acknowledged that organizations in the Arab business world setting are late adopters 

of IT applications (Sabri, 2004; Yaseen, 2005; Yaseen, 2008; Al Sukkar and Hasan, 2005; Abu 

Shanab et al., 2010). 

Despite the increased usage of the Internet and e-commerce applications, recent studies indicate 

that Arabic people are still reluctant to use and accept e-commerce, including e-banking 

services’ applications (Al Dajani, 2011; Al Sajjan, et al., 2010). 

The unified theory of acceptance and use of technology, introduced by Venkatesh et al. (2003), 

has been used in different contexts in the Middle East and Arab world. For example, Abu 

Shanab et al. (2010a) use the unified theory of acceptance and use of technology (UTAUT) to 

explain Internet banking and customer’s acceptance in Jordan. Furthermore, an extended 

UTAUT model was tested to explain the acceptance and use of computer systems in Saudi 

organizations. Al-Ghahtani et al. (2007) uses the model, in terms of cultural values, to compare 

the adoption/acceptance of IT between North America and Saudi Arabia. They conclude that 

the model can explain 39.1% of the intention to use, and 42.1% of actual use. Moreover, Al-

Ghahtani et al. (2010) use the diffusion of innovations theory, introduced by Rogers (2003), to 

investigate the factors that affect the acceptance and use of e-services for Saudi customers. 

Their results indicate that completeness, privacy, and compatibility were the most important 

factors in Saudi Arabia. In addition, Al Sajjan et al. (2010) propose a revised technology 

acceptance model to measure consumers’ acceptance of Internet banking: the Internet banking 

acceptance model. The results suggest the importance of attitudinal intentions in which 

perceived usefulness and trust mediate the impact of subjective norms and perceived 

manageability of attitudinal intentions (Al Sajjan, et al., 2010). 

In this context, Al Qeisi (2009) uses an extension to the UTAUT that accounts for online usage 

behaviour. The proposed model is tested in two countries (UK and Jordan) to investigate the 

validity of the unified model of technology acceptance in different settings. Results found the 
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moderating role of performance expectancy was supported in the UTAUT model in both 

countries’ models. Moreover, both models suggested a non-moderating influence of gender. 

Education and income were moderators for the UK model. Although the research findings 

reported that both countries were similar with respect to model variables, the model’s 

explanatory power for usage behaviour was dissimilar: the UK’s model explanatory power 

exceeded that of Jordan’s model, presenting an opportunity for further research (Al-Qeisi, 

2009). Al Dajani (2011) proposed a conceptual model of e-commerce acceptance in Jordanian 

travel agencies. The study reveals that the UTAUT, which was originally proposed and tested 

in developed countries, can also explain e-commerce acceptance in Arabic countries such as 

Jordan. The modified UTAUT explained 62% of behaviour intention variance and 23% of 

intended degree of use variance. This is consistent with the limited work in the developing 

countries using UTAUT (e.g., Al-Ghahtani, et al., 2007; Gupta et al., 2008). The results provide 

Arab managers with useful data to assess the acceptance of e-commerce services use in the 

near future (Al Dajani, 2011). 

In another study related to Internet banking in Jordan, Al Sukkar and Hasan (2005) used an 

extended technology acceptance model to study behavioural intention to accept Internet 

banking among Jordanian bank customers. They extended the original TAM to include new 

measures on culture, trust, and online service quality. Al Sukkar and Hasan found support for 

the basic structure of TAM. 

The UTAUT has been validated and examined in different fields and settings. However, the 

literature indicates the scarce application of the UTAUT in e-commerce and m-commerce. 

Table 1 illustrates applications of the UTAUT in the Arab world. Furthermore, the literature 

indicates the scarce application of the UTAUT in the context of the Arabic business 

environment, with the exception of some studies conducted by Al-Ghahtani et al. (2007), Al 

Dajani (2010), Abu Shanab (2007,2005), Al-Qeisi (2009), Al Sajjan (2010), and Al Gohary 

(2012). 

As a result, the previous discussion illustrates that the UTAUT has not been extensively tested 

in the Arabic business environment. Furthermore, the literature indicates that there is limited 

use of the UTAUT in the e-commerce field, including e-banking services’ acceptance or 

adoption. Therefore, there is a need to examine the extended UTAUT model in Arabic 

countries, such as the case of Jordan in general and to examine the behavioural intention of the 

Jordanian commercial banks’ clients to accept their e-banking services. 
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Author Model 
New 
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Context Moderators Notable Results References 

Al- 

Adwan 

Ahmed 

Extended 

TAM 
- 

Adoption of 

Electronic 

Health record 

systems in 

Jordan 

- 

Perceived threat, social 

influence, computer self-

efficacy, usability, culture 

organizational support 

and professional issues 

Al- Adwan, 

2014 
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Gholami, 

and Clegg 

TAM 
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the internet 
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efficacy, 
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of services 
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Online 

Banking in 

Saudi Arabia 

- 

Quality of the internet 
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services, social influence, 

self-efficacy have 
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perceived usefulness and 

perceived ease of the use. 

Education, trust and 

resistance to change also 
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intention explained by the 
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usefulness and perceived 

ease of use, resistance to 

change trust, age, gender, 
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variance towards use 
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M., Grant 

Kevin, and 

Edger 

David 

UTAUT 

Trust, 

Awareness 

of Service, 

Output 

Quality, 

Perceived 

Play 

fullness, web 

design 

Online 

Banking 

Adoption in 

Oman 

- 

All constructs contributed 

to explain intention and 

use of online banking 

except social influence 

moderating effects from 

UTAUT were not 

important to explain 

intention 

Riffaie et 

al., 2012 
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- 
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camera usefulness 

Rouibah et 

al., 2011 

Table 2.1 Application of the UTAUT in the Arab World 
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2.6. Critique of the Technology Acceptance Models 

 

In this section, the researcher attempts to present a theoretical and practical critique of a number 

of disadvantages with the technology acceptance models available in the literature. At the same 

time, it should be noted that each original technology acceptance model has its own advantages 

with some limitations. The researcher will bring a critical review to research on each model in 

the field of technology acceptance/adoption. 

 

2.7. Critique of Theory of Reasoned Action 

 

Theory of reasoned action (TRA) is a widely studied model of social psychology, which is 

concerned with the determinant variables of user intended behaviour (Ajzen and Fishbein, 

1980; Fishbein and Ajzen, 1975; Daris et al., 1989). However, TRA is a general model and, as 

such, it does not specify the beliefs that are operated for a specific human behaviour. Thus, 

researchers using the theory of reasoned action should first identify the beliefs that are salient 

for specific subjects regarding the behaviour under study (Daris et al., 1989). Fishbein and 

Ajzen (1975) point out that although an individual may hold a large number of various beliefs, 

it may be only a relatively specific belief, which serves as a major determinant of his or her 

attitude to action or behaviour. Thus, beliefs are referred to as salient beliefs. At the same time, 

they suggested that only the first two or three beliefs are salient for a person and that personal 

beliefs elicited beyond this point are not the primary determinants of his or her attitude (Daris, 

1980). However, it is impossible to determine the critical point or state of mind in which an 

individual starts eliciting non-salient beliefs. 

Despite the fact that the TRA model integrates a number of previously separated theories 

regarding the relationship between beliefs, attitudes, intentions and behaviour, external 

variables encompass all variables not explicitly represented in the model. However, the major 

advantage of the TRA model is that it is capable of integrating different theoretical approaches 

from psychology and sociology to the business research paradigms (Daris, 1980). 
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2.8. Criticism of the Acceptance Technology Model (TAM) 

 

Technology acceptance model (TAM) qualifies as a remarkable research paradigm that is based 

on the theory of reasoned action and the theory of planned behaviour. The stream of research 

in this original model is impressive in its volume and scope, as TAM has been the leading 

model for nearly two decades (Bagozzi, 2007). TAM was tested and adopted as a research 

model in the wide scope of IT systems and tools applications. TAM-based researches were also 

conducted in various cultures and business environment settings. As a consequence, the results 

of applying TAM are often accepted as being accurate predictors of usage and adoption. 

However, the behavioural intention of users to use or to accept a specific IT system is more 

frequently measured than the actual use of the system (Turner et al., 2010). Therefore, there is 

a question if whether the TAM model can act as an accurate predictor of the user’s behavioural 

intention to accept or adopt a particular technology rather than actual usage. If the TAM is not 

an accurate predictor of user’s actual usage of a particular technology, then there is an obvious 

problem regarding the particular implications of the model from a managerial point of view 

(Keung et al., 2004; Turner et al., 2010). 

Moreover, TAM, in its original conceptualization as a research paradigm, makes no attempt to 

incorporate the effect of the social environment on the user’s behavioural intention. The social 

and cultural factors are key determinants through which the cultural values shared by users 

manifest and impact behaviour. Consequently subjective norms have been added to TAM. As 

a key construct of the theory of reasoned action (TRA) and theory of planned behaviour (TPB), 

as well as extensions to TAM, such as TAM₂ (Venkatesh and Daris, 2000), UTAUT 

(Venkatesh et al., 2003), and UTAUT₂ (Venkatesh et al., 2012), subjective norm has been 

shown to be an important determinant of acceptance/adoption behaviours in recent researches 

(Srite and Karahanna, 2006).  

Bagozzi (2007), in his well-known article “The Legacy of the Technology Acceptance Model 

and a proposal for a paradigm shift”, suggested a critique of a number of limitations with the 

technology acceptance model (TAM). Bagozzi points out that the main strength of TAM is its 

parsimony: intention to use technology influence usage behaviour, and perceived usefulness 

and perceived ease of use determine intention to use. Parsimony has also been an Achilles’ heel 

for TAM. It is unreasonable to expect that one model, and one so simple, would explain 
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decisions and behaviour fully across a wide range of technologies, adoption environments, and 

differences in decision-making processes (Bagozzi, 2007). 

Moreover, a weakness of TAM is that it does not consider user task needs. The task-technology 

fit (TTF) model attempts to solve this disadvantage. The TTF model is based on matching the 

capabilities of the technology to the demands of the tasks (Seneler et al., 2009). In short, the 

technology acceptance model (TAM) received a number of significant critiques as being too 

parsimonious, not comprehensive, and did not include the social and cultural factors that can 

affect technology acceptance or adoption. As a result, an extended model (TAM₂) was 

introduced by Venkatesh and Daris (2000) to investigate the effect of these factors.  

 

2.9. Critique of TAM₂ and TAM₃ 

 

Venkatesh and Daris (2000) proposed an extension of TAM by identifying the major 

determinants of perceived usefulness constructed in the original TAM. TAM₂ posits that 

subjective norm, image, job relevance, output quality, result demonstrability, perceived ease of 

use, and two moderators, which are experience and voluntariness, have a huge influence on the 

perceived usefulness (Venkatesh and Daris, 2000).  

The main advantage of the TAM₂ model is that it presents two theoretical processes - social 

influence and cognitive instrumental processes. Furthermore, TAM₂ extended TAM by 

showing that subjective norms exert a significant direct effect on usage intentions over and 

above perceived usefulness and perceived ease of use for mandatory systems. The effect of 

social influence processes was consistent with the model. However, TAM has several 

limitations, as Venkatesh and Daris (2000) acknowledge in their study: 

1. The sample sizes were less than 50 for each of the four longitudinal samples, which could 

reduce the power of significance tests. 

2. Several of the constructs were measured with only two items. The two-item scales exhibited 

adequate reliability (Cronbach alpha was over 0.80 in all cases) and factorial validity, 

mitigating concerns about measure reliability or validity. 

3. The field studies were longitudinal observational designs and hence did not involve 

experimental manipulation of theoretical constructs. 
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4. Researchers employed self-reported, as opposed to objectively measured, usage. 

5. Although researchers employed a longitudinal design spanning five months in each 

organization, they employed various theoretical approaches. Additional insight into the 

underlying dynamics of the causal mechanisms addressed by the TAM₂ model might emerge 

by using a process approach that analyses the detailed events and action sequences that unfold 

over time. 

Venkatesh and Bala (2008) combine TAM₂ (Venkatesh and Davis, 2000) and the model of the 

determinants of perceived ease of use (Venkatesh, 2000), and attempt to suggest an integrated, 

more comprehensive model of technology acceptance/adoption (TAM₃). 

The TAM₃ model presents a complete nomological network of the major factors that influence 

individuals’ IT acceptance, adoption, and use. In TAM₃, Venkatesh and Bala (2003) posit new 

significant relationships that were not empirically tested in Venkatesh (2000) and Venkatesh 

and Davis (2000). They suggest that experience will moderate the relationship between 

perceived ease of use and perceived usefulness, computer anxiety and perceived ease of use, 

and perceived ease of use and behavioural intention to accept IT. While TAM₃ has the main 

advantage for its potential to be an actionable framework and managerial implications, 

additional beliefs beyond perceived usefulness and perceived ease of use are still critical 

determinants of the user’s behavioural intentions to use IT systems and tools. 

Furthermore, TAM₃ is just a new version of TAM. Researchers are at a loss to decide on which 

acceptance/adoption research model to base their new studies: is it the last extended version of 

TAM (TAM₂, TAM₃), published in a top business journal, or will any one of the current IT 

adoption models do equally well? This state of affairs is clearly detrimental to developing a 

cumulative research tradition on adoption or acceptance research in an orderly fashion 

(Benbasat and Barki, 2007). 

 

2.10. Critique of the Unified Theory of Acceptance and Use of Technology (UTAUT) 

 

A review of eight models in the literature resulted in the unified theory of acceptance and use 

of technology (Venkatesh et al., 2003). Since its original publication, UTAUT has been used 

as a research model for a variety of new emerging technologies in organizational settings 

(Venkatesh et al., 2012; Sun et al., 2009; Gupta et al., 2008; Al-Gahtani et al., 2007). However, 
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most researches that applied UTAUT employed only a subset of the constructs, particularly by 

dropping some moderators. Thus, there is still need for systematic investigation of the salient 

factors that would apply to a consumer technology use context (Venkatesh et al., 2012).  

However, Al-Gahtani et al. (2007) indicated that performance expectancy has a positive effect 

on behavioural intention but there is no interaction effect with performance and either gender 

or age on intention. Effort expectancy did not have a positive influence on the behavioural 

intention.  

Findings indicate that subjective norm (social influence in the UTAUT Model) positively 

influences the user’s intention among Saudi users but this impact is reduced with increasing 

age and experience.  

Chiu et al. (2010) indicate that the trust construct (not included in UTAUT) remains a 

significant variable but weak predictor of the repeated online buying intentions. Furthermore, 

research findings in the literature reveal that UTAUT constructs are impacted by many external 

determinants across different researches conducted in different environmental settings. This is 

a relatively surprising result, as UTAUT purports to be a unified theory, being created by the 

mapping together of various variables from eight well-established models. This suggests 

further acknowledgeable effort should be conducted to improve a comprehensive framework 

of the original UTAUT, especially when integrating constructs from other adoption/acceptance 

theories (Michael et al., 2011). Thus, there is the need to carry out rigorous tests of UTAUT in 

different contexts and cultures. That is because, in spite of the fact that empirical studies 

applying UTAUT have mainly supported the original UTAUT model, there are inconsistent 

findings among the empirical studies testing the UTAUT model (Al-Gahtani et al., 2007; 

Aldajani, 2011; Pahnila et al., 2011). Moreover, the literature indicated the scarce application 

of the UTAUT model in e-commerce, specifically the e-banking services field. The literature 

also indicated the scarce application of the UTAUT in the context of the Arab world. To be 

more specific, results of the UTAUT in the Arab world have been conflicting, due to the 

technology being investigated, the methodology of the data analysis, and the culture of a 

specific country. Thus, there is a need to examine the UTAUT in Arabic countries, such as 

Jordan.  

 

 



Chapter Two, Literature Review 

 

 
55 

2.11. The Conceptual Research Model 

 

The proposed research is derived from the literature review to explain the behavioural intention 

to accept e-banking services that are provided by Jordanian commercial banks, as well as the 

actual use of e-banking services. 

Further, the research model adapts and modifies the unified theory of acceptance and use 

technology (UTAUT₂), introduced by Venkatesh et al. (2012), extending the unified theory of 

consumer acceptance and use of technology to explain essential factors that affect e-banking 

services adoption in the Jordanian commercial banks. 

This model was chosen to address e-banking services’ adoption and use because of its 

comprehensiveness and strong theoretical integration supporting a specific context (consumer 

context). Models that focus on a specific context, and identity essential predictors and 

determinants are considered to be vital in providing a rich understanding of the user’s or 

consumer’s acceptance and use of technology. Venkatesh (2012) asserted that, in the case of 

UTAUT, which was originally developed to explain user technology acceptance and use, it will 

be critical to examine how it can be extended to other contexts, such as the context of the e-

banking services’ acceptance or adoption (Venkatesh et al., (2012).  

The second change was to adapt three constructs from the UTAUT model (performance 

expectancy, effort expectancy, and social influence) that influence behavioural intention to use 

e-banking services.  

The third change was to adapt one construct from the UTAUT₂ model: Hedonic motivation. 

Hedonic motivation has been included as a key predictor in much consumer behaviour research 

(Venkatesh, 2012). Furthermore, the researcher expects the effect of the independent predictors 

(constructs) of the model or behavioural intention to adopt e-banking services’ technology to 

be moderated by age and gender, due to the specific Jordanian cultural environment. 
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Figure 2.11 Conceptual Research model 

 

Figure 2.11 illustrates the essential factors influencing e-banking services’ adoption and use in 

the Jordanian commercial banks. The predictors are: 

 Independent predictors (constructs). 

 I1. Three constructs adapted from the original model, the unified theory of acceptance 

and use of technology (UTAUT) model: performance expectancy, effort expectancy, 

and social influence. Paragraph 2.4.7 shows these factors in the literature review. 

 I2. The construct that has been added to the model is perceived e-banking service 

quality. 

 I3. The one construct adapted from the original mode is the unified theory of 

acceptance and use of technology (UTAUT₂) model: Hedonic motivation. Paragraph 

2.4.7 shows these factors in the literature review. 
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 Concerned (Dependent variable) 

 D. Behavioural intention: paragraph 2.4.7 shows these factors in the literature review. 

 Moderated. 

 M. Age and Gender: paragraph 2.4.7 shows these factors in the literature review. 

More information about the conceptual research model is shown in Chapter four (Conceptual 

Research Model) 4.4. 

 

2.12. Conclusion 

 

The aim of this chapter was to provide a theoretical framework of the technology acceptance 

models and theories. The chapter explained the relationship between e-marketing and service 

quality, consumer behavior theory, and technology acceptance models. In addition, the chapter 

presented theoretical foundation of each technology acceptance model and its application in 

different fields and critiques of the model. Finally, the chapter ended by critiquing the unified 

theory of acceptance and use of technology. The next chapter will deal with the research 

methodology of the results. 
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Chapter Three: Research Methodology 
 

3.1. Introduction 

 

The main aim of this chapter is to give an overview of the research methodology and design 

adopted in the thesis. It identifies the research’s philosophy, its epistemology, and ontology. It 

looks at the research design and the practical approach adopted to achieve the research aim and 

objectives. Therefore, the different assumptions and methodological implications of research 

philosophies as to how social science should be conducted will be discussed. The differences 

between different research approaches and the implications of these differences will be 

illustrated by relating this research to the appropriate research approach. 

The methods that are used to obtain primary data will be discussed and the statistics that will 

be used to conduct the data analysis will be fully explained, the assumptions of such statistics 

are discussed and the ones used will then be justified. 

 

3.2. Research Aim and Objectives 

 

Research methodology involves developing core assumptions concerning the nature of society 

and science. To ensure the credibility of the research, it is vitally important that there is both a 

transparency in how the work is carried out and a clear explanation of the methodology.  

A weak or flawed methodology can result in invalid conclusions. Therefore, the methodology 

chosen must be in line with the research objectives and able to answer the relevant research 

questions. Consequently, in order to choose an appropriate methodology, the research 

objectives should be clearly identified. 

The main aim of conducting this research is to contribute to the understanding of the major 

factors influencing e-banking services’ adoption in Jordan through the development of a 

theoretical extension of the unified theory of acceptance and use of technology (UTAUT) 

model. In order to achieve this aim, four theoretical objectives and two practical objectives will 

be discussed and examined. 
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3.2.1. Theoretical Objectives 

 

- Develop a theoretical extension of the unified theory of acceptance and use of technology 

(UTAUT) model. 

- Identify the essential factors that influence the client’s adoption of e-banking services in 

the Jordanian commercial banks. 

- Examine the role of e-banking services’ quality in explaining behavioural intention to 

adopt e-banking services. 

- Determine the validity of the proposed model by testing the essential factors that affect 

the behavioural intention to adopt e-banking services. 

3.2.2. Practical Objectives 

 

- Provide better understanding for managers of the Jordanian commercial banks to review 

the essential factors that influence the adoption of e-banking services, and thus 

formulate proper e-banking services strategies to meet the real needs of bank clients in 

Jordan. 

- Understand the real reasons behind the non-adoption of e-banking services by non-users 

of these services. 

3.3. Research Philosophy 

 

Research philosophy or philosophical paradigm refers to a worldview or a shared 

understanding of reality. It is a perspective that is based on the set of shared assumptions, 

values, concepts, and practices (Johnson & Chritensen, 2008). Saunders et al. (2003) indicate 

that research philosophy reflects the researcher’s thoughts about knowledge and doing 

research. Philosophical paradigm includes research epistemology, ontology and methodology 

(Collis and Hussey, 2003).  

Furthermore, the research’s philosophy includes other elements of the research’s methodology, 

such as research design, approach, and strategies (and even the analysis of techniques). 
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Easterby-Smith et al. (2004) identify three reasons why an understanding of philosophical 

issues is very useful.  

First, it can help the researcher to clarify research design. This would include the type of 

evidence and its origin, how evidence is gathered, the way in which such evidence is 

interpreted, and how it will help to answer the research questions posed.  

Second, knowledge of philosophy can help the researcher to recognize which design will work 

and which will not. In other words, it can enable the researcher to evaluate different 

methodologies and design approaches and avoid inappropriate use and unnecessary work by 

identifying the limitation of particular approaches at an early stage.  

Third, knowledge of philosophy can help the researcher identify and even create designs that 

may be outside his or her past experience. It may also enable the researcher to be creative and 

innovative according to the constraints of different subjects or knowledge structures. 

Epistemologically, which refers to the theory of knowledge, positivism assumes that objective 

reality exists beyond the human mind, whereas constructionism views that knowledge builds 

through experience or social interaction with reality.  

Positivism assumes that the researcher and reality are separate, while social constructionism 

assumes the researcher and reality are inseparable. The ontological position of the research 

views researchers as fact observers in the reality (Stahl, 2008). 

The ontological environment in which this study is set is e-banking service users in the 

Jordanian commercial banks. The ontological assumption in regards to this specific research is 

that the environment is CHANGE. 

3.4. Research Paradigm 

 

Easterby-Smith et al. (1997) identify three reasons why the exploration of philosophy may be 

significant with particular reference to research methodology: 

(1) It can help the researcher to refine and specify the research methods to be used in a study. 

This would include the type of evidence and its origin, how evidence is gathered, the way in 

which such evidence is interpreted, and how it helps to answer the research questions posed. 
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(2) Knowledge of research philosophy will enable and assist the researcher to evaluate different 

methodologies and methods and avoid inappropriate use and unnecessary work by identifying 

the limitations of particular approaches at an early stage. 

(3) It may help the researcher to be creative and innovative in either selection or adaptation of 

methods that were previously outside his or her experience. 

With no consensus within the literature to clearly define the purpose of research (Hussey et al., 

1997), the researcher suggests that we carry out research in order to obtain further knowledge 

about a particular subject area of interest in a systematic way. According to Hussey et al. 

(1997), the subject area can consist of any combination of the following: 

 To review and synthesize existing knowledge. 

 To investigate some existing situation or problem. 

 To provide solutions to a problem. 

 To explore and analyse more general issues. 

 To construct or create a new procedure or system. 

 To explain a new phenomenon. 

 To generate new knowledge. 

However, in order to ensure that the data generated is useful, meaningful, and appropriate, the 

researcher has to be aware of the different research paradigm choices available and the intrinsic 

benefits or limitations they exhibit. 
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Figure 3.1 Positivist Approach to Social Sciences 

Source: Adapted from Hussey et al. (1997) p.51. 

 

Table 3.1 shows the different assumptions of the two main paradigms, according to Creswell 

(1994). Creswell refers to the positivist paradigm as quantitative and the phenomenologist 

paradigm as qualitative. 
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Assumption Question Quantitative Qualitative 

Ontological What is the nature of 

reality? 

Reality is objective and 

singular, apart from the 

researcher 

Reality is subjective 

and multiple as seen 

by participants in a 

study 

Epistemological What is the 

relationship of the 

researcher to that 

researched? 

Researcher is 

independent from that 

being researched 

Researcher interacts 

with that being 

researched 

Axiological What is the role of 

values? 

Value free and 

unbiased 

Value-laden and 

biased 

Rhetorical What is the language 

of research? 

Formal. Based on 

definitions, impersonal 

voice and use of 

accepted quantitative 

words 

Informal. Evolving 

decisions, personal 

voice and use of 

qualitative words 

Methodological 
What is the process 

of research? 

Deductive process: 

Cause and Effect 

Inductive process: 

Mutual simultaneous 

shaping of factors 

Static design: 

Categories isolated 

before study 

Emerging design: 

Categories identified 

during research 

process 

Context-free: 

Generalizations leading 

to prediction, 

explanation and 

understanding. 

Accurate and reliable 

through validity and 

reliability 

Context-bound: 

Patterns, theories 

developed for 

understanding. 

Accurate and 

reliable through 

verification 

Table 3.1 Comparison between Quantitative and Qualitative Method 

Source: Adapted from Hussey et al. (1997) p.48. 

 

In summary, though possibly an over simplification, a positivist viewpoint suggests an 

approach whereby the researcher’s involvement and bias will not affect the outputs of the study, 

which is often viewed as being a “cause and effect” relationship. In contrast, the 

phenomenologist viewpoint is that reality is influenced by how things “appear” to be and 

therefore the researcher’s involvement and bias will have an influence on the outputs and 

indeed how the outputs are interpreted.  

Table 3.2 shows the different approaches and types of data generated by the positivistic and 

phenomenological research paradigm methods. 
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Positivistic Paradigm Phenomenological Paradigm 

Tends to produce quantitative data Tends to produce qualitative data 

Uses large samples Uses small samples 

Concerned with hypothesis testing Concerned with generating theories 

Data is highly specific and precise Data is rich and subjective 

The location is artificial The location is natural 

Reliability is high Reliability is low 

Generalizes from sample to population Generalizes from one setting to another 

Table 3.2 Comparison between Positivistic Paradigms Phenomenological Paradigm 

Source: Hussey et al. (1997), p.54. 

 

Silverman (1993) states that, “methodologies, like theories, cannot be disproved, but can only 

be found to be more or less useful”. In other words, either perspective has a place within the 

domain of research; the key is ensuring that the choice is appropriate. Hence, it is necessary 

that the research purpose determines the data generation methods and that it is appropriate to 

the thesis objectives and paradigm environment. The danger is that inappropriately selecting a 

paradigm based on simply satisfying the researcher’s preference or perceived ease of 

application can produce unreliable outputs.  

Easterby-Smith et al. (2004) and Saunders et al. (2003) argue that there are contrasting 

philosophical views: the two traditional views are positivism and social constructionism (post-

positivism, phenomenology). Positivism is generally associated with quantitative research and 

social constructionism or post-positivism is commonly allied with quantitative research (Polit 

et al., 2001). The fundamental idea of positivism is that the social world exists externally and 

that its properties should be measured by using objective methods, rather than by being inferred 

subjectively by using observation or intuition (Easterby-Smith et al., 2001). According to Gill 

and Johnson (2002) and Collis and Hussey (2003), this philosophy is characterized by five 

distinguishing features; it is deductive (theory tested by observation), it seeks to explain causal 

relationships between variables, it frequently utilizes quantitative data, it employs controls to 

allow the testing of hypotheses, and it uses a structured methodology to facilitate replication.  

Positivism assumes that the researcher and reality are separate, while interpretivism assumes 

that the researcher and reality are inseparable. In the same vein, the ontological position that 

views observer-independence of reality is that of realism and the opposite is anti-realism 

(Stahl, 2008). Positivism also assumes that objective reality exists beyond the human mind, 
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whereas interpretivism assumes that knowledge of the world is intentionally built through 

lived experiences or social construction of the world.   

Positivism assumes that the objects researched have inherent qualities that exist independently 

of the researcher, whereas interpretivism assumes that a research object is interpreted in light 

of meanings structured by the researcher’s lived experience. Positivists tend to use a number 

of methods as preferred research methods: laboratory experiments, field experiments, and 

surveys.  

Positivists regard the outcomes in light of the theory of truth, which states that the truth or 

falsity of a statement is determined only by how it relates to the world, and whether it 

accurately describes (i.e., corresponds with) that world. Positivists collect data that is a true 

measure of a reality (the idea here is that a  one-to-one mapping exis ts  be tween  

measures  and the phenomena under investigation); thus, the data collected is valid.  

However, the methodologies of positivism have articulated different types of validity checks: 

i.e., construct validity, internal and external validity, and statistical conclusion validity.  

Positivists believe that a study is reliable if the results can be replicated by other researchers 

and they attribute a lack of reliability to number of factors, s u ch  a s  the researcher’s bias, 

inconsistency of the procedures employed, differences in contexts where research was applied, 

and measurement errors. 

Phenomenological philosophy, on the other hand, has arisen over the last fifty years, largely 

in reaction to the application of positivism to the social sciences (Easterby-Smith et al., 2001). 

The phenomenology, as shown in Table 1, is characterized by a focus on the meanings that 

research subjects attach to social phenomena. In investigating social sciences, this philosophy 

views ‘reality’ not as objective or exterior, but rather that it is socially constructed and given 

meaning by people. Phenomenological researchers attempt to understand what is happening 

and why it is happening. Such research would be particularly concerned with the context in 

which events take place. 

As phenomenological philosophy focuses on the way people experience social phenomena, 

the philosopher is more interested in the study of the behaviour and value of people in a certain 

context (Leedy and Ormrod, 2001). According to Leedy and Ormrod (2001), researchers 

adopting the phenomenological philosophy are more likely to work with qualitative data in 

the form of lengthy interviews with a carefully selected sample of participants.  

Easterby-Smith et al. (2004) distinguish between positivism and social constructionism as 

shown in Table 3.3. 
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Positivist 
Phenomenological/social 

constructionism 

Basic beliefs:                                                       Basic beliefs: 

The world is external and objective The world is socially constructed and 

subjective 

The observer is independent The observer is part of what being 

observed 

Human interests should be irrelevant            Are the main drivers of science 

Focus on facts Focus on meanings 

Explanations Look for causality Try to understand what is happening 

Units of analysis should be reduced to 

simplest terms. 

May include the complexity of whole 

situation. 

Research progresses through 

hypotheses and deduction 

Gathering rich data from ideas are 

induced. 

Preferred methods include: 

Operationalizing concepts so they can 

be measured 

Using multiple methods to establish 

different views of phenomena 

Sampling requires large number 

selected randomly 

Small number of cases chosen for 

specific reasons. 

Table 3.3 Positivism & Social Constructionism 

Source: developed from Easterby-Smith et al. (2004). 

 

Understanding the philosophical issues is critical because it has important implications on the 

choice of research approach and, hence, strategies and methods of data collection (Collis and 

Hussey, 2003). The major difference between the positivism and phenomenological (social 

constructionism) paradigms can be illustrated in terms of the deductive and inductive 

approaches. Saunders et al. (2000) assert that the inductive approach represents the 

phenomenological paradigm.  
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Strengths Weaknesses 

Positivist 

A wider range of situations and is 

faster and more economic than 

phenomenological approaches 

Inflexible and artificial in 

understanding processes or the 

significance that people attach to 

actions 

Not helpful in generating theories 

Phenomenological 

The ability to understand people’s 

interpretations 

Generating new theories 

More depth to the research being 

investigated 

Time-consuming 

Costly 

Difficulty in analysing and interpreting 

data 

 

Table 3.4 Strengths and weaknesses of research philosophies 

Source: outlined from Easterby-Smith et al. (2001), Collis and Hussey (2003). 

 

As shown in table 3.4, positivism contains essential assumptions: an ontological assumption 

that reality is external and objective and an epistemological assumption that knowledge should 

be based on the researcher’s observation. However, the phenomenological philosophy concerns 

the idea that reality is determined by people, rather than objective and external facts. 

Nonetheless, Easterby-Smith et al. (2001) argue that, while the ‘pure forms’ of the positivist 

and phenomenological philosophies may be incompatible, when one comes down to the actual 

research methods used by researchers, the differences are by no means ‘clear cut’ and distinct. 

So, as far as epistemology is concerned, it is important to recognize the relationship between 

the researcher and that which is being researched, as this relationship may bring bias or 

misinterpretation, either intentionally or unintentionally. Cook (1983) warns of the dangers of 

such situations whereby the researcher can be at risk of “incorporating overt and vigorous 

searches for bias”. This concern is supported by Kidder et al. (1986), who claim that “social 

scientists look for biases and pitfalls in the processes used to support and validate their 

hypotheses”. The researcher has been employed by the Philadelphia Investment Bank in Jordan 

and is currently a lecturer in Al-Zaytoonah University of Jordan, College of Economics & 

Administrative Sciences, in the Marketing Department. This is realized by the fact that the 
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researcher will be preparing questions, collecting, analysing, and interpreting the data 

generated throughout the entire process of this thesis. 

3.5. Research Approach 

 

Research may be categorized into two distinct types: qualitative and quantitative research 

(Eriksson and Wiedersheim-Paul, 1997). The qualitative and quantitative methods refer to the 

way one chooses to treat and analyse the selected data (Patel & Davidson, 1994). 

In a discussion about social science, researchers often strive to combine the qualitative and 

quantitative methods with a view to reaching the most comprehensive way of looking at the 

research as possible. However, the decision to choose a specific research approach should be 

based on its suitability to answer the research questions. 

Qualitative research concentrates on words and observations to express reality, and attempts to 

describe people in natural situations (Amaratunga, Baldry, Sarshar and Newton, 2002). In fact, 

qualitative research focuses on understanding phenomena and describes both the meaning and 

implications of events (Carson & Coviello, 1996). 

Quantitative research places considerable trust in numbers that represent opinions and concepts 

(Amaratunga et al., 2002). It is used in order to stress the measurable qualities of something that 

is being investigated (www.ne.se). Additionally, quantitative research is most often used in 

studies with clearly stated hypotheses that can be tested (Farhang, 1990). Quantitative methods 

are methods where the researcher systematically collects empirical, quantifiable, and comparable 

data about several research areas within a chosen category. The researcher will then present this 

data in terms of numbers and figures (Hellevik, 1987) that are summarized into statistics, whose 

results and possible patterns are analysed from several, earlier stated, hypotheses. Quantitative 

results are said to be hard, generalizable data (Amaratunga et al., 2002) that should capture 

connections, allocation, and variation of what is being studied (www.ne.se). 

Table 3.5 summarizes the main differences between the quantitative approach and qualitative 

approach. 

 

 

 

http://www.ne.se/
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Elements Quantitative approach 

 

Qualitative approach 

Objective Understanding people motivational 

and behaviour 

 

To generalize results from the 

research sample 

Sample Small 

 

Large 

Data 

collection 

Unstructured Structured 

Data analysis 

techniques 

Non-mathematical 

Non-statistical 

 

Mathematical 

Statistical 

Research 

outcome 

 

Develop an understanding Recommend a final course of 

action 

Table 3.5 Comparison between Quantitative and Qualitative approaches 

Source: Malhotra (2004) 

Because the current research mainly follows the positivist philosophy through the application 

of deductive approach, the quantitative method is chosen for collecting and analysing data and 

testing research hypothesis.  

3.6. Research Design 

 

Bryman & Bell (2011) argue that research design provides a framework for the collection 

and analysis of data, stating that design reflects decisions about the priority being given to a 

range of dimensions in the research process. On the other hand, they consider research 

methods as the techniques for collecting data,  w h i ch  can involve specific instruments such 

as self-completed questionnaires or structured interviews. De Vaus  (2001) states,  “The 

function of a research design is to ensure that the evidence obtained enables us to answer 

the initial question as unambiguously as possible”. Sekaran (2003) argues that research 

design involves a series of rational choices regarding the purpose of the study (exploratory, 

descriptive, hypothesis testing), its location (i.e., the study setting), the type of investigation, 

the extent of researcher interference, time horizon, and the level to which the data will be 

analysed (unit of analysis). In addition, decisions have to be made regarding the sampling 

design, how data is to be collected (data collection methods), and how variables will be 

measured and analysed to test the h y p o t h e s e s (data analysis). According to Sekaran (2003), 

the methods are part of the design; thus, she agrees with Bryman & Bell (2011) that methods 

are means to describe data collection. 
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Correspondingly, based on Sekaran’s definition of research design, this study is conducted 

for the purpose of testing the hypotheses derived from the literature review and the 

conceptual framework presented. It is believed that studies employing hypotheses testing 

usually tend to explain the nature of certain relationships or establish the differences among 

groups or the independence of two or more factors in a situation. A hypothesis testing offers 

an enhanced understanding of the relationships  that exist among variables. 

As for the type of investigation, a correlation study will be chosen to delineate the variables 

associated with the research objectives and identify the critical factors impacting the adoption 

of e-banking in Jordan. In terms of the settings, this study is conducted in a non-contrived 

setting. It is considered a field study with minimal interference from the researcher. 

The study’s horizon refers to conducting a longitudinal versus cross-sectional study. A cross-

sectional, also called one-shot, study is done when data is gathered just once over a period 

of time, such as days, weeks, or months in order to answer a research question.  When data 

is collected at more than one point in time, the study is considered longitudinal (Creswell, 

2003). According to de Vaus (2001), longitudinal studies are more feasible when there is a 

need to describe the pattern and direction of change and stability (at an individual level). 

Additionally, it can be used to establish a temporal order of events; unlike cross-sectional 

studies, which only reveal correlation among variables without explaining the links.  

Longitudinal studies establish developmental effects and historical effects. Cross-sectional 

designs have three distinctive features: there is no time dimension, only differences between 

groups (rather than change) are measured, there is reliance on existing differences rather than 

change following intervention, and there is no allowance for differences to emerge over 

time. Grouping individuals in the sample is based on existing differences or according to a 

category of the independent variable to which they happen to belong, rather than random 

allocation.  

This study is a cross-sectional survey where data will be collected  at  one  point  in  time  from  

samples  to  determine  relationships  between variables  at  the  time  of  the  study. Although 

the researcher acknowledges the limitations of this type of investigation, it is beyond the 

timeframe of this research project to make use of a longitudinal study. 
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3.6.1. Data Collection Methods 

 

3.6.2. Self-Administered Questionnaires  

 

The term questionnaire, as defined by Sekaran (2003, p. 236), is a “pre-formulated written set 

of questions to which respondents record their answers”. For this research, the use of a 

questionnaire method follows directly from the research objectives. Saunders et al. (2003) 

strongly recommends the use of questionnaires for descriptive or explanatory objectives. 

Consequently, the rationale for using the questionnaire method can be two fold: 

a) The aim of this research is to describe opinions, behaviour, and attributes of bank account 

holders with regard to the adoption of e-banking in the context of Jordan. Verifying this 

requires the use of the Statistical Package for the Social Sciences (SPSS), which, in turn, needs 

‘large’ observations.  

b) The use of the questionnaire method falls in line with most of the earlier e-banking adoption 

studies (e.g., Collis & Hussey 2003; Easterby-Smith et al.; Maxwell & Loomis, 2003; Hall & 

Howard, 2008). In the case of Jordanian banks, meanwhile, two reasons justify the 

appropriateness of the questionnaire method. 

Jordanian commercial banks and their clients would respond to the questionnaire because this 

research is one of the few studies about e-banking services’ adoption in the context of Jordan. 

Saunders et al. (2003) classified a questionnaire according to how it is administered, for 

example, self-administered and interviewer-administered questionnaires. Self-administered 

questionnaires are usually completed by the respondents. Such questionnaires are delivered and 

returned electronically (on-line questionnaires), posted to respondents who return them by post 

after completion (postal or mail questionnaires), or delivered by hand to each respondent and 

collected later (delivery and collection questionnaires). Responses to interviewer-administered 

questionnaires, which include telephone questionnaires and structured interviews, are recorded 

by the interviewer on the basis of each respondent’s answer. One drawback of interviewer-

administered questionnaires is the difficulty in locating a suitable time for respondents. 

According to Oppenheim (2000), the choice of the type of questionnaire can be influenced by: 
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 a) The research strategy  

b) The time taken to complete collection and size of sample.  

For this research, self-administered questionnaires are preferable to interviewer-administered 

questionnaires for the following reasons: 

The use of interviewer-administered questionnaires requires the researcher to interview 

respondents. The interviewer-administered questionnaires are more time-consuming than self-

administered questionnaires (Sekaran, 2003). 

The self-administered questionnaires can yield more advantages over interviewer-administered 

questionnaires in that the self-administered questionnaires ensure a minimum of interviewer 

bias (Oppenheim, 2000). 

According to Saunders et al. (2003), self-administered questionnaires are divided into three 

types, namely: a) online questionnaires, b) postal (mail) questionnaires, c) delivery and 

collection questionnaires. Considering the advantages and disadvantages of these three types, 

self-delivery and self-administered questionnaires has more advantages over other types. 

 

3.7. Research Approach 

 

According to Hall & Howard (2008), researchers need be motivated to acknowledge 

paradigmatic differences while attentively selecting the methods that provide the greatest 

opportunity for cross-paradigm communication within the study design. Other authors advise 

that researchers adopt a perspective compatible with their research interest and, at the same 

time, remain open to the use of other interests (Orlikowski & Baroudi, 1991). Webber 

(2004) suspects that the different choice of research methods is largely due to factors such 

as the type of training provided for the researcher, social pressures associated with advisors 

and colleagues, and preferences of obtaining certain types of insight during the research. 

Based on the arguments presented in the previous sections and from the existing literature 

that will be  critically reviewed and presented, a number of points will be shown as  leading 

to the choice of an approach for the current study. First, from the vast body of research on 

technology acceptance, it seems that technology acceptance research has a dominant 

theoretical drive, which is positivist in nature. 

The current research purpose is defined as developing a theoretical extension of the unified 

theory of acceptance and use of technology (UTAUT) model and identifying the essential 
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factors that may influence the client’s adoption of e-banking services of the Jordanian 

commercial banks.  

Secondly, the major thrust of the current research project is to test hypotheses related to the 

proposed model extension, as well as a number of hypothesized relationships that were 

previously established in the technology acceptance context; hence, the theoretical thrust of the 

current research is deductive in nature and the use of inductive reasoning is excluded from the 

interpretation of results when compared to previous findings from literature. 

Third, the current study follows a confirmatory strategy of research, one that envisions 

empirical analysis as a process of confirming or disconfirming previously stipulated 

hypotheses in the technology acceptance context. 

The chosen research methods being employed will be generating data in four phases: 

1. Initial Exploratory Study Phase: 

In this phase the researcher provides information about Jordanian bank managers and users of 

the e-banking services who will participate in the study. 

2. Developing the research questionnaire: 

This phase provides information on the structure of the research questionnaire used by the users 

of e-banking services. In addition, it provides information on how the research sample will be 

selected. 

3. Analytical study phase: 

This phase describes the various analytical statistical techniques used to test the research 

hypothesis. It starts with an assessment of the validity and reliability of the measures. It then 

describes the statistical techniques, such as the exploratory factor analysis, confirmatory factor 

analysis, multiple regression analysis, and so on. 

4. Discussion research results: 

The research results will be discussed in relation to previous work and findings reported in the 

literature. It includes overall findings, theoretical implications, methodological implications, 

and practical implications. 
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3.7.1. Research Population 

 

Sekaran (2003) defines a research population as the entire group of people, events, or things 

of interest that the researcher wishes to study, analyse, and investigate. The population of this 

research can be described as all Jordanian commercial banks that were listed and licensed at 

the central bank of Jordan according to the central bank report for the year 2015. Appendix 6 

shows information and the number of the Jordanian commercial banks. In 2015, there were 

twenty-one commercial banks, of which thirteen are Jordanian, and eight were foreign 

commercial bank branches. 

The Jordanian commercial banks are only targeted to be the population of this study 

regardless of their size, capital, or number of their employees. Jordanian commercial banks 

have been chosen as the research population because of the vital strategic role they play in the 

Jordanian economy, an economy that is often called a services economy. 

 

3.7.2. Sample of the Study 

 

In this research, the purposive or judgmental sampling techniques will be applied to determine 

participants or correspondents. Purposive sampling is the most appropriate sampling technique 

since the research subject, and research questions, require selecting specific participant banks’ 

clients. Thus, the research’s sample will consist of all bank account holders in Jordanian 

commercial banks that use e-banking services. 

 

3.7.3. Developing the Questionnaire 

 

After developing the conceptual model and conducting the exploratory study, attention will be 

focused on measuring the research model constructs and designing the questionnaire. 

3.7.4. Questionnaire Design 

 

The nominal seven-point Likert scale will be used to obtain information about respondents. 

The aim of using this popular scale is to categorise the respondents according to questions, 

which were related to demographic data, and other data.  
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The Likert scale will be used to identify the critical factors that influence the adoption of e-

banking services by bank account holders who have access to the Internet. In order to obtain 

such data, the rating scales (Likert scale) will be used for three reasons. 

a) They allow the researcher to have a variety of statistical techniques and conduct powerful 

statistical analysis, e.g. using correlation. 

b) They are easy for the respondents to use, and the response categories allow for the expression 

of the intensity of the feeling. 

c) They do not confuse the respondents with many choices on its continuum scale. 

The seven-point Likert scale will be employed in order to explore the respondents’ views 

regarding different issues, where the step 1 represents ‘strongly disagree’ and 7 is ‘strongly 

agree’. The reason for adopting this scale is to give some degree of flexibility of choice to 

reflect the intensity of respondents’ views. 

 

3.7.5. Sequencing and Layout Decisions 

 

In accordance with guidelines suggested by Oppenheim (2000) and Sekaran (2003), the 

following issues will be taken into account in the sequencing and the layout decisions phase. 

a) The sequence of questions will be arranged in a way that leads the respondent from general 

to more specific questions. This sequence, in turn, can assure the respondent’s cooperation and 

make the questionnaire as easy as possible for them. 

a) The layout will be developed to be convenient for the respondents and for the researcher 

who will analyse the data. 

For this research, the pilot study will be conducted in two stages. In each stage, as suggested 

by Aaker et al. (2001), pre-testing the design of the questionnaire includes the flow of the 

questionnaire, its length, its questions, and the respondent’s interest and attention. In the first 

stage, as suggested by Remenyi et al. (1998), the first draft of the questionnaire will be 

distributed to specific scholars in the Jordanian universities.  

The scholars will be asked to provide any constructive suggestions in terms of design, 

sequence, questions content, questions wording, and clarity. Attention will be paid to scholars’ 

comments and feedback and a few amendments will be made to generate the second draft. 
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In the second stage, the second draft of the questionnaire will be sent to a number of bank 

managers in Jordan. All the respondents will validate the questionnaire and provide the 

researcher with useful feedback, which may lead to some changes. 

The respondents will be required to complete either the Arabic or English version and provide 

any comments about its contents and wording. Three versions of the questionnaires will be 

completed and collected by the researcher. Respondents will be thanked for their help. 

 

3.7.6. The Translation of the Questionnaire 

 

Although English is constitutionally an official language in Jordan and is widely spoken in the 

country, the decision was made to translate the questionnaire into Arabic in order to make it 

clear to the respondents. The researcher, however, recognised that there might well be non-

Arabic respondents or the Arabic respondents may prefer to answer the questionnaire using 

English language. Therefore, the decision is made to distribute the questionnaire in both 

languages. 

Malhotra and Birks (2003) suggest two alternatives for translating a research questionnaire to 

be conducted in an international research context. Firstly, back translation wherein the source 

questionnaire is translated to the target questionnaire and back to the source questionnaire’s 

language; a comparison of two new source questionnaires allows for the creation of the final 

version. Secondly, parallel translation whereby the source questionnaire is translated to the 

target questionnaire by two or more independent translators; a comparison of two target 

questionnaires allows for the creation of the final version. For this research, the second 

alternative was used for translating the questionnaire for the following two reasons: 

a) The process of back translation may be repeated several times in order to remove any errors 

or misinterpretations, so it might be a very time-consuming and cumbersome process (Saunders 

et al., 2003). 

b) Parallel translation can lead to good wording of the target questionnaire (Saunders et al., 

2003) and was successfully adopted in conducting business research projects in the context of 

Jordan (e.g., Al-Khattab 2005). 

The methodology, which will be followed for the translation process of the research 

questionnaire, is now described. The questionnaire will originally be developed in English. The 
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English version will initially and independently be translated into Arabic by two English 

language experts, who are fluent in both languages. The final Arabic version will be delivered 

to an Arabic language expert who will check the Arabic language grammar and wording in 

order to make sure that the Arabic version is clear.  

Finally, the decision will be made to combine the Arabic and English versions into one two-

language version. In addition, the version will be combined in the way so that there are the 

same response boxes for two languages. The rationale for such decision is that in Jordan people 

who understand English may be seen as superior to those who do not. As a consequence, 

delivering two separate versions (Arabic and English) can be critical if the respondent does not 

understand English and wishes to complete the Arabic version. 

 

3.7.7. The Contents of the Questionnaire 

 

After pilot testing, a formalised two-language questionnaire of ten pages (A4 size) in length, 

structured into five sections, will be created to a feasible length as suggested by Saunders et al. 

(2003, p. 284). The questionnaire will also be accompanied by two covering letters. 

 

3.8. Statistical Tools and Data Analysis Approaches 

 

Exploratory factor analysis was conducted to reduce observed variables underlying each 

factor, or to reduce a large number of related variables to more manageable numbers before 

using them in other statistical analysis, such as multi-regression or analysis of variance 

(Pallant, 2007; Dajani, 2011). 

However, several steps were used in conducting factor analysis. The first step required 

assessment of the suitability of the research sample data for data analysis. The first step in the 

data analysis focused on the frequency for respondents’ characteristics considered in the 

research model. The main objective was to get descriptive information about respondents and 

examine the extent to which there was a difference among them. The next step was formulating 

a correlation matrix to examine research variables (independent and dependent variables).  
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3.9. Validity, Reliability and Generalizability 

 

The use of questionnaires raises three data quality issues: validity, reliability, and 

generalizability. These issues are discussed next. The exploratory factor analysis was 

conducted to purify and minimize the items used to measure the constructed. Moreover, this 

procedure provided evidence of validity of measures. Cronbach’s alpha was computed to assess 

the internal consistency reliability of the scales. Multiple regression analysis was conducted to 

test the effect of the research predictors (independent variables) on the dependent variable 

(behavioural intention to adopt e-banking services). 

 

3.9.1. The Validity of Data Collection Method 

 

A questionnaire, according to Leedy and Ormrod (2001), may not accurately measure what it 

is intended to measure, which, in turn, can affect the probability that a researcher obtains 

statistical significance in data analysis and the extent to which a researcher can draw 

meaningful conclusions from data. In order to meet the requirements of validity, as suggested 

by Malhotra and Birks (2003) and Saunders et al. (2003), the following procedures will be 

undertaken in this research: 

a) An extensive literature review will be undertaken to define and clarify the questions used in 

the questionnaire. Many questions used in the questionnaire will be adapted or adopted from 

related studies, which in turn make the comparison of the research’s findings with those 

findings of other studies possible. 

b) Prior to using a questionnaire to collect data, the pilot study will be conducted in three stages. 

This procedure is sought to help establish content validity (sometimes referred to as face 

validity). 

Admittedly, none of the pilot study stages guarantees the validity of a questionnaire; each stage, 

however, increases the likelihood of such validity (Leedy and Ormrod, 2001). 
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       3.9.2. The Reliability of Data Collection Method 

Reliability is raised as a quality issue with regard to the use of data (Sekaran, 2003). The 

reliability of a data collection method is concerned with the degree to which the method will 

yield “consistent findings”, “similar observations made” or “conclusions reached” by other 

researchers when the entity being measured has not changed (Leedy and Ormrod, 2001, p. 31). 

For this research, the researcher may not know for sure that the respondent to the questionnaire 

is the person the researcher wishes to answer the questions; thus, the method may not be 

reliable.  
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Figure 3.2 Illustrates Flowchart of the Current Research Methodology 
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3.10. The Generalizability of Research Findings 

 

Generalizability is raised as a data quality issue with regard to the use of a questionnaire. 

Generalizability (sometimes referred to as external validity), as defined by Sekaran (2003), is 

the extent to which the research findings are generalizable and whether these findings may be 

equally applicable to other research settings, such as other organisations. According to Cooper 

and Schindler (2003), generalizability depends on the selection of a representative sample, 

which in turn, is related to accuracy and precision. Accuracy refers to the degree to which bias 

is absent from the sample. Precision reflects the extent to which the characteristics of a sample 

are similar to that of the population. With regard to the use of a questionnaire to meet the 

accuracy requirement, the questionnaire will cover all Jordanian commercial banks. This 

sampling technique can ensure that the sample is not biased. To test the precision requirement, 

the Chi-square test will be employed to ensure no statistically significant difference between 

respondents and non-respondents. 

 

3.11. Ethical Considerations 

 

This study adopted several measures to ensure the issue of ethics and confidentiality. Protecting 

correspondents and interviewees from any repercussions should be a concern for researches. 

Each survey will contain a cover letter carrying the name of the university and explaining 

the purpose of the study, indicating that participation is voluntary and that responses will be 

treated confidentially. Also, participants will be free to withdraw at any time and the contact 

details of the researcher and supervisor will be given in the cover letter should respondents 

have any ethical concerns. 

An application will be submitted to the university’s Ethical Committee and approval will be 

sought for the research project.  
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3.12. Conclusion 

 

In this chapter, the research philosophy, research paradigm, research approach, and research 

design and strategy were analysed and discussed. The use of data collection methods, including 

interviews and self-administered questionnaires, research population, and research sample 

were explained. Furthermore, the various statistical techniques were explained and justified. In 

addition, details of the proposed methodology was discussed. However, three statistical 

techniques will be used in this (research factor analysis, multiple regression, and analysis of 

variance). The objective of using different techniques was to ensure the validity and accuracy 

of the research findings. The next chapter will deal with the conceptual research model and 

hypothese
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Chapter Four: Conceptual Research Model 

 

 

4.1. Introduction 

 

This chapter attempts to present the proposed conceptual research model based on the various 

technology acceptance models that were discussed in the literature review. It aims to develop 

the research hypothesis based on the literature review. Thus, the chapter is organized in the 

following main sections: 

 

4.2. The Conceptual Research Model 

 

This section clarifies the research model derived from the literature review to explain the 

behavioural intention to accept e-banking services that are provided by Jordanian commercial 

banks, as well as the actual use of e-banking services. It explains the reason behind selecting 

the UTAUT₂ model (extended UTAUT), which was introduced by Venkatesh et al. (2012). 

Furthermore, it discusses the modifications that were made to the model for it to be more 

applicable to the context of e-banking services’ use in the Jordanian cultural environment. 

 

4.3. Research Constructs and Research Hypothesis 

 

This section explains the major constructs that determine the behavioural intention to adopt e-

banking services and the role of the suggested moderating variables. It formulates research 

hypotheses for each of the research model constructs. 
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4.4. Research Conceptual Model 

 

This research adapts and modifies the unified theory of acceptance and use of technology model 

(UTAUT₂), introduced by Venkatesh et al. (2012), extending the unified theory of consumer 

acceptance and use of technology model to explain essential factors that affect e-banking 

services’ adoption in the Jordanian commercial banks. 

This model was chosen to address e-banking services’ adoption and use because of its 

comprehensiveness and strong theoretical integration, supporting a specific context (consumer 

context). Models that focus on a specific context and identity essential predictors and 

determinants are considered to be vital in providing a rich understanding of the user’s 

acceptance and use of technology. Venkatesh (2012) asserted that, in the case of UTAUT, 

which was originally developed to explain user technology acceptance and use, it will be 

critical to examine how it can be extended to other contexts, such as the context of e-banking 

services’ acceptance or adoption (Venkatesh et al., 2012).  

However, modifications were made to the UTAUT₂ model to provide a rich understanding of 

the essential factors that influence the behavioural intention to accept and use the e-banking 

services provided by the Jordanian commercial banks. The first change was concerned with 

incorporating different predictors and measures with e-banking services’ users. The construct, 

which was added to the model, perceived e-banking service quality in order to further increase 

the explanatory power of the proposed research model.  

The second change was to adapt three constructs from the UTAUT model (performance 

expectancy, effort expectancy, and social influence) that influence behavioural intention to use 

e-banking services.  

The third change was to adapt one construct from the UTAUT₂ model: Hedonic motivation. 

Hedonic motivation has been included as a key predictor in much consumer behaviour research 

(Venkatesh, 2012). Furthermore, the researcher expects the effect of the independent predictors 

(constructs) of the model or behavioural intention to adopt e-banking services technology to be 

moderated by age and gender, due to the specific Jordanian cultural environment.  
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Figure 4.1 Conceptual Research model 

 

Figure 4.1 illustrates the essential factors influencing e-banking services’ adoption and use in 

the Jordanian commercial banks. 

The predictors are: 

 Independent predictors (constructs). 

 I1. Three constructs adapted from the original model, the unified theory of acceptance 

and use of technology (UTAUT) model: performance expectancy, effort expectancy, 

and social influence. Paragraph 2.4.7 shows these factors in the literature review. 

 I2. The construct that has been added to the model is perceived e-banking service 

quality. 

 I3. The one construct adapted from the original mode is the unified theory of 

acceptance and use of technology (UTAUT₂) model: Hedonic motivation. Paragraph 

2.4.7 shows these factors in the literature review. 
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 Concerned (Dependent variable) 

 D. Behavioural intention: paragraph 2.4.7 shows these factors in the literature review. 

 Moderated. 

 M. Age and Gender: paragraph 2.4.7 shows these factors in the literature review. 

The main predictors (constructs) of the conceptual research model are: 

A1.   Performance Expectancy (PE). 

 

Performance expectancy is defined as the degree to which using specific technology will 

provide benefits to users in performing certain activities (Venkatesh et al., 2012). Variables 

that pertain to performance expectancy are perceived usefulness from the technology 

acceptance model (Davis, 1989; Davis et al., 1989), extrinsic motivation (Davis et al., 1992), 

job-fit (Thomson et al., 1991), relative advantage (Moore and Benbasat, 1991), and outcome 

expectations (Compeau and Higgins, 1995b; Compeau et al., 1999). The performance 

expectancy construct has been found to be the strongest determinant of behavioural intention 

to accept or adopt technology, compared with other determinant constructs in the model. It 

remains significant in both voluntary and mandatory settings (Venkatesh et al., 2003).  

Furthermore, the relationship between performance expectancy and behavioural intention to 

adopt e-banking services will be moderated by gender and age. Minton and Schneider (1980) 

indicate that men are more highly task-oriented than women and tend to achieve more than 

them. Venkatesh and Morris (2000) concluded that men’s technology adoption is influenced 

by their higher perception of technology’s usefulness or technology’s performance. Therefore, 

it is expected that in a masculine culture, men will be more likely to use e-banking services for 

business or individual performance. Similarly, age has a moderating effect on the relationship 

between performance expectancy and behavioural intention. Morris and Venkatesh (2000) 

assert that younger users accept technology more than older users.  

Increased age has been shown to be associated with difficulty in processing complex tasks and 

allocating attention to information on the job (Plude and Hoyer, 1985). 

Hence, the following hypothesis is proposed: 

H1: Performance expectancy will have a positive relationship with behavioural intention to use 

e-banking services. 
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A2. Effort Expectancy (EE). 

 

Effort expectancy is defined as the degree of ease associated with the use of a specific 

technology or system (Venkatesh et al., 2003). This construct has roots in the following 

variables (constructs): perceived ease of use (Davis, 1989; Davis et al., 1989), complexity 

(Thompson et al., 1991), and ease of use (Moore and Benbasat, 1991). Perceived ease of use 

refers to the degree to which an individual believes that using a specific technology would be 

free of effort (Davis, 1989). Complexity, according to Thompson et al. (1991), means the 

degree to which the technology under study is perceived as relatively difficult to understand 

and use. Whereas, Moore and Benbasat (1991) view ease of use as the degree to which using 

an innovation is perceived as being difficult to use (Moore and Benbasat, 1991). However, 

Venkatesh and Morris (2000) suggest that effort expectancy is more salient for women than for 

men. Furthermore, Morris and Venkatesh (2000) and Kleijnen et al. (2003) discuss that 

younger people find technology more easy to use than older people.  

Thus, the effect of effort expectancy on the behavioural intention to use e-banking services 

provided by Jordanian commercial banks is expressed in the following hypothesis: 

H2: Effort expectancy will have a positive relationship with behavioural intention to use e-

banking services. 

 

A3. Social influence. 

 

Social influence is defined as the degree to which an individual perceives that important 

others believe he or she should use a specific technology (Venkatesh et al., 2003). This 

construct is represented as “subjective norm” (Ajzen, 1991; Daris et al., 1989; Fishbein and 

Ajzen, 1975; Mathieson, 1991; Taylor and Tood, 1995 a, 1995 b). 

In the context of e-banking services’ adoption, social influence means the extent to which 

banks’ clients perceive that important others (e.g., friends, family) believe they should accept 

and use e-banking services (Venkastesh et al., 2012). According to the conceptual model of 

this research, social influences are theorized to influence consumers’ behavioural intention to 

use e-banking services, while individual difference characteristics are theorized to moderate 

various researches’ model relationships.  
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In other words, social influence reflects the effect of environmental determinants, such as the 

opinions of the user’s friends, relatives, and superiors, on the user’s behavioural intention and 

is similar to subjective norm of reasoned theory of action (Martins et al., 2014). 

Furthermore, this construct is influenced by the perceived expectations of a person’s social 

surroundings or even normative beliefs of referent groups and his or her self-motivation to 

fulfil these prospects. These normative self-beliefs were deconstructed by Taylor and Todd 

(1995 a) into subsets at organizational or non-organizational levels. Thus, the social influence 

(subjective norm) in the theory of reasoned action and decomposed theory of reasoned action 

has a significant positive impact on the user’s behavioural intention to use a particular 

technology.  However, most studies in the literature indicate that the social influence for 

inexperienced users or consumers has greater impact on their behavioural intention to use a 

specific system or technology (Taylor and Todd, 1995b; Hartwick and Barki, 1994; Wenkatesh 

and Davis, 2000). Moreover, the social influence is strong at the very early stage of introducing 

a new system or a digital technology, especially in the cases where most users or adopters have 

imperfect information about said technology (Venkatesh and Davis, 2000; Agarwal and Prasad, 

1997). Hence, the following hypothesis is developed: 

H3: Social influence will have a positive relationship with behavioural intention to use e-

banking services. 

 

A4. Perceived E-Banking Services Quality. 

 

Perceived quality towards e-banking services can be developed through a set of tangible and 

intangible e-services provided by commercial banks. Perceived quality has a vital impact on 

the behavioural intention in an electronic context. Naik et al. (2010) found that dominant 

dimensions of service quality have direct influence on behavioural intention and customer 

satisfaction. Although researchers such as Parasuraman et al. (1985; 1988; 1990) have 

suggested a multi-dimensional concept of service quality, they all agree that emphasis should 

be on the customer’s behavioural intention or attitude, which results from a comparison of 

customer’s expectations with perceptions of performance. Thus, Parasuraman et al. (1985) 

present the Servqual scale as a multi-item scale for assessment of service quality. The model 

has been applied in various industrial services, including e-commerce, e-business, and other 



CHAPTER FOUR, Conceptual Research Model 

 

 
89 

marketing domain fields. In most of the researches, the instrument was modified to suit the 

features of a specific service (Markovic & Raspor, 2010). 

However, Parasuraman et al. (2005) developed a new measurement scale for measuring 

electronic service quality, which they called E-S-Qual. The four dimensions of E-S-Qual are 

efficiency, fulfilment, system availability, and privacy. Bekhet and Al-Alak (2011) 

investigated factors affecting the adoption of e-services in Malaysia and found that the main 

characteristics of e-banking service quality fall into these dimensions: speed, security, privacy, 

trust, content, design, simplicity, anxiety, reliability, accessibility, and convenience. Other 

researchers (e.g., Van Riel et al., 2001; Collier and Bien Stock, 2006; Madu and Madu, 2002; 

Santos, 2003) identified a set of features, such as incentives, support, communication, service 

ability, web store policies, reputation, and empathy. These researches have shown that such 

service quality characteristics influence customer satisfaction to varying degrees. 

A study by Al-Hawari et al. (2005) showed that the most influential dimensions of e-banking 

service quality on client satisfaction were IT quality, Internet banking quality, customer 

perception of core service, and customer perception of price. 

Joseph and Stone (2003) came up with the following service quality domains in online banking: 

Feedback, customization, and customer service. 

Hence, the following hypothesis is proposed: 

H4: perceived e-banking services quality will have a positive relationship with behavioural 

intention to use e-banking services. 

 

A5. Hedonic Motivation. 

 

Hedonic motivation is defined as the fun or pleasure derived from using a specific technology 

and it has been shown to play a vital role in determining technology adoption and use 

(Venkatesh et al., 2012; Brown and Venkatesh, 2005). In the context of consumer acceptance 

and use of e-business technology, such as e-banking services technology, hedonic motivation 

has been found as a determining factor that influences behavioural intention to accept, adopt, 

or use technology (Venkatesh et al., 2012; Childers et al., 2001).  

Furthermore, e-banking services technology applications have special features that can be used 

for hedonic motivations, providing opportunity to analyse a user’s motivation from different 
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dimensions (Wang et al., 2009; Yaseen and Al-Omoush, 2014). Dariset et al. (1992) defined 

hedonic motivation value as the perception that users will want to perform an activity for no 

apparent reinforcement other than the process of performing the activity. 

Venkatesh et al. (2012) added hedonic motivation to the UTAUT2 model, describing the fun or 

pleasure derived from adopting and using a specific technology as a main predictor of 

behavioural intention. 

Actually, the constructs of attitude toward behaviour, affect toward, and intrinsic motivations 

that include in the previous technology acceptance models, tap into an individual’s liking, 

enjoyment, and pleasure associated with IT adoption and use in the consumer context. The key 

factor to defining technology as hedonic or utilitarian is that extrinsic motivation alone will not 

sustain a person’s use if intrinsic motivations (e.g., fun, curiosity, relaxation, enjoyment) are 

not addressed adequately (Lowry et al., 2008). Many researchers suggest that hedonic 

motivations are conceptualized as perceived enjoyment (Yseen and Al Omosh, 2014; Moon 

and Kim, 2001; Heijden, 2004). 

Hence, the following hypothesis is formulated:  

H5: Hedonic Motivation will have a positive relationship with behavioural intention to use e-

banking services. 

 

C. Behavioural Intention (BI). 

 

The role of intentions as a predictor of an individual’s behaviour is vital and has been well 

established in IT literature and the reference disciplines (Venkatesh et al., 2003). Ajzen and 

Fishbein (1980) supposed that individual intention is the immediate determinant of behaviour 

and, when an appropriate measure of intention is obtained, it will provide the most accurate 

prediction of behaviour. However, all TAM models, including VTAVT, VTAVT₂, rest on three 

main constructs: factors influencing individual intention, intention to use IT, and actual use. 

Thus, the intention-behaviour relationship is well documented in business literature and has 

been found to be a strong predictor (Kijsanayotin et al., 2009; Venkatesh et al., 2003; Taylor 

and Todd, 1995; Venkatesh and Davis, 2000). 
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The intention-based stream of research is grounded in models from social psychology, such as 

the theory of reasoned action (TRA) (Ajzen and Fishbein, 1980) and the decomposed theory 

of reasoned action (TRA) (Ajzen, 1985, 1991). 

Behavioural intention to adopt e-banking services is defined as a measure of the strength of 

individual intention to perform a specific behaviour (Fishbein and Ajzen, 1975). It is a useful 

predictor of how individuals will behave in the future. However, it is vital to underline that 

there are some limitations in predicting behavioural intention. The individual’s behaviour is 

sometimes affected by daily personal habits that are stronger than his or her intention to pursue 

something in the near future. These intentions are sometimes measured by behavioural 

exceptions that assess the likelihood of pursues behaviour (Dajani, 2011). 

 However, behavioural intention is considered a vital construct between independent variables 

and the actual use of IT at the individual level. From the review of literature, all intention-based 

models illustrated the positive significant relationship between behavioural intention to adopt 

or use and the actual use of a specific system. 

Hence, the research hypothesis is as follows: 

H6: Behavioural intention will have a positive relationship with the intended degree of e-

banking services. 

As a result, the conceptual research model in figure 4.1 demonstrates five major constructs or 

variables, namely: performance expectancy, effort expectancy, social influence, perceived e-

banking services’ quality, and hedonic motivation. These are direct determinants of 

behavioural intention to adopt e-banking services provided by Jordanian commercial banks 

and, consequently, the intended degree of e-banking services’ use. It also illustrates the role of 

two key moderators (gender and age) in the relationship between independent variables 

(performance expectancy, effort expectancy, social influence, perceived e-banking services 

quality, and hedonic motivation) and the mediating variable (behavioural intention). 

Regarding the moderating affects, both expense and voluntariness of use lie outside the 

framework of the research’s model. Experience is not considered as a moderating factor 

because only one moment in time is being observed. Voluntariness of use, in the context of e-

banking services provided by Jordanian commercial banks, is also not considered as a 

moderating factor because no bank’s customer is obliged to use e-banking services in the 

Jordanian banking sector. However, gender and age may have a significant influence on a 
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bank’s customer’s acceptance of e-banking services (Abushanab and Pearson, 2007; Dajani, 

2011). 

On the other hand, all the research’s hypotheses were formulated based on the literature review. 

The following discussion explains several verbatim quotes that were used in the structured 

interviews to justify each of the hypotheses in the conceptual research model.  

 

A1.   Performance Expectancy (PE). 

 

Regarding performance expectancy, the researcher formulates the following hypothesis: 

H1: Performance expectancy will have a positive relationship with behavioural intention to use 

e-banking services. 

The most important verbatim quotes that were used to support the above research hypothesis 

are as follows: 

“Using e-banking services will enhance my performance in business or even in my work.” 

“It is more efficient and effective to use e-banking services to conduct my work than traditional 

banking services.” 

“There is added value of using e-banking services by saving time, cost and performance.” 

“I think male customers consider e-banking services more efficient and effective to do any 

business transaction than female customers in Jordanian society.”  

“I think younger customers consider e-banking services that are provided by Jordanian 

commercial banks more efficient techniques than older customers, especially people up to 45 

years old. Most probably, customers after 40 years old do not like to use e-banking services; 

they do not like using the Internet much. They do need tangible services.” 

 

A2. Effort Expectancy (EE). 

 

Regarding effort expectancy, the researcher formulates the following hypothesis: 

H2: Effort expectancy will have a positive relationship with behavioural intention to use e-

banking services. 
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It is safe to say that effort expectancy is correlated with age and gender. Therefore, the 

researcher assumed that younger male customers (bank’s clients) find it easier to use e-banking 

services than older and female customers.  

The relationship between effort expectancy and behavioural intention to use e-banking services 

in the Jordanian commercial banks is expressed in the following verbatim quotes in the 

structured interviews with bank’s customers: 

“Using e-banking services for business transactions is not a complicated job. Therefore, I will 

use e-banking services technology in the future.” 

“It is easy and simple to use e-banking services on my smart phone or any digital device 

connected to the Internet.” 

“I don’t think it is difficult to use e-banking services technology and I am sure that all customers 

will use this technology in the near future.” 

“In Jordan, females and old customers are weak in digital technology. Most probably, they are 

also weak in using Internet techniques and advanced smart phones. Younger customers are 

more capable to learn new technology than older customers.” 

 

A3.Social Influence. 

 

Regarding social influence, the researcher formulates the following hypothesis. 

H3: Social influence will have a positive relationship with behavioural intention to use e-

banking services. 

Regarding social influence, the following quotations support the above hypothesis: 

“If other people use e-banking services technology, especially in conducting business, I think 

I should use it. In Jordanian society, the most important concern is to meet new technology 

requirements in life.” 

“It is a vital to gain reputation among people, partners, and others by using advanced e-banking 

services.” 

“In Jordan society, females are more affected by social factors than males. Older people do 

care with other; younger people don’t care about others because most of them have very high 
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self-confidence to learn and to apply a new digital technology, such as e-banking or m-banking 

services.” 

A4. Perceived E-Banking Services Quality. 

 

Regarding perceived e-banking services quality, the researcher formulates the following 

hypothesis. 

H4: Perceived e-banking services quality will have a positive relationship with behavioural 

intention to use e-banking services. 

The following verbatim quotes were used to support the above hypothesis: 

“If you look at a bank's website, you can get all information you need in just one click. Also, 

you can conduct your business transactions quickly and very easily.” 

"Female customers need a personal touch more than male customers. Thus, you expect that 

male customers will use e-banking services more than female ones." 

"In general, younger customers take more risks so they will be more likely to introduce e-

banking services to their businesses." 

 

A5. Hedonic Motivation. 

 

Regarding hedonic motivation, the researcher formulates the following hypothesis. 

H5: Hedonic Motivation will have a positive relationship with behavioural intention to use e-

banking services.    

The following verbatim quotes were used to support the above hypothesis: 

"Using e-banking services is fun, enjoyable, and very entertaining." 

"Females use e-banking services more than males and they take it as fun and a hobby." 

"Using e-banking services has become a habit for me. Therefore, I'm addicted to use e-banking 

services." 
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A6. Behavioural Intention. 

 

Regarding behavioural intention to use e-banking services, the researcher formulates the 

following hypothesis. 

H6: Behavioural intention will have a positive relationship with the intended degree of e-

banking services. 

The following verbatim quote indicates the intention of the bank's customers to use e-banking 

services: 

"I'm willing to use e-banking services technology that are provided by my Jordanian 

commercial bank for my personal and business transactions; I'm working on it right now." 

As the researcher mentioned after the review of literature and the structured interviews, the 

research conceptual model was proposed. The proposed model, as illustrated in figure 4.1, is 

based on the review of literature.  

 

4.5. Conclusion 

 

This chapter presented the conceptual research model and research hypotheses based on the 

literature review and the initial interviews with customers in the Jordanian commercial banks. 

The research constructs were explained in detail and the research hypotheses were formulated. 

The next chapter will illustrate the research design and methodology for examining the 

conceptual model and testing the research hypotheses. 

The chapter presented the conceptual research model based on the structured interviews with 

customers in the Jordanian commercial banks and review of literature. 

The research constructs (variables) were discussed and explained in detail and the research 

hypotheses were formulated. The next chapter presents the data analysis and results.
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Chapter five: Data Analysis and Results 

 

5.1. Introduction 

 

The previous chapter described the conceptual research model and hypotheses. The aim of this 

chapter is to provide descriptive data analysis and hypotheses testing. Furthermore, the 

chapter’s objectives include validating the research measurement scales through exploratory 

factor reliability analysis conducted prior to testing the research hypotheses. The chapter 

contains the following main sections: 

1. Data Preparation: 

This section describes the procedures that the researcher followed for preparing and 

cleaning empirical data before analysis. 

2. Data Descriptive Analysis: 

This section represents the results of the descriptive statistics of the research sample. It 

illustrates the main characteristics of the respondents, their demographic features, and 

descriptive statistics relating to the research’s model constructs. 

3. Exploratory Factor Analysis: 

This section explains the results of the exploratory factor analysis in terms of factor 

analysis assumptions, factors loading, factor extraction, rotation method, and the 

discussion of the significant results. 

4. Reliability Assessment: 

This section explains the reliability assessment results relating to each research 

construct specifically and to the research model as a whole. 

5. Summary: 

This part represents an overview of the chapter sections relating to the data collection, 

analysis, and results. Furthermore, it describes the reliability and validity of the 

research. 
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5.2. Data Preparation 

 

Before starting analysis, the researcher conducted several steps to ensure screening and 

cleaning of the collected data. A total of 348 questionnaires were collected via a survey. 

Appendix 1 A and B shows the Questionnaire. Several checks were made for each construct 

and its related statements. Then, the number of valid cases and missing data was verified and 

the results showed no missing cases in the collected data under analysis process. The coding of 

research constructs and their statements was amended to ensure that all measurement scales 

were similarly recorded. Furthermore, after checking for errors in the data file and cleaning the 

data, the descriptive statistics were conducted. 

 

5.3. Descriptive Analysis 

 

The characteristics of the respondents were reported through frequency tables. Descriptive 

statistics were used to describe demographic characteristics of the sample respondents. The 

questionnaires were distributed to 348 respondents. At the beginning of the questionnaire, three 

questions were added to validate the quality of answers. These questions were related to the 

perceived usefulness of the e-banking services that are provided by the Jordanian commercial 

banks. The result indicates that 90.8% of respondents have a positive perception about the 

usefulness of Jordanian e-banking services. The second question was related to the kind of e-

banking services that have been used. Table 5.1 illustrates the profile of e-banking services that 

have been used by respondents. 
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No E-Banking Services Frequency Per cent 

1 Cash transfer between 

accounts 

180 51.72% 

2 Paying customer’s bills 124 35.63% 

3 Requesting e-statements 161 46.26% 

4 Requesting credit facilities 39 11.21% 

5 Traveling and insurance 

Services 

43 12.36% 

6 Currency exchange 

procedures 

54 15.52% 

7 E-commerce transactions 64 18.39% 

8 Receiving banking 

information 

147 42.24% 

9 Applying for a loan 63 18.10% 

Table 5.1 E-banking services provided by Jordanian commercial banks 

Source: by researcher 

 

A seven-point scale, ranging from strongly disagree (1) to very strongly agree (7), was used to 

insure the statements for each research construct. 

Table 5.1 indicates that the respondents have used e-banking services and this showed a high 

degree of confidence when answering the questionnaire. 

 

5.4.  Demographic Characteristics of the Respondents 

 

Table 5.2 illustrates the demographic profile of the respondents. The results revealed that a 

high percentage of the Jordanian commercial banks are males (61.5%) compared to females 

(13.4%).  

This is not surprising because the percentage of males working in business is higher than 

females. Moreover, the majority of Jordanian banks’ clients are males.  

Thus, it is safe to say that Jordanian society is a masculine society and males have a major role 

in  social and economic life.  
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Furthermore, the analysis illustrated a high percentage of the Jordanian banks’ clients are 

young. The cumulative percentage of respondents’ aged between 20–50 was 96.8%. 

The majority of the respondents have more than three years’ professional experience in work or 

business.            

 

Demographic Frequency Per cent 

Male 214 61.5 

Female 134 38.5 

Total 348 100.0 

Age   

20-less 6 1.7 

21-30 164 47.1 

31-40 123 35.3 

41-50 44 12.6 

50-60 10 2.9 

61-more 1 0.3 

Total 348 100.0 

Table 5.2 Demographic Characteristics of the respondents 

Source: by researcher 

 

Regarding the experience of respondents in their works or business, table 5.3 illustrates that 

the majority of the respondents have experience of more than three years. 

 

Experience Frequency Per cent 

Less than one year 33 9.5 

1-3 years 67 19.3 

4-6 years 83 23.9 

7-10 years 74 21.3 

More than 10 years 91 26.1 

Total 348 100.0 

Table 5.3 Experience profile of respondents 

Source: by researcher 
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5.5. Characteristics of the Jordanian Commercial Banks 

 

Table 5.4 illustrates information about questionnaires that were distributed to the Jordanian 

commercial banks and the number of received questionnaires. 

 

No. Commercial Banks Distributed 

Questionnaires 

Received 

Questionnaires 

1 Arab Bank 40 29 

2 The Housing Bank of Trade and 

Finance 

40 35 

3 Jordan Ahli Bank 40 35 

4 Jordan Kuwait Bank 40 35 

5 Societe Generale De Banque 40 36 

6 Jordan Commercial Bank 40 23 

7 Bank of Jordan 40 35 

8 Bank Al Etihad 40 22 

9 Invest Bank 40 35 

10 Cairo Amman Bank 40 30 

11 Capital Bank of Jordan 40 33 

Total  440 348 

Table 5.4 Jordanian Commercial Banks 

Source: by researcher 

 

 

5.6. Exploratory Factor Analysis 

 

Exploratory factor analysis was conducted to reduce observed variables underlying each factor 

or to reduce a large number of related variables to more a manageable number before using 

them in other statistical analysis, such as multiple regression or multivariate analysis of 

variance (Pallant, 2007; Dajani, 2011). 

However, several steps were used in conducting factor analysis. The first step required the 

assessment of the suitability of the 348 participants’ sample data for data analysis. The second 

step involved choosing a method to extract factors and determine the number of factors that 
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can be used in the analysis. The final step involved choosing an orthogonal rotation and the 

explanatory of the factor analysis results. 

Regarding the suitability of the sample data for data analysis, it is essential to identify an 

adequate number of the sample’s cases underlying this research. Nunnally (1978) 

recommended a 10-to-1 ratio: 10 cases for each item to be factor analysed. Thus, the sample 

data of this research (348) was suitable for using factor analysis techniques. Furthermore, two 

significant measures were conducted to assess the suitability of the data for factor analysis. 

Bartlett’s test of sphericity and the Kaiser-Meyer-Olkin (KMO) measure of the research-

sampling adequacy were used. Bartlett’s test of sphericity should be significant (p<0.5) as a 

condition for factor analysis to be considered suitable technique, while (KMO) measures 

should be greater than the p-value. 

Kaiser (1974) indicated that KMO values greater than 0.6 are acceptable. The results of the 

factor analysis, as illustrated in table 5, indicated that KMO value (0.958) and Bartlett’s test of 

sphericity (Chi-Square, 9821.778; with significance = 0.000) were in the good range for data 

analysis. 

 

Kaiser-Meyer-Olkin measure of sampling 

adequacy 

0.958 

Bartlett’s test of Sphericity 

Approx. Chi-Square 

9821.778 

df 406 

Sign. 0.000 

Table 5.5 KMO and Bartlett’s test of Sphericity 

Source: by researcher 

 

Regarding factor extraction, this research used principle component analysis (PCA). This 

technique provides factor scores that explain a maximum feasible share of variance. This means 

that the first factor extraction explains the largest part of the total variance and the second factor 

explains the second largest portion of the variance until the end of the extracted factors 

(Janssens et. al., 2008). This research used Kaiser’s criterion to determine the number of factors 

to retain in the analysis. Thus, only factors with an eigenvalue of 1.0 or more are kept for further 

investigation. The number of factors was determined based on Kaiser’s criterion eigenvalue. 
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The eigenvalue criterion is the most commonly used technique in determining the number of 

factors to be extracted (Hair et al., 1995). A value of 0.5 for factor loading was chosen as a cut-

off point, as recommended by Hair (et al., 1995) and Janssens (et al., 2008). 

Moreover, the research used the orthogonal varimax as a rotational method in the data analysis. 

Varimax is a commonly used method, which minimizes the number of variables that have high 

loading on each factor. The result of the analysis can be used to calculate factor scores and 

summated variables (Hair et al., 1995). The researcher conducted a summated variable method 

in which a variable was produced by summating all variables that belong to a specific factor 

and then averaging them. The result of the averaging was used for further analysis, especially 

in the multiple regression and analysis of variance. However, the calculation of the summated 

scale must be preceded by a reliability analysis and determined further by the calculation of 

Cronbach’s alpha (See appendix 4). 

 

5.7. Principal Component Analysis 

 

The result of total variance explained including extraction sums of squared loading and rotation 

sums of squared loadings for each factor’s component is illustrated in the table 5.6. 

 

Component Extraction Sums of Squared loadings  Rotation Sums of Squared Loadings 

 % of  

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

1 57.574 57.574 8.416 29.022 29.022 

2 5.958 63.532 5.404 18.633 47.655 

3 4.455 67.987 4.461 15.382 63.038 

4 3.810 71.797 2.540 8.760 71.797 

Table 5.6 Total Variance Explained 

Source: by researcher 

 

The accepted criteria are eigenvalues greater than 1.0, factor loadings greater than 0.5, items 

loaded on four factors with 71.797% of variance. Table 5.7 illustrates the results of the rotated 

factor scores of each construct theorized in the research model (See appendix 3). 
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  Component   

 1 2 3 4 

Per1 

Per2 

Per3 

Per4 

Per5 

.504 

 

.690 

.685 

.744 

.759 

.740 

  

 

 

 

 

Eff1 

Eff2 

Eff3 

Eff4 

.589 

.564 

.668 

.662 

.596 

601 

 

  

 

 

 

Eou1 

Eou2 

Eou3 

.717 

.754 

.677 

   

 

 

Sf1 

Sf2 

Sf3 

Sf4 

Sf5 

  .733 

.762 

.615 

.525 

.594 

 

 

 

 

 

N1 

N2 

.512 

 

 .641 

.669 

 

 

Qu1 

Qu2 

Qu3 

Qu4 

.656 

.694 

.607 

.717 

   

 

 

 

In1 

In2 

In3 

.690 

.725 

.675 

   

 

Eni1 

Eni2 

Eni3 

 

.559 

  .741 

.586 

.829 

Table 5.7 Rotated Component Matrix Extraction Method: Principal Component Analysis  

Rotation Method: Varimax with Kaiser Normalization 

Source: by researcher 
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5.8. Internal Reliability Assessment 

 

Internal reliability assessment was undertaken for each research construct. Table 5.8 shows a 

high Cronbach’s alpha of 0.927 for performance expectancy. The item mean was 5.228 with a 

maximum of 5.39, and a minimum of 5.000. Effort expectancy consists of two root constructs: 

perceived ease of use and ease of use. The Cronbach’s alpha was 0.944 and the item mean of 

5.444. 

Social influence consists of two roots constructs: subjective norms and social factor. Table 8 

shows a high Cronbach’s alpha of 0.890 for social influence with an item mean of 4.846. 

Furthermore, perceived e-banking services quality had high internal reliability Cronbach’s 

alpha value of 0.899 and item mean of 5.245. See appendix 3, rotated component matrix of the 

factor analysis. 

 

Construct Max Min Cronbach’s 

Alpha 

Number of 

items 

Item 

Means 

Performance 

Expectancy 

5.391 5.000 0.927 5 5.228 

Effort 

Expectancy 

5.325 5.580 0.944 7 5.444 

Social 

Influence 

5.147 4.448 0.886 

 

7 

 

4.846 

Perceived 

e-banking 

services quality 

5.198 5.118 0.899 4 5.245 

Behavioural 

Intention 

5.445 5.523 0.931 3 5.471 

Hedonic 

Motivation 

5.293 4.736 0.904 3 4.951 

Table 5.8 Cronbach’s Alpha on standardized items 

Source: by researcher 
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In conclusion, all of the research constructs show a high internal reliability, with Cronbach’s 

alpha between 0.890 and 0.931. The reliability analysis revealed a high Cronbach’s alpha score 

of 0.904 based on standardized items of the all research’s model constructs. 

 

5.9. Construct Validity 

 

To conduct construct validity tests, the researcher used principal components analysis as a 

factor analysis technique to assess the convergent and discriminant validity of the research 

model.  

Convergent validity is if construct items have significant factor loading of 0.50 or above. Testing 

discriminant validity involves examining the cross-loading items on more than one factor.  

Table 5.9 illustrates that all items load highly on their associated constructs, but not others, this 

showing sufficient convergent and discriminant validity. Furthermore, the correlation matrix 

between the independent research constructs was used to evaluate discriminant validity of the 

research model. Table 5.9 shows the acceptable correlation value between the independent 

constructs providing a clear evidence of discriminant validity. 
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Measures X1 X2 X3 X4 X5 

Performance 

Expectancy 

(X1) 

 

1 

** 

.625 

** 

.553 

** 

.447 

** 

.584 

Effort 

Expectancy 

(x2) 

** 

.325 

 

1 

** 

.549 

** 

.369 

** 

.546 

Social 

Influence 

(x3) 

** 

.453 

** 

.469 

 

1 

** 

.508 

** 

.433 

Hedonic 

Motivation 

(x4) 

** 

.647 

** 

.382 

** 

.408 

 

1 

** 

.481 

Perceived 

e-services 

Quality 

(x5) 

** 

.684 

** 

.546 

** 

.433 

** 

.412 

 

1 

Table 5.9 Correlation between the independent Variables Model constructs 

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

Source: by researcher 

 

5.10. Correlation Analysis 

 

Pearson’s correlation coefficient analysis was used to provide an overview of the 

interrelationships amongst each construct item of the research model. The result shows that all 

items were correlated with their constructs. The following table illustrates the correlation 

matrix analysis of each research construct. 
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Measures 

 

 

X1 

 

X2 

 

X3 

 

X4 

 

X5 

 

Per 1 

 

1 

** 

.774 

** 

.696 

** 

.673 

** 

.729 

 

Per 2 

** 

.774 

 

1 

** 

.715 

** 

.699 

** 

.728 

 

Per 3 

** 

.696 

** 

.715 

 

1 

** 

.740 

** 

.700 

 

Per 4 

** 

.673 

** 

.699 

** 

.740 

 

1 

** 

.739 

 

Per 5 

** 

.729 

** 

.728 

** 

.700 

** 

.739 

 

1 

Table 5.10 Correlations between Performance Expectancy Dimensions 

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

Source: by researcher 

 

 

A correlation coefficient can have values of between -1 and +1. The closer the correlation to 

+1, the stronger it will be. If the correlation is zero, or very close to zero, then there is no 

association between variables. If the correlation is positive, the two variables have a positive 

relationship (i.e., as one increases, the other also increases). However, if the correlation value 

is negative, the two values have a negative relationship (i.e., as one increases, the other 

decreases). 
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Measures 

 

 

X1 

 

X2 

 

X3 

 

X4 

 

X5 

 

X6 

 

X7 

 

eff 1 

 

1 

** 

.803 

** 

.773 

** 

.668 

** 

.697 

** 

.671 

** 

.631 

eff 2 ** 

.803 

 

1 

** 

.727 

** 

.732 

** 

.651 

** 

.670 

** 

.564 

 

eff 3 

** 

.773 

** 

.727 

 

1 

** 

.800 

** 

.692 

** 

.710 

** 

.661 

 

eff 4 

** 

.668 

** 

.732 

** 

.800 

 

1 

** 

.687 

** 

.758 

** 

.653 

 

eou 1 

** 

.697 

** 

.651 

** 

.692 

** 

.687 

 

1 

** 

.805 

** 

.748 

 

eou 2 

** 

.671 

** 

.670 

** 

.710 

** 

.758 

** 

.805 

 

1 

** 

.751 

 

eou 3 

** 

.631 

** 

.564 

** 

.661 

** 

.653 

** 

.748 

** 

.751 

 

1 

Table 5.11 Correlation between Effort Expectancy Dimensions 

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

Source: by researcher 
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Measures 

 

X1 

 

X2 

 

X3 

 

X4 

 

X5 

 

X6 

 

X7 

 

Sf 1 

 

1 

** 

.813 

** 

.577 

** 

.514 

** 

.438 

** 

.587 

** 

.537 

 

Sf 2 

** 

.813 

 

1 

** 

.591 

** 

.551 

** 

.457 

** 

.586 

** 

.567 

 

Sf 3 

** 

.577 

** 

.591 

 

1 

** 

.727 

** 

.370 

** 

.520 

** 

.509 

 

Sf 4 

** 

.514 

** 

.551 

** 

.727 

 

1 

** 

.391 

** 

.560 

** 

.506 

 

Sf 5 

** 

.438 

** 

.457 

** 

.370 

** 

.391 

 

1 

** 

.374 

** 

.339 

 

n 1 

** 

.587 

** 

.586 

** 

.520 

** 

.560 

** 

.374 

 

1 

** 

.784 

 

n 2 

** 

.537 

** 

.567 

** 

.509 

** 

.506 

** 

.339 

** 

.748 

 

1 

Table 5.12 Correlation between Social Influence Dimensions 

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

Source: by researcher 

 

Measures X1 X2 X3 X4 

 

Qu 1 

 

1 

** 

.792 

** 

.636 

** 

.652 

 

Qu 2 

** 

.792 

 

1 

** 

.614 

** 

.771 

 

Qu 3 

** 

.636 

** 

.614 

 

1 

** 

.688 

 

Qu 4 

** 

.652 

** 

.771 

** 

.688 

 

1 

Table 5.4 Correlation between Perceived e-services Quality Dimensions 

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

Source: by researcher 
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Measures 

 

 

X1 

 

X2 

 

X3 

 

He 1 

 

1 

** 

.744 

** 

.827 

 

He 2 

** 

.744 

 

1 

** 

.709 

 

He 3 

** 

.827 

** 

.709 

 

1 

Table 5.5 Correlation between Hedonic Motivation Dimensions 

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

Source: by researcher 

 

 

5.11. Conclusion 

 

The aim of this chapter was to clarify how the data was collected, used, and analysed. First, 

data screening and cleaning was performed, which required checking for possible errors in data 

entry to the SPSS version 22 spread sheet for outliers, and for the quality of respondents who 

completed the questionnaires. Then, descriptive analysis of the respondents and the Jordanian 

commercial banks was provided. Next, several analyses were conducted to purify the scales 

used to measure the research’s model. This required a check of the correlation matrix, 

exploratory factor analysis, and internal consistency analysis. The next chapter will deal with 

the hypotheses testing and discussion of the results. 

 

 

 

 



Chapter Six, Test of Hypotheses and Discussion of Results 

 
 

 

111 

Chapter Six: Test of Hypotheses and Discussion of Results 

 

6.1. Introduction 

The aim of this chapter is to test the research model and the hypotheses after the validation of 

the research model constructs in the previous chapter. The chapter contains the analysis 

approach for testing the research’s hypothesis and discusses the results. Consequently, this 

chapter achieves the research objectives as: 

 Identifying the essential factors that influence the behavioural intention to use 

the e-banking services of Jordanian commercial banks. 

 Clarifying the relationship between independent variables and behavioural 

intention to use e-banking services. 

 Identifying the contribution of each independent variable (factor) on 

behavioural intention to use e-banking services. 

 Clarifying the effect of moderators (age and gender) on the relationship 

between the independent variables and behavioural intention to use e-banking 

services. 

Hence, the chapter is divided into the following sections: 

Multiple Regression analysis: this section explains the different techniques that are used in 

conducting multiple regressions. It explains the reason behind choosing the standard multiple 

regression, using the Enter Method Technique, to test the research’s hypotheses. 

Examining the assumptions: this part explains the various assumptions that the researcher 

tested before conducting the regression analysis. This includes sample size, multicollinearity, 

normality, and linearity. 

 Interpretative of the critical values of R² statistics: this section explains the critical values of 

R² that are considered in evaluating the results of the regression analysis.  

Evaluating the regression model and testing the hypotheses: this section presents the research 

hypotheses and the result of the regression analysis. It evaluates the research model and tests 

the relationship between the independent and dependent variables. 

Discussion: this section discusses the overall results of the regression analysis and presents the 

summary. 
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6.2. Multiple Regression Analysis 

 

Multiple regression analyses were used after conducting the exploratory factor analysis and 

verifying the reliability and consistency of the research model’s scales. Multiple regressions 

explained how much of the variance in the dependent variables (behavioural intention to use 

e-banking services) can be explained by the independent variables (constructs). Furthermore, 

this statistical technique provides an indication of the relative contribution of each of the 

constructs (independent variables) on the dependent variables. Hence, the use of multiple 

regression analysis helped in testing the research hypotheses and achieving the research aim 

and objectives. 

 

   6.2.1. Major Types of Multiple Regressions 

 

There are three types of multiple regressions: standard multiple regression, sequential 

(hierarchical) regression, and statistical (stepwise) regression. 

In the standard model, all variables enter into the regression model equation at once. Each 

variable is evaluated in terms of what it adds to prediction of the dependent variable that is 

different from the predictability afforded by all the other independent variables. 

In sequential or hierarchical regression, variables enter the equation in an order specified by 

the researcher. Each variable is assessed in terms of what it adds to the equation at its own point 

of entry. 

Statistical stepwise regression is a controversial procedure in which order of entry of variables 

is based solely on statistical criteria. The meaning or interpretation of the variables is not 

relevant. Decisions about which variables are included and which are omitted from the equation 

are based solely on statistics computed from the particular sample drawn (Tabachnick and 

Fiedell, 2001). 

Thus, the standard multiple regression was selected as being the most suitable method for this 

research. This type of multiple regression analysis model is useful when the researcher has a 

set of independent variables (constructs) and attempts to specify how much variance in a 

dependent variable (behavioural intention to use e-banking services) is able to be explained as 

a group. Moreover, the standard multiple regression illustrates the predictive power of each 

research construct entered in the analysis (Field, 2005; Pallant, 2007). 
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Assumption for multiple regression. 

Before running the multiple regression analysis for testing hypotheses, several assumptions 

were checked: 

1. All of the observations should be independent. Inclusion of one case in the research 

sample must not influence another case in the same sample. 

2. For each value of the independent variable, the distribution of the values of the 

dependent variable must be normal. 

3. The variance of the dependent variable should be the same for values of the independent 

variable (Norusis, 2002). In other words, the means of the distributions of the dependent 

variable must fall on a straight line. 

4. Research sample size: selecting the right sample size is important for the 

generalizability of the research results. Tabachnick and Fidell (1996) provided a 

formula for the required sample size: N>50+8m, where m= number of independent 

variables. 

The regression analysis was applied on a sample of 384 correspondents from the 

Jordanian commercial banks, which is within the required sample. 

Furthermore, all the variables measured on an ordinal scale. The scales used in the 

questionnaire were seven-point Likert scales. If there is no meaningful order to the 

value of the variables, the slope and the intercept are meaningless statistics. 

5. Linearity: The assumption of linearity is that there is a straight-line relationship 

between two variables. Nonlinearity is diagnosed from residuals plots or from bivariate 

scatter plots between pairs of variables. If both variables are normally distributed and 

linearity related, the scatter plot is oval-shaped. The scatter plot presented in appendix 

5 shows normal P-P plot of regression standardized Residual and The Residual 

Histogram. The graph does not show one of the variables as non-normal (Field, 2005; 

Norusis, 2002; Tabachnick and Fidell, 1996). 

6. Residuals: The multiple regression analysis residuals should meet the following 

conditions: Independence, Normality, and Homoscedasticity (Pallant, 2007; 

Tabachnick and Fidell, 1996). 
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Independence means that inclusion of one case in the research sample should not influence in 

the inclusion of another case. Moreover, the multiple regression analysis provides Durbin-

Watson statistics that examine the independence of the residuals. If the value is between 1 and 

3, the residual will be independent. Furthermore, if the multiple regression model is correct 

when the researcher plots the residual against the value of the independent variables in the 

research model, he should not see a pattern among variables. If he finds a pattern, the 

relationship between the dependent and independent variables may not be linear. 

 

  6.2.2. Normality 

 

Multiple regression analysis involves data to be normally distributed. This research conducts 

Jarque-Bera (Skewness - Kurtosis) test to ensure that all the research variables are within the 

acceptable ranges. Table 6.1 illustrates the normal distribution of the research data. Skewness 

– Kurtosis values are within the range of + 2.58 at the 0.01 significant level. 
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Variables 

 

Min 

 

Ma

x 

 

Mean 

Std. 

Deviatio

n 

 

Skewnes

s 

Std. 

Error 

Skewnes

s 

 

Kurtosi

s 

Std. 

Error 

Kurtosi

s 

 

Performanc

e 

Expectancy 

 

 

1,0

0 

 

7,00 

 

5,227

6 

 

1,47851 

 

-1,057 

 

0,131 

 

0,678 

 

0,261 

 

Effort 

Expectancy 

 

 

1,0

0 

 

7,00 

 

5,443

8 

 

1,32700 

 

-1,313 

 

0,131 

 

1,637 

 

0,261 

 

Social 

Influence 

 

 

1,0

0 

 

7,00 

 

5,445

4 

 

1,68393 

 

-1,080 

 

0,131 

 

0,409 

 

0,261 

 

Perceived 

E-banking 

services 

Quality 

 

 

 

1,0

0 

 

 

 

7,00 

 

 

5,424

6 

 

 

1,29532 

 

 

-0,955 

 

 

0,131 

 

 

0,629 

 

 

0,261 

 

Hedonic 

Motivation 

 

 

1,0

0 

 

7,00 

 

5,014

4 

 

1,53998 

 

-0,806 

 

0,131 

 

0,024 

 

0,261 

 

Behavioural 

Intention 

 

 

1,0

0 

 

7,00 

 

5,471

3 

 

1,55035 

 

-1,056 

 

0,131 

 

0,455 

 

0,261 

 

Intended 

Degree of 

the use of 

E-banking 

Services 

 

 

 

1,0

0 

 

 

7,00 

 

 

2,264

4 

 

 

0,80198 

 

 

1,197 

 

 

0,131 

 

 

2,125 

 

 

0,261 

Table 6.1 The Normal distribution of the research data 

 

Homoscedasticity is related to the assumption of normality because when the assumption of 

multivariate normality is met, the relationships between the research variables are 
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homoscedastic (Tabachnick and Fidell, 1996). It implies that the residual has the same variance 

for every value of the independent variable (Janssens et al., 2008). The existence of a pattern 

in the scatterplot of the standardized residuals implies the presence of heteroscedasticity. 

Heteroscedasticity, the lack of homoscedasticity, is caused either by non-normality of one of 

the variables or by the fact that one variable is related to some transformation of the other. 

The residuals should be roughly rectangularly distributed with most of the scores condensed in 

the centre (point zero), which is the case in the scatterplot, indicating the existence of 

homoscedasticity in the research. 

 

   6.2.3. Outlier 

 

Outliers are cases that differ considerably from the major trend of the data (Field, 2005). An 

outlier is a case with such an extreme value on one variable or such a strange combination of 

scores on two or more of the research variables that they distort statistics. There are four reasons 

for the presence of an outlier. First is incorrect data entry. Second is failure to determine 

missing value codes in the software. Third is that the outlier is not a member of the research’s 

population and sample. Fourth is that the case is from the intended population but the 

distribution for the variable in the population has more extreme values than on the variable that 

the case no longer has as much impact (Tabachnick and Fidell, 1996).  

 

   6.2.4. Multicollinearity 

 

The assumption involves the relationship between independent variables. Multicollinearity 

occurs when there is a strong correlation between the independent variables (r=0.7 or more) 

(Pallant, 2007; O’Brien, 2007). The correlation table 5.9 in Chapter Five illustrates that the 

correlation between each of the independent variables is not high. Furthermore, the result 

indicated that the independent variables have at least some relationship with the dependent 

variables.  

Therefore, the researcher can conclude that the correlation between the independent variables 

is not high, suggesting the existence of multicollinearity. Furthermore, the strength of the linear 

relationships among the independent variables is measured by a statistic called the tolerance. 
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The tolerance is the proportion of variability of the variable that is not explained by its linear 

relationships with the other independent variables in the model.   

Since tolerance is a proportion, its values range from 0 to 1. A value close to 1 indicates that 

an independent variable has a small amount of its variability explained by the other independent 

variables. A value close to 0 indicates that the variable is almost a linear combination of the 

other independent variables. Such data is called multicollinearity. If any tolerances are small, 

less than 0.1, multicollinearity may be a problem. Moreover, there is another technique used to 

indicate the existence of multicollinearity, the variance inflation factor (VIF). 

The VIF shows whether a predictor has a strong linear relationship with other predictors. Myers 

(1990) suggested a value of 10 as problematic. However, Bowerman and O’Connell (1990) 

indicated that if the average VIF is greater than 1, the multicollinearity may exist. The 

collinearity diagnostics presented with the multiple regression analysis reveal no major 

concerns for the existence of multicollinearity; therefore, the data used to test the research 

model does not violate this assumption. 

 

6.3. Evaluation of the Research Model and Testing Hypotheses 

 

The results of multiple regression are interpreted by the value of R2, the coefficient of 

determination; R is the squared correlation coefficient and the adjusted R squared (Malhotra, 

2004; Hair et al., 1998). R² explains how much of the variance in the dependent variable 

(behaviour intention to use e-banking services) is explained by the research’s predictors 

(independent variables). The square of the correlation coefficient shows what proportion of the 

variability of the dependent variable is explained by the regression model (Norusis, 2002). 

However, Pallant (2007) stated that an adjusted R value of 0.45 is respectable. Sudman and 

Blair (1998) labelled an R² value of 0.9 as fairly weak and stated that an R² value of 0.3 or 

larger is considered to be moderately strong by a large number of researchers. From the value 

of R² in the regression model summary (appendix 2), one can see that almost 0.942% of the 

variability in the behavioural intention to use e-banking services can be explained by 

independent variables. The remaining about 6% is not explained. Adjusted R2 is an estimate of 

how well the research model would fit another data set from the same population. The value of 
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adjusted R² is always smaller than the value of R². In this research, the value of adjusted R² is 

0.886, slightly less than the R² value of 0.942. 

After checking the regression assumptions, multiple regression analyses were carried out using 

the enter method to evaluate the model and to test the research hypotheses, namely:  

H1: Performance expectancy will have a positive relationship with behavioural intention to use 

e-banking services. 

H2: Effort expectancy will have a positive relationship with behaviour intention to use e-

banking services. 

H3: Social influence will have a positive relationship with behaviour intention to use e-banking 

services. 

H4: Perceived e-banking services quality will have a positive relationship with behavioural 

intention to use e-banking services. 

H5: Hedonic Motivation will have a positive relationship with behaviour intention to use e-

banking services.    

H6: Behavioural intention will have a positive relationship with the intended degree of e-

banking services. 

The results indicated a significant model (F=538.122, P=0.000, R=0.942, R²=0.887, adjusted 

R²=0.886). The significant variables emerged from the results are shown below: 

 

Predictor Variables Standardized 

coefficients Beta 

T Sig 

Social Influence 0.760 23.887 0.000 

Perceived e-banking 

Services Quality 

0.101 2.794 0.006 

Effort Expectancy 0.092 2.494 0.013 

Table 6.2 Independent variables are good predictors 

 

The results indicated that three of the independent variables are good predictors of the 

dependent construct (behavioural intention to use e-banking services in the research model, 

supporting hypotheses H2, H3, and H5). 
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Furthermore, the results illustrated the contribution of each predictor (independent variable) on 

the behavioural intention to use e-banking services. This share is explained by the value of the 

standardized regression coefficient “size of Beta”. The largest beta value in the standardized 

coefficient column is 0.760, which belongs to the social influence predictor. This means that 

this variable makes the strongest unique contribution in explaining the behaviour intention to 

use e-banking services when the variance explained by all other variables in the model is 

controlled for. This is followed by perceived e-banking services quality (0.101) then effort 

expectancy (0.092). 

In contrast, the performance expectancy and Hedonic motivation are not significant predictors 

in the model; hence, H1 and H4 are not supported. The following illustrates the results of their 

predictor variables: 

 

Predictor variables Standardized 

coefficient Beta 

T value Sig 

Performance 

Expectancy 

-0.015 -0.483 0.630 

Hedonic motivation 0.054 1.925 0.055 

Table 6.3 Results of Performance Expectancy and Hedonic motivation 

 

 

6.4. The Relationship Between Behaviour Intention and Intended Degree of E-

Banking Services’ Use. 

 

In order to test the relationship between the behavioural intentions to use e-banking services 

that are provided by the Jordanian commercial banks, a simple regression was carried out. The 

results of the analysis indicate a significant relationship between the two variables (R=0.719, 

R²= 0.516, adjusted R²=0.515, F=369.404, P=0.000) the Beta value in the standardized 

coefficient is 0.719. This means that behavioural intention contributes around 0.72% in 

explaining the dependent variable (intended degree of e-banking services’ use). Thus, the 

results support hypothesis H6, which indicates a positive relationship between behaviour 

intention and intended degree of e-banking services’ use. 

 



Chapter Six, Test of Hypotheses and Discussion of Results 

 
 

 

120 

Predictor variable Standardized 

coefficient Beta 

Tvalue Sig 

Behaviour intention 0.719 19.220 0.000 

Table 6.4 Testing the relationship Between Behaviour Intention and Intended Degree of e-

banking services use 

 

6.5. Testing the Moderating Effect 

 

A moderator variable influences the nature of the relationship between other variables. Thus, 

there are two major statistical methods to identify the moderating influence: hierarchical 

regression and analysis of variance. The hierarchical regression is scarcely used in business 

literature, especially in marketing-related researches (Sharma et al., 1981). Researchers 

critically assessed moderation testing using the hierarchical regression method because of the 

use of the R² change as an index of moderator effect size (Sharma et al., 1981; Carte and 

Russell, 2003; Dajani, 2010). The results of the hierarchical regression analysis indicate the 

moderator effect size after checking the significant change in R² value before and after using 

the moderator variable.  

However, this statistical analysis technique is recommended when moderators are presented 

with an interval scale, which is not the case of this current research. As a result, the one-way 

analysis of variance was applied to identify the effect of the moderating effect of age and gender 

on the users’ perception of the relationship between predictors (social influence, effort, and 

quality of the e-banking services) and behavioural intention to use e-banking services provided 

by the Jordanian commercial banks. The following illustrates the results of the analysis of 

variance.  

From the review of literature, sub-hypotheses were formulated for predictors:  

 Gender will significantly moderate the relationships between social influence, effort 

expectancy, and perceived e-banking services quality and behavioural intention to use 

e-banking services. 

 Age will significantly moderate the relationships between social influence, effort 

expectancy, and perceived e-banking services quality and behavioural intention to use 

e-banking services. 
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In order to test the above hypotheses, the researcher conducted analysis of variance (Anova). 

Table 6.5 is a summary of the analysis of variance for the gender moderator. 

 

Construct df Mean square F sig Result 

Social influence 1 

345 

0.697 

2.816 

0.247 0.619 Not 

supported 

Effort Expectancy 1 

345 

2.081 

1.743 

1.194 0.275 Not 

supported 

Perceived e-

banking services 

Quality 

1 

345 

0.116 

1.662 

0.070 0.792 Not 

supported 

Table 6.5 Model summary of the effect of gender 

 

Large values for the F ratio indicate that the sample means vary more than one would expect if 

the null hypothesis were true. However, the F ratio (0.247, 1.194,0 .070) is not large enough to 

reject the null hypothesis by looking at the observed significant level (0.619>0.05, 0.275>0.05, 

0.792>0.05). 

Thus, the results indicate that gender is not a moderating variable between social influence, 

effort expectancy and perceived e-banking services quality, and the behaviour intention to use 

e-banking services. 

With regards to the age moderator tests, they were conducted using analysis of variance. When 

testing the effect of age as a moderator with social influence, effort expectancy and perceived 

e-banking services quality, the results indicated significant results to all constructs at the 0.05 

level. 
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Construct df Mean square F sig Results 

Social influence 4 

342 

7.291 2.632 0.024 Supported 

Effort Expectancy 5 

342 

10.325 6.312 0.000 Supported 

Perceived e-

banking services 

Quality 

5 

342 

4.113 2.504 0.030 Supported 

Table 6.6 Summary of the effect of gender 

 

All three constructs (social influence, effort expectancy, and e-banking services’ quality) were 

significantly moderated by age (0.024<0.05, 0.000<0.05, 0.030<0.05). 

The previous results supported some finding of the UTAUT model with respect to the 

significance of the social influence and effort expectancy in predicting behavioural intention. 

The relationship between social influence and behavioural intention to use e-banking services 

was moderated by age only. The relationship between effort expectancy and behavioural 

intension was also moderated by age, but not moderated by gender. 

Finally, the relationship between perceived e-banking services and the behaviour intension was 

moderated by age, but not gender. 

 

6.6. Overall Testing Results. 

 

Building on the UTAUT2 model (Venkatesh, 2012; 2003) as a base line model and literature 

review, a conceptual research model of essential factors influencing e-banking services’ 

acceptance and use was tested by using multiple regression analysis. The results of this analysis 

indicated that effort expectancy, social influence, and perceived e-banking services’ quality 

have positive impacts on the behaviour intention. Furthermore, the results pointed out that 

gender did not affect the relationship between effort expectancy, social influences, perceived 
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e-banking services quality, and the behaviour intention to use e-banking services. However, 

age affects the relationship between these three predictors: effort expectancy, social influence, 

perceived e-banking services and the behaviour intention. As a result, the researcher found 

empirical support for the original UTAUT model as effort expectancy and social influence 

constructs perform as expected in the proposed research model of this study. Table 6.7 

illustrates a summary of the hypotheses testing. 

 

Hypothesis 

Number 

Predictors Dependent 

Variable 

Moderator Result 

H1 Performance 

Expectancy 

Behaviour 

Intension 

None Reject 

H2 Effort Expectancy Behaviour 

Intention 

None Accept 

H3 Effort Expectancy Behaviour 

Intention 

Age 

 

Gender 

Accept with 

different effect  

 

Reject 

H4 Social Influence Behaviour 

Intention 

None Accept 

H5 Social Influence Behaviour 

Intention 

Age 

 

Gender 

Accept with 

different effect  

 

Reject 

H6 Perceived e-banking 

Services Quality 

Behaviour 

Intention 

None Accept 

H7 Perceived e-banking 

Services Quality 

Behaviour 

Intention 

Age 

 

Gender 

Accept with 

different effect  

 

Reject 

H8 Hedonic Motivation Behaviour 

Intention 

None Reject 

H9 Behaviour Intention Intended 

Degree to use 

None Accept 

Table 6.7 Summary of the Hypotheses Testing 
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Considering all of the testing results, the researcher concluded that compared to the original 

UTAUT model, the extensions proposed in this research model introduced a substantial 

improvement in the variance explained in behavioural intention to use the e-banking services 

of the Jordanian commercial banks. (56% to 0.887 and technology uses) (0% to 51.6%). These 

findings are consistent with the limited researches used the UTAUT model in developing 

countries (Al-Qeisi, 2009; Abu Shanab and Pearson, 2007; Al Awadhi and Morris, 2009; Al-

Gahtani, 2007; and Riffai.et al., 2012). The proposed research model provides better 

explanatory power than previous researches conducted in other Arabic countries, such as 

Kuwait, Saudi Arabia, Oman, and Tunisia (Nasri et al., 2012; Riffai et al., 2012; Al-Gahtani, 

2007). 

For example, Riffai et al. (2012) examined online banking adoption in Oman. The findings are 

significant that trust, usability, and perceived quality are deemed the key drivers. Al-Qeisi 

(2009) investigated the applicability of the UTAUT model in Jordan and the UK in explaining 

an online behaviour: Internet banking adoption. Results found support for the effect of the 

purposed extension, website quality perceptions, on usage behaviour in both countries models; 

the total effect of the extension exhibited website quality perceptions as the most influential 

determinant of usage behaviour in both models and the performance expectancy construct was 

second in effect.  Al Dajani (2011) conducted a critical analysis of e-commerce use by 

Jordanian travel agents. Data was collected from 313 travel agencies in the area of Amman 

through a questionnaire survey. The research findings indicate that the adapted unified theory 

of acceptance and use of technology model (UTAUT), which was originally tested in the 

developed countries, can also explain e-commerce acceptance and the use of travel agents. The 

study indicates the factors that affect e-commerce adoption in Jordanian travel agencies, 

namely performance expectancy, effort expectancy, social influence, perceived risk, 

government support, competition, and external pressure, facilitating conditions and 

compatibility. However, performance expectancy was not moderated by age and gender. Effort 

expectancy was moderated by gender, but age did not moderate the relationship between effort 

expectancy and behaviour intention. Finally, age did not moderate the relationship between 

social influence and behaviour intention. In contrast, gender moderated this relationship with 

a markedly stronger effect for women. The study of El-Gohary (2012) found that, for Egyptian 

small tourism organizations, internal and external factors have a significant positive impact on 

e-marketing adoption. Internal factors include perceived ease of use (the root of effort 

expectancy), perceived relative advantage (usefulness), and perceived pressures.  
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Furthermore, Abu Shanab and Pearson (2007) investigated the key determinants of the 

adoption of Internet banking in Jordan. They attempt to validate the appropriateness of the 

UTAUT model within the context of Internet banking. The results indicated that three main 

predictors (performance expectancy, effort expectancy, and social influence) were significant 

and explained a significant amount of variance in predicting a customer’s intention to adopt 

Internet banking (R² value of 0.316, adjusted R²=0.311). 

This research provides support for the Abu Shanab and Pearson (2007) study, especially the 

significance of two main predictors: effort expectancy and social influence. For the research 

model, except for performance expectancy and hedonic motivation, the other three predictors, 

effort expectancy, social influence, and perceived e-banking services, have significant effects 

on behavioural intention to use e-banking services.  

In addition, social influence strongly affects behaviour intention (Beta=0.760, t=23.887). These 

results are consistent with those of previous research (Al Dajani, 2011; Al-Adwan, 2015; Al-

Awadhi and Morris, 2009).  

Furthermore, among predictors affecting behavioural intention to use e-banking services is the 

effect of perceived e-banking services’ quality (Beta=0.101, t=2.794). Therefore, when 

Jordanian commercial banks develop e-banking services, they need to consider their 

customers’ expectations toward these e-banking services. In addition, Jordanian commercial 

banks require strong and constant marketing campaigns to promote their e-banking services 

and to enhance customers’ perception about e-banking advantages. The research findings 

indicate that if the Jordanian commercial banks’ customers perceive e-banking services as 

simple and user-friendly services, they could adopt these services. Thus, the Jordanian 

commercial banks face the challenge of developing and delivering e-banking services at a high 

quality level. Furthermore, one of the main predictors in the research model is social influence. 

Social influence is the level that a person perceives that important others believe he or she 

should use the system (Venkatesh et al., 2003). This predictor is presented as subjective norm 

construct in the theory of reasoned action (Ajzen, 1991; Davis et al., 1989), the theory of 

planned behaviour, and the decomposed theory of planned behaviour. 

The research results supported the previous research on the significant effect of the social 

influence on the behavioural intention to use a system. The result is similar to the works of 

Venkatesh et al. (2003), Venkatesh et al. (2012), Gupta (2008), Al Gahtani et al. (2007), Al 

Awadhi and Morris (2009), Al Dajani 2011, Al Sajjan and Dennis (2010), Al-Qeisi (2009), and 
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Abu Shanab and Pearson (2007). In contrast, Anderson et al. (2006) did not find a significant 

relationship between social influence and behavioural intention. Thus, the customers of the 

Jordanian commercial banks are affected by the pressure of people around them and tend to 

use e-banking services because of others, who are using e-services, and because of the influence 

of people important to them. However, social influence is partially influenced in individualistic 

societies. This is indicated in the individual user’s collectivism dimension of Hofstede’s (1991) 

cultural dimension. In a collective society, such as Jordan, a person’s behaviour is influenced 

by others, and the group is more important than the individual. The gender variable is not 

moderated by the relationship between effort expectancy, social influence, perceived e-banking 

services’ quality, and the behaviour intention. The result is not similar to the work of Al Dajani 

(2011) and Venkatesh et al. (2003), but it is similar to the Al-Gahtani et al. (2007) study, which 

found gender to not be a significant moderator. Gupta et al. (2008) suggested that gender did 

not moderate the relationship between social influence and behaviour intention.  

In contrast, age moderates the relationship between three main predictors (social influence, 

effort expectancy, and perceived e-banking services quality) and the behavioural intention. 

This means that young and old customer groups differ in their effect on the behavioural 

intention to use e-banking services. This result is contrary to the work of Al Dajani (2011) and 

similar to the research finding of Al-Gahtani et al. (2007). 

6.7. Conclusion. 

 

The aim of this chapter is to test the proposed research model and hypotheses that were 

developed from the literature review and structured interviews with the Jordanian commercial 

banks’ customers. The result of the multiple regression analysis supported most of the research 

hypotheses. Furthermore, the chapter achieved the research objective by identifying the 

essential factors that influence e-banking services’ acceptance and use, and illustrating the 

contribution of each factor on the behavioural intention to use e-banking services. 

Furthermore, the chapter supposed that the adapted UTAUT model could be used to explain e-

banking services’ acceptance and use in a developing country, such as Jordan, after the 

integration of a new construct from a literature review reflecting the specific Arabic cultural 

environment. The research results are expected to contribute to the understanding of e-banking 

services’ acceptance, adoption, and use in the Jordanian commercial banks.   
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Chapter Seven: Conclusions, Implications, Limitations and 

Future Research 

 

7.1. Introduction 

 

The previous chapter presented data analysis and the results of the research hypotheses and 

discussed the empirical findings in the context of the literature review in the field of technology 

acceptance and use.  

The objectives of this chapter are:  

1. To present the deep conclusions from the empirical investigation of this explanatory study. 

2. To illustrate the main theoretical and methodological implications of the research findings 

and explain how these findings contribute to the existing business literature. 

3. To discuss the practical implications of the findings for banking managers, decision makers, 

marketers, and strategy developers concerned with e-banking services’ applications in the 

Jordanian commercial banks. 

4. To investigate the research limitations and provide directions for future research. 

Thus, this chapter is organized in the following sections: 

7.2 Conclusion of the study: this section presents the main conclusions that are drawn from the 

empirical investigations 

7.3 Theoretical implications: this section discusses the main theoretical implications of the 

research and shows the study’s contributions to the current business and marketing literature. 

7.4 Methodological Implications: this section explains the main contribution of the research to 

methodology part of epistemology or knowledge theory. 

7.5 Research practical and managerial implications: the section provides the main practical 

implications for Jordanian commercial banks’ directors, managers, and decision makers 

7.6 Limitation and Direction for Future Research: this section presents and discusses the 

limitations that are inherent in this research together with directions for future research. 
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7.2. Conclusion of the Study  

 

Consumer behaviour theory, together with models derived from said theory, is intended to: (a) 

identify consumer variables, (b) explain relationships between the variables, (c) develop 

operational definitions for the variables, and (d) specify cause-and-effect outcomes from 

variable interactions. Neoclassical economic theory applied to consumer behaviour tends to 

assume that benefit (utility) maximization describes consumer behaviour over a lifetime 

(Kivetz & Simonson, 2002). 

In economic theory, consumer behaviour is addressed within the concepts of consumer 

preference and consumer surplus. Consumers' surplus is the excess amount a consumer is 

willing to pay for a good, as opposed to doing without it, over the amount actually paid for the 

good. A consumers' surplus can exist only within the context of the concept of diminishing 

marginal utility. This concept holds that, at some point, consumption of additional incremental 

quantities of a good will yield successively smaller increases in utility. Thus, it is assumed that 

an individual will be willing to pay more for the first unit of consumption than for a unit 

consumed at some point further along. The focus on consumer satisfaction requires a greater 

understanding of the consumers’ behaviour and consumer needs in terms of service quality 

characteristics (Ness et al., 2010). According to Song et al. (2012), “Service has been 

conceptualized as an application of competences for the benefit of another entity”. Recently, 

customers’ perception has shifted towards a service-based economy. Therefore, service is 

growing to be most significant in modern economies and studies should continue to investigate 

how service quality is perceived by consumers (Song et al., 2012). The consumer is supposed 

to aim to maximize value. Kotler et al. (1996) proposed that maximization of consumer value 

could be achieved through the maximization of consumer satisfaction, relative to consumer 

expectations and performance. Competition in quality requires evaluation of the effect of 

service activities on customer satisfaction to determine the improvements that are needed 

(Archer and Wesolowsky, 1996). Customer satisfaction with service quality and the effect of 

this satisfaction on future customers’ purchasing behaviour has been researched by many (e.g., 

Parasuraman et al., 1985; Collier, 1991; Davis, 1991). 

The advent of the Internet and its effective usage, alongside information and communication 

technology (ICT), has leveraged the quality of decision making processes, resulting in the 

enhancement of market monitoring, strategy development and implementation, and functional 

integration (Al-Alak, 2010; Ho and Lee, 2006; Harmon, 2003). In the service sector in 
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particular, the effective use of ICT has resulted in improvements not only in the performance 

and functionality of service organizations, but also in the level of productivity and innovation 

by allowing for more cost effective and fluid communication with all stakeholders, improving 

the quality of service, overcoming distance, helping organizations achieve competitive 

advantage, and enhancing customer satisfaction and loyalty (Buhalis & O′Connor, 2005; Dodds 

et al., 2010).  

Among the industries, which have been impacted the most by the proliferation of Internet 

expansion and the effective utilization of ICT, are the financial industry in general and the 

banking sector in particular. It is quite clear that the intensive use of ICT by financial 

institutions has enabled these institutions to deliver services electronically in such a way as to 

address and meet the real needs and wants of a large number of clients at a relatively low cost, 

and to interact with clients and other stakeholders effectively (Eisingerich & Bell, 2006). 

Indeed, the proper use of enabling technologies in the bank service delivery process has become 

ideal for banks to meet and exceed clients’ expectations, resulting in better service quality and 

enduing client loyalty (Poon, 2008; Ong and Cheng, 2008). 

It is evident that the intensive use of the IT and digital networking technologies have enabled 

banks to deliver services digitally at a relatively low cost, high quality, and to interact with 

clients and stakeholders effectively and efficiently. The Internet has expanded horizons for 

businesses, especially e-services (Al-Sajjan and Dennis, 2010). Through banking e-services, 

mobile service users or clients can access banking services, such as account management, 

information inquiry, banking transactions, money transfer, bill payment, and other innovative 

e-banking services (Zhou et al., 2010). However, all commercial bank managers asserted that 

no more than 20% of banks’ clients adopted e-banking services. Thus, by understanding the 

factors that truly influence the adoption of e-banking services by users, banks will be able to 

target their users and improve bank services. Furthermore, the delivery of e-banking services 

has been faced with critical determinants that influence users’ acceptance and use. Indeed, the 

success of the e-banking services is dependent on the user’s adoption/acceptance rate in each 

country. This research is conducted to investigate the essential factors influencing e-banking 

services adoption in the Jordanian commercial banks.    

Furthermore, recent studies on technology acceptance models in the Arab world, including 

Jordan, indicated that the majority of banks’ users are late adopters of the Internet and its 

banking applications (Dajani, 2010; Yaseen, 2008). In addition, other studies asserted that Arab 
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people are still reluctant to accept and use e-banking services for various social, cultural, and 

economic reasons (Al Qeisi, 2009; Abu Shanab and Pearson, 2007; Al-Dajani, 2010; Nasri et 

al., 2012; Riffia et al., 2012). 

Therefore, it is important to understand the essential factors influencing the adoption and use 

of e-banking services that are provided by the Jordanian commercial banks. However, it is 

evidently clear that most of the technology acceptance models are extensively tested in 

developed countries and, as such, their finding and implications apply only to situations in 

those countries. The very limited and restricted research on e-banking services’ adoption and 

use indicated that only some studies have utilized technology acceptance models, especially 

the unified theory of acceptance and use of technology model (UTAUT) (Al-Dajani, 2010; Al-

Gahtani et al., 2007; Abu Shanab et al., 2010; Al-Qeisi, 2009; Al-Somali et al., 2009; Nasri et 

al., 2012). To this date, there has been very limited research work that examines the validity of 

the unified theory of acceptance and use of technology (UTAUT) and UTAUT₂ models. The 

Jordanian bank industry has a vague picture regarding the understanding of the essential factors 

that impact the adoption of e-services provided by Jordanian commercial banks. As a matter of 

fact, no previous empirical studies have been conducted to specify the essential factors that 

lead users of Jordanian commercial banks to use e-banking services. This situation renders 

Jordanian banks incapable of developing e-banking marketing strategies to meet the real needs 

of bank users. 

 Many commercial banks in Jordan are eager to deliver e-banking services to their clients in an 

endeavour to enhance the speed and quality of their services and, most importantly, to reduce 

transaction costs. However, some banks are somewhat reluctant to invest heavily in this field 

for fear of losing customers who do not appreciate such technology-oriented services for 

various reasons. These banks are not totally sure that the adoption of e-banking will be 

welcomed by such customers. It seems from the outset that some bank customers fear the 

reliance on technology due to main reasons, although there might be other visible and invisible 

reasons for this kind of reluctance, such as their desire to receive high quality e-banking 

services. It is, therefore, important that bank management is aware of the critical factors that 

may influence the adoption and use of e-banking services by their customers or users. 

It is clear that most of the technology acceptance models are extensively tested in advanced 

countries and, as such, their results and implications apply only to situations in those countries. 

The very limited and restricted research on technology acceptance models in Arab countries 
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indicate that only some studies have utilized technology acceptance models, especially the 

Unified Theory of Acceptance and Use of Technology model (UTAUT) (Al-Dajani, 2010; 

Savri, 2004; Yassen & Alomosh, 2012; Yassen & Alomosh, 2013; Al Sukkar and Hasan, 2005; 

Al-Gahtani et al., 2007; Abu Shanab et al., 2010). 

To this date, there is limited research work that examines the validity of the Unified Theory of 

Acceptance and Use of Technology model in e-banking services’ adoption. The Arab banking 

industry in Jordan has a vague picture regarding the understanding of the real factors that 

impact the adoption of e-services provided by various Jordanian banks. Indeed, no previous 

empirical studies have been conducted on the major factors that lead the clients of Jordanian 

banks to adopt or reject e-banking services.  

The current research reveals that the proposed extended UTAUT model, which was originally 

proposed and tested in developed countries, can also explain e-banking services’ acceptance 

and use in developing countries, such as Jordan. The modified research model explained 0.887 

of behaviour intention variance and 0.516% of the intended degree of e-banking services’ use 

variance. This is consistent with the limited research work in the Arab countries using UTAUT 

(Nasri et al., 2012; Riffai et al., 2012; Al-Somali et al., 2009; Al-Qeisi, 2009; Abu Shanab and 

Pearson, 2007; Al-Sajjan and Davis, 2010).  

 The research findings provide managers of the Jordanian commercial banks with deep 

information to assess the adoption and use of e-banking services in the future. The current 

research validated an Arabic instrument that can be used to measure the essential factors that 

influence e-banking services’ use in Jordanian commercial banks.  

The results of the current research indicated that three of the independent variables are good 

predictors of the dependent variable construct (behavioural intention to use e-banking services 

in the research model). The independent variables are effort expectancy, social influence, and 

perceived e-banking services quality. 

Furthermore, the results illustrated the contribution of each main independent variable 

(predictor) on the behavioural intention to use e-banking services. This share is explained by 

the value of the standardized regression coefficient “size of Beta”. The largest Beta value in 

the standardized coefficient is 0.760, which belongs to the social influence predictor. This 

means that this variable makes the strongest unique contribution in explaining the behavioural 
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intention to use e-banking services. This is followed by perceived e-banking services’ quality 

(0.101) then effort expectancy (0.092). 

In contrast, the performance expectancy and hedonic motivation are not significant predictors 

in the model. The results of the relationship between behavioural intention to use e-banking 

services and the intended degree of e-banking services’ use indicate a significant relationship 

between the two variables. The behavioural intention contributes around 0.72% in explaining 

the dependent variable variance. 

Furthermore, the results of the moderating effect of age and gender on the users relationship 

between predictors (social influence, effort expectancy, and perceived quality of e-banking 

services) and behavioural intention to use e-banking services, provided by the Jordanian 

commercial banks, indicated that gender is not a moderating variable between social influence, 

effort expectancy, and perceived e-banking quality and the behavioural intention to use e-

banking services. 

With regards to whether age moderates with social influence, effort expectancy, and perceived 

e-banking services quality, the results indicated significant results to all constructs at the 0.05 

level. 

The previous results supported some findings of the UTAUT model, with respect to the 

significance of the social influence and effort expectancy in predicting behaviour intention. 

The relationship between social influence and behavioural intention to use e-banking services 

was moderated by age only. The relationship between effort expectancy and behavioural 

intention was also moderated by age, but not by gender. Finally, the relationship between 

perceived e-banking services and the behavioural intention was moderated by age, but not by 

gender. 

Considering all of the results, the researcher concluded that, compared to the original UTAUT 

model, the extensions proposed in the research model introduced a substantial improvement in 

the variance explained in behavioural intention to use e-banking services in the Jordanian 

commercial banks. These findings are consistent with the limited researches, which used the 

UTAUT model in developing countries (Al-Qeisi, 2009; Abu Shanab and Pearson, 2007; Al-

Awadhi and Morris, 2009; Al-Gahtani, 2007; and Riffai et al., 2012). The proposed research 

model provides better explanatory power than previous researches conducted in other Arab 

countries, such as Kuwait, Saudi Arabia, Oman, and Tunisia (Nasri et al., 2012; Riffai et al., 
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2012; Al-Gahtani, 2007). In addition, social influence strongly affects behavioural intention. 

This result is consistent with those of previous research (Al-Dajani, 2011; Al-Adwan, 2015; 

Al-Awadhi and Morris, 2009). Thus, the adapted UTAUT model can be used to explain e-

banking services’ acceptance and use in such developing countries as Jordan after the 

integration of a new construct from the literature reflecting the specific Arabic cultural 

environment. The research findings are expected to contribute to the understanding of e-

banking services’ adoption and use in the Jordanian commercial banks. However, the current 

research demonstrates that only age can have an effect on behavioural intention to use e-

banking services. Age effects could be evidence of a digital divide among Jordanian people 

(old and young people). However, most of the literature regarding the moderating effect of 

gender in the context of IT adoption did not fully investigate this issue, except for the work of 

Venkatesh et al. (2003). This implies that applying the same demographic moderators in 

different cultural settings may introduce different results. 

 

7.3. Theoretical Implications 

 

This research has several theoretical implications. The research findings illustrate a new 

construct: perceived e-services’ quality increases the predictive power of the modified UTAUT 

model in explaining behavioural intention to adopt and use e-banking services provided by the 

Jordanian commercial banks. While e-banking services, together with effort expectancy and 

social influence explain 0.887, nearly 89% of the variance of behavioural intention and nearly 

52% of intended degree of e-banking services’ use variance. Compared with other previous 

research in the literature, the current research presents stronger predictive power than similar 

research in the similar type of technology and field context (Al Dajani, 2011; Riffai et al., 2012; 

Martins et al., 2014). Furthermore, the impact of the behavioural intention on the intended 

degree of e-banking services was also substantial, which shows that Jordanian commercial 

banks are more likely to use e-banking services if they had the intention to use it. 

Thus, the main theoretical implication of the current research is based on enhancing 

understanding of the essential factors that influencing e-banking services adoption and use 

within a rich and very complex Arabic cultural and social environment. The research findings 

also showed that the modified UTAUT model provides more explanation on e-banking 

services’ adoption and use.   
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7.4. Methodological Implications 

 

This research has several methodological implications. The research adapts and modifies the 

united theory of acceptance and use technology model (UTAUT₂), introduced by Venkatesh et 

al. (2012), and the original UTAUT model, introduced by Venkatesh et al. (2003), to explain 

the essential factors that influence e-banking services’ adoption in the Jordanian commercial 

banks.  

This model was chosen to address e-banking services’ adoption and use because of its 

comprehensiveness and strong theoretical integration, supporting a specific context (consumer 

context).  

However, modifications were made to the UTAUT₂ model to provide a rich understanding of 

the essential factors that influence the behavioural intention to accept and use e-banking 

services. These amendments were made based on the structured interviews with the sample of 

the banks’ clients and on the review of the literature. The first change was concerned with 

incorporating different predictors and measures from the structured interview with e-banking 

services users. The construct, which added perceived e-banking service quality to the model, 

further increased the explanatory power of the proposed research model. The second change 

was to adapt three constructs from the UTAUT model (performance expectancy, effort 

expectancy, and social influence) that influence behavioural intention to use e-banking 

services. The third change was to adapt one construct from the UTAUT₂ model: Hedonic 

motivation. Hedonic motivation has been included as a key predictor in much consumer 

behaviour research. Regarding motivating effects, both experience and voluntariness were 

excluded from the research’s model.  Experience is not considered as a moderating factor 

because only one moment in time is being observed. Voluntariness of use in the context of e-

banking services is also not considered a moderating factor because no customer is obliged to 

use e-banking services in the Jordanian banking section.  

However, gender and age were expected to have a significant influence on a banks’ customer 

acceptance of e-banking services.  

Furthermore, each of the major predictors (constructs) in the research model was 

operationalized by using the highest loading items from each scale for practical analytical 

purposes.  
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This research contributes to the methodology in that it overcomes the methodological 

limitations of previous research and used the valid items to cover the domain of each predictor 

(construct) for improving the content validity and reliability. Thus, it is vital to conduct 

structured interviews before using the modified UTAUT model in the Arab world, in order to 

omit some constructs that are not relevant to the current research context or to define the 

domain of each construct and choose the proper measurement items, which are compatible with 

the cultural context in a specific Arabic country, such as Jordan.  

Thus, the research considered the specific cultural values of the Jordanian society that are 

traced to the Arabic and Islamic culture. 

 

7.5. Practical and Managerial Implications 

 

Based on the current research findings, several practical and managerial implications have been 

drawn for managers of the Jordanian commercial banks. First, managers need to focus on 

promoting e-banking services in terms of users’ effort expectancy, social influence, and 

perceived e-banking services quality, as these factors have strong impact on the behavioural 

intention to adopt and use e-banking services. Managers can take advantage of these essential 

factors and develop an effective marketing and promotion strategy for their e-banking services. 

Since young users are early adopters of e-banking services, Jordanian commercial banks need 

to introduce added entertainment values for youths and extra convenience in terms of case of 

use for older users.  

Second, top managers of Jordanian commercial banks need to provide sufficient resources and 

support to enhance banking users (customers) to adopt and use e-banking services in the near 

future. More specifically, providing banks’ users or customers with more added value e-

banking services and high quality services technology leads to positive perception of the e-

banking services that are provided by Jordanian commercial banks.  

Third, the banks’ users in quantitative findings of the current research confirm that social 

influence (subjective norms) has a strong impact on the behavioural intention to use e-banking 

services. Consequently, Jordanian commercial banks need to identify social opinion leaders 

and convince them to support banks’ strategies for promoting e-banking services. Thus, the 
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current research confirmed that banks’ users adopt their behavioural intentions from their social 

context in which the Jordanian commercial banks operate. 

Furthermore, as expected, the perceived e-banking services’ quality significantly affects 

behavioural intention to adopt and use e-banking services. As a result, Jordanian commercial 

banks must focus to educate users or customers regarding the quality of their e-banking 

services, as well as the ease of using these services. 

 

7.6. Limitation and Direction for Future Research 

 

As with any research in the field of IT adoption and consumer behaviour, the researcher should 

take into a consideration the generalizability of his empirical findings. However, in the current 

research the sampling method was based on a non-random sample. Gathering data from a large 

random sample requires a long time and would be more costly. Thus, generalizability could be 

enhanced if future research uses the Jordanian banking sector (which includes Jordanian and 

non-Jordanian banks). 

Furthermore, the current research identified three essential factors influencing behavioural 

intention to adopt and use e-banking services: effort expectancy, social influence, and 

perceived e-banking services’ quality. However, it is important to recognize the cultural values 

or dimensions of these factors or predictors. That is because the cultural values have been 

significant moderators between predictors in the UTAUT model and behavioural intention. The 

cultural differences among banks’ users (consumers), especially between Jordanian and non-

Jordanian users, may directly influence the relationship between predictors and behavioural 

intention. Thus, there is a vital need to conduct research on a wider scale with different national 

cultures in different time periods. Finally, the current research findings are based on the cross-

sectional research method. Taking this fact into consideration, the relation between intention 

and behaviour may raise questions. One solution is to study intention and actual behaviour at 

different points in time by conducting longitudinal research to access and test the conceptual 

research model and hypotheses. By using a longitudinal research in the near future, one could 

investigate the essential factors influencing e-banking services’ adoption and use in different 

time periods and make significant comparisons regarding banks’ users’ behaviour and provide 

a rich understanding and insight into the adoption and use of e-banking services.  
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7.7. Research Contribution 

 

This research has investigated the essential factors that influence e-banking services’ 

adoption and usage in the Jordanian commercial banks. As a result, the main contributions to 

the existing body of knowledge revolve around developing a better understanding of the 

factors affecting the adoption of e-banking services, especially in Jordan. In light of the 

current research result, effort expectancy, social influences and perceived e-banking services’ 

quality are the major predictors of e-banking services adoption and usage. Furthermore, this 

research enriches the technology acceptance literature by two significant contributions. 

First, it is the first study that assesses the adoption of e-banking services in the Arab world. 

Second, although previous studies have analysed Internet banking or online banking by using 

the original UTAUT model without any modification, this research contributes to technology 

acceptance literature by further clarification for the key factors influencing e-banking services 

adoption. Thus, the present research fills this crucial gap in the body of knowledge on the 

UTAUT and UTAUT2 models. That is, this research offers a conceptual framework that sheds 

more light on the behavioural intention to adopt and use e-banking services in the Jordanian 

commercial banks. 

Consequently, the original model of UTAUT and the consumer-context version UTAUT2 were 

adapted and applied in the case of the Jordanian commercial banks. Theoretically, this research 

presents a new conceptual framework to determine the essential factors influencing consumers’ 

behaviour intention to adopt and use of e-banking services. The research’s new framework 

incorporates a new construct, namely perceived e-banking services quality as well as hedonic 

motivation construct, which was adopted from UTAUT2 model. Further, some of the 

moderating factors, such as experience and voluntariness, were excluded from the current 

research model. 
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7.8. Summary of Theoretical and Practical Contributions 

 

The current research has several theoretical and practical contributions. 

Theoretical contribution: 

The research findings contribute to theory in a significant way. 

First, the research finding highlights a new construct: perceived e-service quality increases the 

predictive power of the original UTAUT model in explaining behavioural intention to use e-

banking services in the Jordanian Commercial Banks.  

Second, it is a vital to know that current research is based on enhancing understanding of the 

essential factors influencing e-banking services’ adoption and use within rich and very complex 

Arabic cultural and social environment. 

Practical contribution: 

The current research findings provide the following contributions. 

First, the research results provide managers in the Jordanian Commercial Banks with useful 

insights of the essential factors that influence the adoption and use of the e-banking services in 

their banks. 

Second: the research indicates that effort expectancy, social influence, and perceived e-banking 

services’ quality can increase the intention to adopt and use of e-banking services. Therefore, 

the senior managers of the Jordanian Commercial Banks should pay more attention to the 

features and the advantages of their e-banking services.  

It is vital to create an e-banking services portal that is interactive, user-friendly, and compatible 

with the clients’ requirements. 

Third, from a managerial standpoint, the current research findings suggest a need for increased 

attention to the essential factors influencing the adoption and use of e-banking services that are 

provided by Jordanian Commercial Banks. 
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Appendices 

Appendices 1 A:  Questionnaire in English Language 

 

Questionnaire  

Essential Factors Influencing E-banking Services  

Intention to Use 

The Case of Jordan Commercial Banks 

 

Please read the following before completing the questionnaire. 

This questionnaire is a partial fulfillment of the requirements for the degree of philosophy in 

marketing at the University of Wales Newport in the United Kingdom.  The aim of this study 

is to identify the critical factors that influence the adoption of e-banking services in the 

Jordanian Commercial Banks. The questionnaire is organized into four sections, each 

containing questions or statements relating to the factors that effect the adoption and usage of 

the E-banking services among Bank’s customers.  The questionnaire has some statements to 

collect demographic information about participants among Bank’s customers. Please answer 

questions as accurately and complete as possible. All your responses will be kept confidential 

and will be used for academic research only. Your participation is highly appreciated. 

 

 

 

Submitted by: IHAB El-QIREM 



Appendices 

 

 
161 

Please put () in front of the appropriate answer, (multiple answers are allowed): 

1. Do you use E-banking Services technology?      Yes         NO   

2. E-banking Services which I used : 

 Cash transfer between accounts  

 Paying customer’s bills    

 Requesting  e-statements                     

 Requesting credit facilities              

 Traveling and insurance Services                                                    

 Currency Exchange procedures           

 E-commerce Transactions                        

 Receiving banking information            

 Applying for a loan                 

 Other services:  1-………………………... 

                                                  2-………………………... 

 

3. How would you describe your using E-banking Services? 

Internet –based services       

Mobile-banking services     

 

4. How long have you been using E-banking Services? 

Les the one year     1-2   years    more than 2 years  

 

5. Demographic Information 

Gender:   Female          Male   

Age:      20-or under    

              21 - 30           

              31 - 40           

              41 - 50           

              51- 60            

              61- more        
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Experience in your job or Business. 

Less than one year       

1-3 years                      

4-6 years                         

7-10 years                    

More than 10 years      

6. Which Bank provides your E-banking Services? ……………………….. 

Factors that influence e-banking services adoption in the Jordanian 

commercial banks. 

Please indicate the degree of your disagreement/agreement with each statement regarding 

factors that influence the adoption and usage of e-banking services by circling any one of the 

seven alternatives (1-Strongly Disagree; 2-Disagree; 3-Neutral; 4- Agree; 5 -Strongly Agree). 

Performance Expectancy 

 

I would find e-banking services technology 

useful in my job or business 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Using e-banking technology enables me to 

accomplish tasks more quickly 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Using e-banking technology increases my 

productivity 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

If I use e-banking technology, I will increase my 

chances of getting a raise 

 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Using e-banking technology can significantly 

increase the quality of output on my job 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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Effort Expectancy 

 

My interaction with e-banking technology 

would be clear and understandable 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

It would be easier for me to be skillful at using 

e-banking services technology 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

I would find e-banking services easy to use  

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Learning to operate e-banking services system is 

easy for me 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

Perceived Ease of Use  

 

Learning to use e-banking system over mobile 

phone or internet will be easy for me  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

It will be easy for me to become skillful at e-

banking system for my personal or business 

purposes 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

I think that interaction with e-banking system 

does not require a lot of mental effort  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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Social Influence 

 

People who influence my behavior think I 

should use e-banking services 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

People who are important to me think that I 

should use e-banking services 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

The senior management of this business has 

been helpful in the use of the e-banking services 

system 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

In general, the organization has supported the use 

of the e-banking services system 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

People in my organization who use e-banking 

services have more prestige than those who do not  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

Subjective Norms  

People who are important for my firm(customers  

Supplies, buyers) think that we should use E-

banking Services technology 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

People who have influence on our behavior 

think that we should use E-banking services for 

conducting E-commerce or E- Business 

transactions  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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Perceived E-banking Services Quality 

 

E-banking services make it easy to find what I 

need 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

E-banking services technology enables me to 

complete a transaction quickly 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

E-banking services technology protects my 

information 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

E-banking services technology provides me 

with convenient options for conducting 

financial transactions 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

Behaviour Intentions to Use 

 

I intend to use E-banking technology in the 

next months 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

I predict I would use the system in the next 

months 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

I plan to use E-banking technology services in 

the next month 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 
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Hedonic Motivation  

 

Using E-banking Services technology is fun  

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Using E-banking Services technology is 

enjoyable  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Using E-banking Services technology is 

entertaining  

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

Actual Use 

Please tick one box only regarding you actual use of the E-banking services 

(a) If an initial decision to use E-banking services mas been taken, how frequently will you use 

it? 

     Not at all                       

1-2 times a month         

1-2 times a week         

1-2 times a day         

3-5 times a day         

6-10 times a day         

More than 10 times a day    

(b) If an initial decision to use E-banking technology services, how much time will you spend 

on it in terms of minutes / hours ? 
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Appendices 1 B:  Questionnaire in Arabic language 

 

 جامعة ويلز، نيوبورت
 

 استبانة

 

 العوامل المؤثرة لتبني استخدام الخدمات المصرفية اإللكترونية

 )حالة األردن(

 

 المصرف المحترمعزيزي عميل 

 

إن هذا االستبيان هو جزء مكمل من متطلبات الحصول على شهادة الدكتوراه في التسويق من جامعة ويلز/ نيوبورت في 

كترونية المملكة المتحدة. تهدف هذه الدراسة إلى تحديد وتحليل العوامل المؤثرة على تبني استخدام الخدمات المصرفية اإلل

العوامل باألردنية. تتكون االستبانة من أربعة أجزاء، كل جزء منها يحتوي على عبارات لها عالقة  من قبل المصارف التجارية

فافية التي تؤثر في استخدام الخدمات المصرفية اإللكترونية من قبل الزبائن. لذلك نرجو اإلجابة عن األسئلة بكل دقة وش

 ممكنة وسوف تستخدم المعلومات ألغراض البحث فقط.

 م حسن تعاونكم.شكرًا لك

 طالب الدكتوراه

 إيهاب القرم
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 ( مقابل اإلجابة المناسبة )يمكن إعطاء أكثر من إجابة(: يرجى وضع اإلشارة )
 ال  نعم   هل تستفيد من الخدمات المصرفية اإللكترونية؟ .1
 الخدمات المصرفية اإللكترونية التي استخدمها: .2

 *  النقل من حساب آلخر   
 *  فواتير العميل دفع    

*  طلب بيانات إلكترونية   
*  طلب تسهيالت ائتمانية   
*  خدمات سفر وتأمين   
*  إجراءات تحويل العملة   
*  تعامالت تجارية إلكترونية   
*  استقبال معلومات بنكية   
*  طلب قرض    
 ............. .1 خدمات أخرى: *

   2. ............. 
 تصف استخداماتك للخدمات المصرفية اإللكترونية؟كيف  .3

  خدمات عن طريق اإلنترنت   
 )خدمات عن طريق الهاتف النقال )الموبايل   

 المدة التي استعملت فيها الخدمة المصرفية اإللكترونية؟ .4
  أقل من سنة  1-2 سنة  أكثر من سنتين 

 معلومات شخصية: .5
 ذكر   أنثى  الجنس:
 سنة أو أقل   20 العمر:

 21-30 سنة 
 31-40 سنة 
 41-50 سنة 
 51-60 سنة 
 61 سنة فأكثر 

 الخبرة في مجال وظيفتك أو عملك. . 6
 أقل من سنة 
 1-3 سنوات 
 4-6 سنوات 
 7-10 سنوات 
  سنوات 10أكثر من 

 
 البنك الذي يزودك بالخدمة اإللكترونية؟ .......................... .7



Appendices 

 

 
169 

 تكنولوجيا الخدمات المصرفية اإللكترونية.العوامل التي تؤثر تبني 
بنيك الستخدام يرجى اإلشارة إلى درجة موافقتك أو عدم موافقتك على العبارات التالية التي تتعلق بالعوامل المؤثرة في قبولك وت

فق تعني أوا (7( تعني غير موافق بشدة و)1تكنولوجيا الخدمات المصرفية اإللكترونية بوضع دائرة أمام كل عبارة )حيث )
 بشدة(.

 
 مستوى األداء المتوقع

 
 7 6 5 4 3 2 1 أرى أن تكنولوجيا الخدمات المصرفية اإللكترونية مفيدة في وظيفتي أو عملي

يساعدني استخدام تكنولوجيا الخدمات المصرفية اإللكترونية على إنجاز مهماتي بسرعة 
 أكبر

1 2 3 4 5 6 7 

 7 6 5 4 3 2 1 المصرفية اإللكترونية يزيد من إنتاجيتياستعمال تكنولوجيا الخدمات 

 7 6 5 4 3 2 1 إذا استعملت تكنولوجيا الخدمات المصرفية اإللكترونية، فسوف أزيد من فرص التطور 

ي استخدام تكنولوجيا الخدمات المصرفية اإللكترونية يؤدي إلى تحسين جودة األعمال الت
 أقوم بها ونتائجها

1 2 3 4 5 6 7 

 
 مستوى الجهد المتوقع

 
 7 6 5 4 3 2 1 سيكون تفاعلي مع تكنولوجيا الخدمات المصرفية اإللكترونية واضحًا ومفهوماً 

ية سيكون من األسهل بالنسبة لي أن أكون ماهراً عند استخدام تكنولوجيا الخدمات المصرف
 اإللكترونية

1 2 3 4 5 6 7 

 7 6 5 4 3 2 1 المصرفية اإللكترونية أمر سهلأرى أن استخدام تكنولوجيا الخدمات 

 7 6 5 4 3 2 1 من السهل علي تعلم نظام الخدمات المصرفية اإللكترونية
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 إدراك سهولة االستخدام
 

 من السهل بالنسبة لي تعلم استخدام تكنولوجيا الخدمات المصرفية اإللكترونية بواسطة
 الهاتف الخلوي أو اإلنترنت

1 2 3 4 5 6 7 

من السهل بالنسبة لي أن أصبح ماهرًا في تكنولوجيا الخدمات المصرفية اإللكترونية 
 ألغراضي الشخصية أو ألغراض العمل

1 2 3 4 5 6 7 

أعتقد أن التفاعل مع تكنولوجيا الخدمات المصرفي اإللكترونية ال يتطلب الكثير من 
 الجهد الذهني

1 2 3 4 5 6 7 

 

 التأثير االجتماعي
 

يعتقد األشخاص الذين لهم تأثير على سلوكي أن عليَّ استعمال الخدمات المصرفية 
 اإللكترونية

1 2 3 4 5 6 7 

 7 6 5 4 3 2 1 يعتقد األشخاص المهمين بالنسبة لي أن عليَّ استعمال الخدمات المصرفية اإللكترونية 

 7 6 5 4 3 2 1 المصرفية اإللكترونيةساعدت اإلدارة العليا للمنظمة على استخدام نظام الخدمات 

 7 6 5 4 3 2 1 لقد قدمت األنظمة دعمًا الستخدام نظام الخدمات المصرفية اإللكترونية

يتمتع األشخاص الذين يستخدمون الخدمات المصرفية اإللكترونية بمكانة اجتماعية أعلى 
 من األشخاص الذي ال يستعملون هذه الخدمات

1 2 3 4 5 6 7 

 
 األعراف والتقاليد

 
ن( يعتقد األشخاص المهمين بالنسبة للمنظمة التي أعمل بها )العمالء، الموردين، المشتري

 بضرورة استخدامنا لتكنولوجيا الخدمات المصرفية اإللكترونية
1 2 3 4 5 6 7 

يعتقد األشخاص الذين لهم تأثيرًا على سلوكنا بأن علينا استخدام تكنولوجيا الخدمات 
 المصرفية اإللكترونية إلجراء المعامالت التجارية اإللكترونية

1 2 3 4 5 6 7 
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 جودة الخدمات المصرفية اإللكترونية
 

 7 6 5 4 3 2 1 ُتَسِهل الخدمات المصرفية اإللكترونية لتحقيق ما نريد إنجازه

 7 6 5 4 3 2 1 تساعدني تكنولوجيا الخدمات المصرفية اإللكترونية من إكمال معاملتي بسرعة

 7 6 5 4 3 2 1 تحمي تكنولوجيا الخدمات المصرفية اإللكترونية معلوماتي

 7 6 5 4 3 2 1 ةتوفر لي تكنولوجيا الخدمات المصرفية اإللكترونية خيارات مريحة إلجراء معامالت مالي

 
 نوايا سلوكية الستخدام تكنولوجيا الخدمات المصرفية اإللكترونية

 
 7 6 5 4 3 2 1 تكنولوجيا الخدمات المصرفية اإللكترونية في الشهور القادمةأنوي استخدام 

 7 6 5 4 3 2 1 أتوقع استخدام النظام في الشهور القادمة

 7 6 5 4 3 2 1 أخطط على استخدام تكنولوجيا الخدمات المصرفية اإللكترونية في الشهور القادمة

 
 المصرفية اإللكترونيةحافز المتعة باستخدام تكنولوجيا الخدمات 

 
 7 6 5 4 3 2 1 استخدام تكنولوجيا الخدمات المصرفية اإللكترونية هو متعة شخصية

 7 6 5 4 3 2 1 استخدام تكنولوجيا الخدمات المصرفية اإللكترونية أمر مريح وممتع

 7 6 5 4 3 2 1 استخدام تكنولوجيا الخدمات المصرفية اإللكترونية أمر مسلي بالنسبة لي

 
 
 
 

 الفعلي لتكنولوجيا الخدمات المصرفية اإللكترونية بكل أنواعها وتطبيقاتها االستخدام
 يرجى التأشير على مربع واحد فقط بخصوص استخدامك الفعلي للخدمات المصرفية اإللكترونية.

 إذا كان القرار أوليًا الستخدام خدمات مصرفية إلكترونية، فمتى تستخدمها؟ (أ)
  ًال استخدامها أبدا 
 1-2 مرة بالشهر 
 1-2 مرة باألسبوع 
 1-2 مرة باليوم 
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 3-5 مرات باليوم 
 6-10 مرات باليوم 
  مرات باليوم 10أكثر من 
 

 إذا كان القرار أوليًا الستعمال خدمات مصرفية إلكترونية، فكم من الوقت تقضي باستخدامها في اليوم؟ (ب)
 أقل من ساعة 
 1-3 ساعة 
 3-5 ساعة 
  ساعات 5أكثر من 
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Appendices 2:  Multiple Regression 

Descriptive Statistics 

 Mean 
Std. 

Deviation 
N 

Behaviourlntent 5.4713 1.55035 348 

Performance 5.2276 1.47851 348 

Social influence 5.4454 1.68393 348 

Hedonic Motivate 5.0144 1.53998 348 

Quality 5.4246 1.29531 348 

Effort 5.4438 1.32700 348 

 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .942a .887 .886 .52443 1.843 

a. Predictors: (Constant), Effort, Hedonic Motivate, Social Influence, Performance Quality 

b. Dependent Variable: Behaviourlntent 

 

ANOVA 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 Regression 

Residual  

Total 

739.987 

94.059 

834.046 

5 

342 

347 

147.997 

.275 

835.122 .000a 

a. Predictors: Effort, Hedonic Motivate, Social Influence, Performance Quality 

b. Dependent Variable: Behaviourlntent 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Correlations Collinearity Statistics 

B 
Std. 

Error 
Beta 

Zero-

order 
Partial part Tolerance VIF 

1 (Constant) 

Performance 

Socialinfluence 

hedonicMotivat 

Quality 

Effort 

.228 

-0.16 

.700 

.055 

.120 

.108 

.127 

.033 

.029 

.029 

.043 

.043 

 

-0.15 

.760 

.054 

.101 

.092 

1.803 

-0.483 

23.887 

1.925 

2.794 

2.494 

.072 

.630 

.000 

.055 

.006 

.013 

 

.719 

.933 

.692 

.797 

.769 

 

-0.026 

.791 

.104 

.149 

.134 

 

-0.009 

.434 

.035 

.051 

.045 

 

.329 

.326 

.411 

.254 

.240 

 

3.044 

3.070 

2.431 

3.932 

4.168 

a. Dependent Variable: Behaviourlntent 
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Coefficients a 

Model Collinearity 

Statistics  

Tolerance VIF 

1 (Constant)   

 Performance 0.329 3.044 

 Sociolinfluence 0.326 3.070 

 hedonicMotivat 0.411 2.431 

 Quality 0.254 3.932 

 Effort 0.240 4.168 

 

 

Correlations 

 

 

Intended 

Degree of 

the use of  

e-Banking 

services 

Behaviour 

Intent 

Pearson Correlation Intended Degree 

of the use of                 

e-Banking 

services 

1.000 .719 

 Behaviour lntent 

 

.719 1.000 

Sig. (1-tailed) Intended Degree 

of the use of                 

e-Banking 

services 

 .000 

 Behaviour lntent .000  

 

N Intended Degree 

of the use of                 

e-Banking 

services 

348 348 

 Behaviour lntent 348 348 
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Model Summaryb 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .719a .516 .515 .77214 1.810 

a. Predictors: (Constant), Behaviour lntent 

b. Dependent Variable: Intended Degree of the use of e-Banking services 

ANOVA 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 Regression 

Residual  

Total 

220.241 

206.287 

426.528 

1 

346 

347 

220.241 

.596 

369.404 .000a 

a. Predictors: (Constant), Behaviour lntent 

b. Dependent Variable: Intended Degree of the use of  e-Banking services 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Correlations 

B 
Std. 

Error 
Beta 

Zero-

order 
Partial part 

1 (Constant) 

Behaviourlntent 

2.656 

.514 

.152 

.027 

 

.719 

17.474 

19.220 

.000 

.000 

 

.719 

 

.719 

 

.719 

a. Dependent Variable: Intended Degree of the use of  e-Banking services 

 

 

 

 

 

 

Appendices 3:  Factor Analysis 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .958 

 

Bartlett's test of Septicity 

 

Approx. Chi-Square 

Df 

Sig. 

 

9821.778 

406 

.000 
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Total Variance Explained 

Component 

Initial Eigenvalues 

Extraction 

Sums of 

Squared 

Loadings 

Extraction Sums of 

Squared Loadings 
Rotation Sums of Squared Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 

2 

3 

4 

5 

6 

7 

8 

9 

1 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

16.697 

1.728 

1.292 

1.105 

.933 

.708 

.677 

.618 

.532 

.486 

.462 

.389 

.333 

.322 

.306 

.261 

.234 

.218 

.210 

.194 

.190 

.180 

.156 

.155 

.143 

.137 

.122 

.118 

.096 

57.574 

5.958 

4.455 

3.810 

3.216 

2.440 

2.335 

2.133 

1.833 

1.677 

1.592 

1.341 

1.148 

1.110 

1.054 

.900 

.807 

.750 

.725 

.668 

.654 

.620 

.539 

.535 

.492 

.473 

.422 

.409 

.331 

57.574 

63.532 

67.987 

71.797 

75.013 

77.453 

79.788 

81.921 

93.754 

85.431 

87.023 

88.364 

89.512 

90.622 

91.676 

92.576 

93.383 

94.133 

94.858 

95.526 

96.179 

96.799 

97.339 

97.874 

98.366 

98.839 

99.261 

99.669 

100.000 

16.697 

1.728 

1.292 

1.105 

57.574 

5.958 

4.455 

3.810 

57.574 

63.532 

67.987 

71.797 

8.416 

5.404 

4.461 

2.540 

29.022 

18.633 

15.382 

8.760 

29.022 

47.655 

63.038 

71.797 
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Rotated Component Matrix a 

 
Component 

1 2 3 4 

Per1 

Per2 

Per3 

Per4 

Per5 

eff1 

eff2 

eff3 

eff4 

eou1 

eou2 

eou3 

sf1 

sf2 

sf3 

sf4 

sf5 

n1 

n2 

qu1 

qu2 

qu3 

qu4 

in1 

in2 

in3 

eni1 

eni2 

eni3 

.426 

.504 

.251 

.276 

.333 

.589 

.564 

.668 

.662 

.717 

.754 

.677 

.269 

.210 

.395 

.380 

-.107 

.512 

.430 

.656 

.694 

.607 

.717 

.690 

.725 

.675 

.420 

.559 

.302 

.690 

.685 

.744 

.759 

.740 

.596 

.601 

.493 

.418 

.270 

.334 

.218 

.290 

.300 

.382 

.408 

.166 

.124 

.037 

.333 

.378 

.181 

.315 

.384 

.265 

.313 

.219 

.319 

.181 

.271 

.229 

.311 

.246 

.288 

.204 

.125 

.118 

.095 

.236 

.198 

.376 

.733 

.962 

.615 

.525 

.594 

.641 

.669 

.363 

.315 

.389 

.233 

.283 

.242 

.225 

.273 

.193 

.234 

.085 

.066 

.222 

.222 

.180 

.150 

.220 

.179 

.259 

.233 

.132 

.159 

.136 

.165 

.073 

.126 

.449 

.153 

.160 

.135 

.083 

.141 

.213 

.178 

.216 

.256 

.741 

.586 

.829 

 

Extraction Method: Principal Component Analysis 

Rotation Method: Varimax with Kaiser Normalization 
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Component Transformation Matrix 

Component 1 2 3 4 

1 

2 

3 

4 

.677 

-.432 

-.475 

-.360 

.516 

-.270 

.758 

.294 

.434 

.823 

.131 

-.344 

.295 

.253 

-.428 

.816 

 

 

Appendices 4: Cronbach’s alpha. 

 

Construct Cronbach’s 

Alpha 

sample Percentage 

% 

Number of 

items 

Performance 

Expectancy 

0.927 348 100.0 5 

Effort 

Expectancy 

0.944 348 100.0 7 

Social 

Influence 

0.886 

 

348 100.0 7 

 

Perceived 

e-banking 

services quality  

0.899 348 100.0 4 

Behavioural 

Intention 

0.931 348 100.0 3 

Hedonic 

Motivation 

0.904 348 100.0 3 
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Appendices 5 :  Normal P-P plot of regression standardized Residual and The 

Residual Histogram 

Normal P-P plot of regression standardized Residual 

Dependent Variable: Behaviour Intention 

 

The Residual Histogram  

Histogram 

Dep endent 

Variable: Behaviour Intention 
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Appendices 6:  Local Commercial Banks in Jordan. 

1. Arab Bank (ARBK). 

Now headquartered in Amman, Jordan, the Arab Bank was established in Jerusalem in 1930 

by Abdul Hameed Shoman and since then has taken a leading role in furthering socioeconomic 

development in the Arab world.  

The Bank gained a great deal of market confidence in 1948 when it took the decision to honour 

all customer deposits who were forced the leave the country, despite losing its branches in Jaffa 

and Haifa. This loyalty and care shown towards its customers has won its customers’ approval 

over the years.  

The Bank has also made great efforts in its survival against challenging political circumstances, 

succeeding over the obstacles placed in its way and continuing to expand regionally across the 

Arab world as well as internationally since its set back with currently 600 branches in 30 

countries. In addition to this, the Bank has coordinated a number of new ventures, such as the 

creation in 2006 of the Europe Arab Bank based in London, and the Arab Sudanese Bank in 

Khartoum. 

The Bank has furthermore been a pioneer of the GRI checked Sustainability Report covering 

its activities in 2010, the first Bank in Jordan to do such, and also provides a range of banking 

services and financial products to it customers, including consumer banking, corporate and 

institutional banking and treasury services. 

2. Arab Banking Corporation Jordan (ABCO). 

Incorporated in Jordan in 1990 as a public shareholding company, ABCO is a headquartered 

in Bahrain as a part of the Arab Banking Corporation Group, one of the largest Arab banks 

with an international presence.  

With a fully-fledged selection of banking and financial services, the Arab Banking Corporation 

(Jordan) is managed from Amman with 27 branches within the country, offering banking, 

commercial, treasury, finance, loans, corresponding bank services, international banking 

services, security brokerage and fiscal consulting through ABC investments. 

3.   Arab Jordan Investment Bank (AJIB). 

The Arab Jordan Investment Bank (AJIB) works to ensure it provides outstanding products and 

services to meet the needs of its customers through investment, commercial, and private 
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banking, utilising and improving its capacities on a human as well as a technological level to 

satisfy the ongoing and ever-changing needs of organisations and high value individuals on a 

national and regional scale. With a specialist investment and corporate banking department 

AJIB offers a wide range of services including mergers and acquisitions, equity capital markets, 

transaction advisory services, project and trade finance and equity research. To meet the needs 

of individuals, the Bank also offers personal loans and home mortgages as well as a variety of 

credit card options.  

In 1989, the Bank achieved expansion into Cyprus and opened a representative office in Libya 

in 1996 in pursuit of its aim to establish its standing outside of Jordan. Further to this AJIB 

opened a branch in Qatar in 2006 at the Qatar Financial Centre to serve as its headquarters in 

the country and the Gulf region. Additionally, since 2010 the Jordan International Bank based 

in London has been an affiliate of AJIB. 

In addition to the many investment services AJIB provides, the Bank also offers brokerage 

services at the Amman Stock Exchange through one of its subsidiaries, as well as researching 

and studying various sectors. 

4. Bank al Etihad (UBSI). 

Formerly the Union Bank, Bank al Etihad was established in 1978 to provide financial and 

banking services, and currently manages 34 branches with further expansion planned for the 

future.  

The Bank serves corporate clients, SMEs, and specific retail categories, provides treasury and 

investment products, and has also funded numerous infrastructural projects within Jordan in 

order to benefit the country in the long-term in the electricity, energy, renewable energy, higher 

education tourism, water desalination and water treatment sectors. As such, the Bank has long 

supported the values of corporate social responsibility as well as charities, implementing a 

number of initiatives in education, youth, culture and the arts. 

In 2011 the Bank implemented a new core banking system brand identity, and branch concept 

as part of a number of strategic projects as part of its aspirations to achieve further, ongoing 

growth in the sector, whilst also being the first bank in Jordan to launch an integrated mobile 

banking smartphone app. 

 



Appendices 

 

 
182 

5. Bank of Jordan (BOJX). 

Founded in 1960 and with 96 branches in Jordan and Palestine, the Bank of Jordan aims to be 

the market leader in commercial banking both in Jordan and in the Arab, world having been 

flexible in its approach to develop new projects in its area of expertise as well as to offer a wide 

range of products to meet the requirements of its customers. 

6. Cairo Amman Bank (CABK). 

Established in 1960 and with branches in both Jordan and Palestine, the Cairo Amman Bank 

works to develop and support the national Jordanian economy by providing a comprehensive 

selection of financial and banking services to its customers, as well as through financing 

development projects to strengthen the economy.  

As part of its services, CAB provides personal loans, investment services, credit cards, and 

bank transfers and also provides internet banking services to facilitate customers’ banking 

activities. 

The CAB is also the proud pioneer of iris print technology, enabling customers to access their 

accounts without an ATM card and adding additional protection and security to the banking 

process. This initiative comes in line with the Bank’s aim to utilise modern technology to the 

advantage of its customers. 

7. Capital Bank of Jordan (EXFB). 

Established in 1995 (originally the Export & Finance Bank), the Capital Bank of Jordan has 

become a Jordanian market leader providing specialised commercial and investment banking 

services to both corporate and individual clients in order to meet their diverse and varied needs. 

The Bank gained a BBB rating by Capital Intelligence (the international credit rating agency), 

reflecting its sound financial position.  

The Bank’s major stakeholders include the Social Security Corporation, International Finance 

Corporation, Darwazeh Group, Nuqul Group, Al Salem Group, Abu Jaber Group, and other 

shareholders from Saudi Arabia, UAE and Iraq. 

Trade finance makes up the core of specialised services offered by the Bank, including 

commercial finance, asset management, securities brokerage, and market research, as well as 

providing services to individuals such as credit cards, personal loans, car loans, and mortgages. 
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The Bank also provides services through its investment arm, Capital Investments, and 

furthermore enjoys a presence in Iraq through the National Bank of Iraq. 

Capital Bank manages operations from its main branch and Capital Select in Shmeisani, 

Amman, with another 10 branches across Jordan. 

8. Investbank (INVB). 

The Jordan Investment and Finance Bank was established in 1982 and headed by Nizar Abdul 

Rahim Jardaneh in order to contribute to the development the financial sector in Jordan, aiming 

to provide the necessary funding to various economic sectors to develop, enhance, and improve 

economic opportunities and social advancement in the country. This aim has been supported 

by achieving good shareholder returns, strengthening national savings, and utilising resources 

to sustain and maintain financial operations. 

Despite facing a number of limitations and restrictions on the scope of its operations and its 

ability to provide different services, the Bank was able to overcome such obstacles and achieve 

success nonetheless. As such, in 1989 new CBJ regulations allowed the Bank to become a 

specialist investment bank in fulfillment of Mr. Jardaneh’s vision. This transformation enable 

the Bank to provide an greatly expanded range of products and services, including being able 

to take deposits and issue cheque books to customers for the first time, bringing it inline with 

other commercial bank (though unable to provide revolving credit facilities).  

In its years of operation, the Bank’s development has been phenomenal, achieving great 

increases in total deposits, net credit facilities, net income, net profit, shareholder equity, and 

net capital, also having successfully secured high returns for its shareholders.  

In 2009 Investbank also added a number of subsidiaries to its operations, including Mawared 

for Brokerage, Al Imdad, as well as a leading company. Prior to this the Al Quds Bank for 

Development and investment was established as an affiliate bank in Palestine in 1997. 

With experience spanning three decades, Investbank has striven to support companies and 

investments achieve their investment activities as a pioneer in the investment and banking 

sector.  

Investbank has undoubtedly achieved a number of successes, some of which include the 

Foreign Fund investments in the Amman Stock Exchange; established of new companies such 
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as Emaar and Al Muttahidun for Real Estate; major role in the founding of the Jordan Duty 

Free Shops Company; and Clearing Company for credit cards. 

9. Jordan Ahli Bank (AHLI). 

Previously known as the Jordan National Bank, Jordan Ahli Bank was established in 1955 by 

Yousef Mouasher and Suleiman Sukkar as the first bank in the east of Jordan as well as the 

sixth public shareholding company.  

Today, Jordan Ahli Bank enjoys an international presence in Lebanon, Palestine and Cyprus, 

as well as locally in Jordan. 

10. Jordan Commercial Bank (JCBK). 

The Jordan Commercial Bank was founded in 1977 under its previous name, the Jordan-Gulf 

Bank, but was rebranded and restructured in 2004 and today operates 30 branches across the 

Kingdom and also manages four branches in Palestine.  

Jordan Commercial Bank provides services to corporate, retail and investment clients and aims 

to deliver cutting-edge services and products that achieve good results for its stakeholders, 

clients and employees. 

Social responsibility has played an important role in the Bank’s strategy since its relaunch in 

2004 having contributed to numerous charities as well as providing scholarships to students. 

11. Jordan, Kuwait Bank (JOKB). 

The Jordan Kuwait Bank was established in 1976 as a public shareholding company in response 

to interest in Jordan for investment and the development of joint economic projects, opening 

its first two branches in Jordan in 1977 and its first branch outside the country in Palestine in 

1995. 

Over the years, Jordan Kuwait Bank has implemented a number of initiatives in order to keep 

pace with industry developments. As such, in 1983 an automated system for deposits and 

shareholders’ record was introduced; in 1985 ATM machines were brought in for customer 

use; and in 1991 all Bank branches were connected to a central computer  

In 1997, a number of Kuwaiti investors returned to the Bank as stakeholders, exercising their 

majority share in steering the direction of the Bank and its future. Moreover, the Social Security 

Corporation became the major Jordanian shareholder with nearly 20% of the Bank’s capital. 
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In the same year the election of Abdel Karim Kabariti as Chairman of the Board of Directors 

would be a decisive point in the Bank’s history, successfully achieving a number of milestones 

for the Bank.  

Jordan Kuwait Bank was the first bank in the country to implement an Internet banking service 

for its customers in 2000, soon followed by the mobile banking service. In light of recent 

technological advancements, the Bank also opened the first unmanned branch in Sweifiya, 

Amman, and provided ATM machines for the visually impaired in 2010. 

As part of the Bank’s expansion, the International Banking Unit in Cyprus and a representative 

office in Algeria were also added to the Bank’s assets in 2001. In 2002, the United Financial 

Investments Company was added as a subsidiary to the Bank with a majority share in its capital. 

Further to this the Bank established Ejara for Financial Leasing in 2011 as a private 

shareholding company, aimed at providing leasing services to supplement the financial and 

banking services offered by the Bank.  

2008 saw the organizational restructuring of the Bank with the transfer in ownership of key 

shares, contributing to the strengthening of the relationship between the Jordan Kuwait Bank 

and the group of banks. This was well reflected in the Bank’s performance.  

12. Societe Generale de Banque Jordanie (SGBJ). 

Established in 1965, the Societe Generale de Banque Jordanie was originally set up as a real 

estate investment company operating under the title REFCO.  

The Societe Generale de Banque au Liban entered the Jordanian market in 1999 and engaged 

in a strategic partnership with the Middle East Investment Bank, bringing its shares to over 

37%.  

After the Bank’s restructuring following the partial acquisition of MEIB SGBL, the subsidiary 

became the Societe Generale de Banque – Jordanie (SGBJ), with shares gradually increased to 

85.33% in 2011, and 87.6647% in 2012.  

13. The Housing Bank for Trade & Finance (THBK). 

Established in 1973 with the aim to provide housing finance, the Housing Bank was founded 

as a public shareholding company.  
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After many years experience in the Bank’s specialist field, the Housing Bank expanded the 

scope of its services and products to become a fully comprehensive bank offering commercial 

banking services, with its capital increase on numerous occasions. 

The Housing Bank enjoys a high credit rating from several international bodies, and was also 

successful in winning the title of “Bank of the Year – Jordan” three years, as well as number 

of other accolades and awards attesting to the quality of its services and the achievements it 

has made. 

With 119 branches and a market share of 14.5%, the Housing Bank boasts the largest branch, 

ATM, and VISA network in the Kingdom, as well as the greatest number of savings accounts 

in JOD. 

A.Recent Banking Developments in Jordan 

Due to its well-capitalised and highly-regulated structure, the Jordan banking sector was able 

to overcome many of the adverse effects of regional and international political and economic 

crises, with the sector achieving growth during the first half of 2013.  To date, the Jordanian 

banking sector includes 26 banks, of which 13 are listed on the Amman Stock Exchange. We 

shall now review these 13 bank’s performance up until the first half of 2013 in order to assess 

their net profit growth, interest income, commission income, and loans and deposits. 

 Net Profit Growth. 

 Interest Income. 

 Commission Income. 

 Loans and Deposits. 

B.Net Profit Growth. 

11 of the 13 Jordanian banks listed on the Amman Stock Exchange registered net income 

growth in the first half of 2013, with some far exceeding expectations with a doubling of their 

net income, but all reporting profits. The Arab Bank and the Housing Bank one again registered 

the greatest net income; Bank al Etihad, Jordan Commercial Bank, and Societe Generale de 

Banque Jordanie however reported the highest increase in net income.The list Net Profit 

Growth is shown Table.         
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NO Ticker Net 

Income 

2011 

Net 

Income 

2012 

Growth 

2012 

Net Income 

H1 2012 

Net Income 

H1 2013 

Growth 

H1 2013 

JOD (mil) JOD 

(mil) 

% JOD (mil) JOD (mil) % 

1 ARBK 263.00 261.34 -0.6% 197.30 208.28 5.6% 

2 ABCO 11.30 11.03 -2.4% 5.40 6.16 14.1% 

3 AJIB 11.91 15.00 25.9% 8.22 8.56 4.1% 

4 UBSI 10.33 14.75 42.8% 4.75 10.15 113.7% 

5 BOJX 36.57 33.19 -9.2% 17.86 16.77 -6.1% 

6 CABK 36.60 35.29 -3.6% 16.59 17.44 5.1% 

7 EXFB 1.43 22.04 1441.0% 13.36 18.07 35.3% 

8 INVB 9.60 11.25 17.2% 10.05 7.33 -27.1% 

9 AHLI 23.24 24.60 5.9% 12.11 11.03 -8.9% 

10 JCBK -1.34 2.06 -253.7% 0.77 4.66 505.2% 

11 JOKB 39.70 46.61 17.4% 25.64 26.64 3.9% 

12 SGBJ 3.26 4.73 45.1% 1.76 3.20 81.8% 

13 THBK 100.00 104.49 4.5% 51.17 52.50 2.6% 

Source: ASE, Bloomberg, Bank’s Financials 2013 

 

C.Interest Income.  

12 of the 13 listed banks registered an increase in their interest income during the first half of 

2013, with only the Bank of Jordan experiencing the adverse affects of the Syrian crisis and 
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recording slow growth. Jordan Ahli Bank became the third largest bank in Jordan in regard to 

interest income, however the highest rates of increased interest income came from Societe 

Generale de Banque Jordanie and Jordan Dubai Islamic Bank.. The list Interest Income is 

shown Table. 

NO Ticker Net Income 

2011 

Net 

Income 

2012 

Growth 

2012 

Net Income 

H1 2012 

Net 

Income 

H1 2013 

Growth 

H1 2013 

JOD (mil) JOD (mil) % JOD (mil) JOD (mil) % 

1 ARBK 847.33 954.61 12.7% 465.16 499.04 7.3% 

2 ABCO 39.98 52.82 32.1% 11.79 14.81 25.6% 

3 AJIB 43.98 54.67 24.3% 25.89 28.73 11.0% 

4 UBSI 73.97 79.23 7.1% 37.82 47.19 24.8% 

5 BOJX 111.18 120.48 8.4% 59.98 58.16 -3.0% 

6 CABK 111.44 124.99 12.2% 60.1 72.54 20.7% 

7 EXFB 70.57 81.55 15.6% 37.57 48.71 29.7% 

8 INVB 41.46 45.59 10.0% 24.87 30.27 21.7% 

9 AHLI 126.67 140.46 10.9% 67.97 76.09 11.9% 

10 JCBK 42.73 45.61 6.7% 22.17 26.28 18.5% 

11 JOKB 119.77 127.87 6.8% 61.71 70.16 13.7% 

12 SGBJ 18.03 22.62 25.5% 9.88 15.23 54.1% 

13 THBK 292.42 336.44 15.1% 162.54 175.6 8.0% 

Source: ASE, Bloomberg, Bank’s Financials 2013 
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D.Commission Income.  

Commission income results witnessed mixed performances with some banks seeing a 

significant decrease in their income from commission and others recording growth. The Arab 

Bank, Housing Bank and Jordan Islamic Bank reported the highest income from 

commission..The list Commission Income is shown Table. 

NO Ticker 2011 2012 y/y H1 2012 H2 2013 y/y 

JOD (Mil) JOD (Mil) % JOD (Mil) JOD (Mil) % 

1 ARBK 154.40 151.23 -2.05% 75.68 79.39 4.90% 

2 ABCO 2.79 2.74 -1.79% 1.74 1.24 -28.74% 

3 AJIB 4.40 4.48 1.87% 2.22 2.22 0.00% 

4 UBSI 10.90 12.71 16.61% 6.18 6.14 -0.65% 

5 BOJX 16.30 17.32 6.26% 8.67 7.93 -8.54% 

6 CABK 19.86 19.34 -2.62% 10.12 9.43 -6.82% 

7 EXFB 14.68 32.21 119.39% 17.10 11.67 -31.75% 

8 INVB 4.31 4.92 14.15% 2.44 2.77 13.52% 

9 AHLI 20.51 20.87 1.76% 10.96 9.62 -12.23% 

10 JCBK 5.07 5.33 5.13% 2.59 2.79 7.72% 

11 JOKB 9.09 10.66 17.27% 4.93 5.75 16.63% 

12 SGBJ 2.16 2.23 3.24% 1.53 0.97 -36.60% 

13 THBK 35.09 33.39 -4.84% 17.47 16.66 -4.64% 

Source: ASE, Bloomberg, Bank’s Financials 2013 

E.Loans and Deposits. 

Growth in credit facilities and deposits was recorded by most banks during the first half of 

2013, with AJIB witnessed the largest increase.Deposits shown Table . 
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NO Ticker Loans Growth Deposits Growth Loans To Deposits (%) 

y/y (%) YTD (%) y/y (%) YTD (%) FY 2012 H1 2013 

1 ARBK -0.66% 4.29% 3.35% 1.11% 62.77% 64.66% 

2 ABCO 17.33% 5.14% 1.18% 12.68% 94.67% 88.45% 

3 AJIB -0.33% 15.76% 4.82% 1.75% 69.87% 67.58% 

4 UBSI 15.58% 8.33% 16.20% 5.76% 70.65% 75.21% 

5 BOJX -11.07% -2.47% 2.33% -0.24% 61.19% 61.75% 

6 CABK 6.31% -0.56% 1.39% 3.40% 70.98% 71.16% 

7 EXFB -4.96% 1.68% 9.04% 6.67% 65.32% 62.71% 

8 INVB 15.51% 4.11% 14.15% -7.68% 74.69% 83.75% 

9 AHLI 8.21% 2.83% 5.80% 1.21% 71.41% 70.59% 

10 JCBK 4.81% 13.18% 4.13% 9.91% 72.64% 74.32% 

11 JOKB 13.42% -9.29% 0.81% 3.65% 91.68% 86.78% 

12 SGBJ 26.14% 5.29% 26.81% 11.95% 59.56% 55.42% 

13 THBK 7.27% -3.79% -3.47% 1.58% 58.96% 56.95% 

Source: ASE, Bloomberg, Bank’s Fi 

 


